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“IN MY FIRST YEAR UNDER THE 


IRONRITE GOLDEN FRANCHISE, | EARNED MORE 


THAN 100% ON MY CAPITAL INVESTMENT” 


Actual statement from an Tronrite dealer. 


R. M. Gottlieb, Vice President in Charge of Sales 
lronrite Inc. 


Mt. Clemens, Michigan 


Please see that | receive a copy of your booklet 
called The Golden Franc hise 

NAME 

NUMBER AND STREET 


cily ZONE 


STATE 








READ WHY THE 
HAS BECOME ONE OF THE 
MOST SUCCESSFUL DEALERSHIP PLANS 


IN AMERICA 


With the virtual disappearance of specialty selling after World War 
II, lronrite—with a product which by its nature demands specialty 
selling—had to develop a new method of marketing. The plan 
needed to provide a big enough profit for the distributor, the dealer, 
and his salesmen, to permit the kind of demonstration selling 
job required. 

The answer was a rental plan—tested and proved before it was put 
into operation. Under this plan, the prospect, for a small weekly 
payment, can use an Lronrite in her own home on her own laundry. 
The dealer can pay fine commissions, attract the best salespeople, 
and still keep an outstanding profit for himself. 

Dealers found the plan so successful, it became known as The 
Golden Franchise. Here are some of its unequaled advantages: 


¥) You can earn more than 100°), on your capital investment 
every year. 


@) Every sale is at fuli retail price and profit. 


S) Selective, individual, district-dealer franchising. 


fe 


Complete line of ironers. An Lronrite model for every type of 
home 


No trade-ins. 
‘Tremendous potential market. 


Highest quality product. 


er cf @ 


Actually no competition. Lronrite is the only true ironing 
machine made, It is not a mangle. 


High customer satisfaction. Many sales are the result of 
Ironrite owners talking about it to friends and neighbors. 


W No indiscriminate franchising. Only outstanding retailers, with 
a record of sound business practices, qualify for the Lronrite 
Rental Plan. 


If you would like to put a good, protected profit back into your 
business, why not look into the amazing Lronrite Golden Franchise. 
Just mail us the coupon (left) and we will see that you get a booklet 
explaining the plan in detail. Do it today. It costs you nothing. 
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AUTOMATIC IRONER 


IRONRITE INC., MT. CLEMENS 
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N-Change color combinations! Meat Keeper keeps meat 


Trade Mark: U.S. Patents Issued, Nos 2,459,175 and 2,924,309 
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WESTINGHOUSE SALES FORECAST: 











WESTINGHOUSE FROST-FREE* REFRIGERATORS 


Never need defrosting in refrigerator or freezer! 50 Choose- 


fresh up to 7 days! Dairy Pantry, Vegetable Humidrawers. 








This sunny forecast is based on the blazing sales 
records being set by these popular Westinghouse 
appliances—each the profit leader in its line! If 
you'd like to cash in on the cool cool profits they’! 
bring-—ask your distributor to breeze over to 


your office right away! 





MODEL UK-14 


WESTINGHOUSE DEEP-DOOR FREEZERS 


Deep-Door Storage! Quick-Freeze 
Shelves. Juice Can Dispenser! Big 
Reach-In Compartments and Roll- 
Out Basket! Polar Cold Design! 
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The thermometer may pop its top, but...these will be the 


SIZZLERS! 


Hot Profit Makers! 











WESTINGHOUSE IMPERIAL 40 WESTINGHOUSE ARISTOCRAT 30 
MODEL CK RANGE MODEL SK RANGE 
Both models have all these deluxe features: 
e Plug-Out Surface Units e Miracle Sealed Oven 
e Color Glance Controls—choice of 1001 heats e Automatic Surface Unit 
e Roast Indicator e Super Corox® Unit 


Selling Like Hot Cakes! 
— _; Extra -profit Popper s! Take advantage of our 


Baker's Dozen Deal on these items! 








WESTINGHOUSE DWDA-24 
UNDERCOUNTER DISHWASHER 
Automatic Temperature Monitor! 
Front-opening, top loading for 


unsurpassed capacity ! 





WESTINGHOUSE 
FOOD WASTE DISPOSERS 


uper-—size capacity! Uniform 
hredding! Extra quality! 


FD-1 Deluxe 


4; 
with reversing , 
vitcn 





YOU CAN BE SURE...1F ITS 


WESTINGHOUSE L-100 and D-100 WASHER 
and DRYER — America's Favorite Laundry Twins! 


Picture Window Styling! Weigh-to-Save Door! Soap 'N "% \ 4 os t i nN h O u fy 
Water Saver! Revol: 1 W: 


‘Comat 





volving Agitator! Washes cleaner 
rinses better! Cleans itself! Direct Air Flow system in 


dryer! Illuminated Laundroguides. Confection Colors Westinghouse Electric Corp. + Major Appliance Division + Manstield, Ohio 
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IN THE BIG OIL AND GAS HEATER MARKET 


TROPIC-QIRE wians 


LOW RETAIL PRICES 
THAT BRING “EM IN! 


It's the hottest line of gas and oil heaters for 1957 because 





~ 
re 
— 




















every model is priced for real profit-making promotion. 








Capacity for capacity, you can’t be undersold. Big advertising 


allowances, October | dating 








FEATURES THAT 
CLOSE SALES FAST! 


Automatic “Carpet-of-Warmth” blowers, automatic electric 
thermostat control, automatic 100% safety shut-off, and many 
fuel-saving and convenience features your customers are 


looking for. 





















AND A BIGGER PROFIT 
MARGIN FOR YOU! 


Famous Lonergan quality means happier customers — fewer 
service calls. Tropic-Aire features sell more units, and higher net 
profit means more dollars in your pocket. 














GET SET NOW 


USE THIS COUPON NAME 


COMPANY 





McGRAW-EDISON COMPANY STREET 
LONERGAN COOLERATOR DIV. 
717 CLARK ST., ALBION, MICH. ciTy 
Please send me complete dealer information on 
Tropic-Aire Home Heaters STATE 








TROPIC-AIRE HOME HEATERS 


BY THE MANUFACTURER OF FAMOUS COOleretor MGR AW f 


ROOM AND CENTRAL AIR CONDITIONERS .. . FDIS ( N 4 
DEHUMIDIFIERS . . . WINDOW FANS P 
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: agp | ~Precedi THE YEAR 
Business Quick-Check | Month” SO FAR 


SALES, factory, appl.-radio-TV index (1947-'49 = 109) 





172 





12.9% DO 


DEBT consumers owe to appl.-radio-TV dirs. ($millions) 354 357 349 EVEN 


FAILURES of appl.-radio-TV dealers 47 47 22 58.5% MORE 


RETAIL SALES total ($billions) 16.3 16.3 15.4 5.5% UP | 


4 
a ee 


DEPT. STORE sales index (1947-'49 = 100) 124122 122 «2.3% UP 9 





DISPOSABLE INCOME annual rate ($billions) 295.4 293.3 280.2 5.4% _UP | 


: 
{ 


LIVING COST index (1947-'49 = 100) 119.3 118.9 114.9 3.6% UP 





SAVINGS of consumers, annual rate ($billions) 20.4 22.4 18.6 9.7% UP 


SS 


HOUSING starts (thousands) 102.0 92.0 113.7 14.7% DOW 


AUTO output (thousands) 531.4 549.2 471.7 4.0% UP 





UNEMPLOYMENT (thousands) 2,715" 2,690* — “e 


(Sources, in order: FRB, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, Dept. of Com 


merce, Bur. Labor Statistics, Council Econ. Advisors, BLS, Ward's Auto Reports, Census 
\¢ N [) S Bureau) “New Series — No Comparison Available 


here may be some important changes in merchandising color \ second lesson learned in Milwaukee (and not a particular n 
television in the fall : nae . —_ development, iccording to dealers in other sections of the countr 
For one thing, it’s a good bet that a more selectiv policy will is that pri € is not as bad a handi ip as many people think. In 
be followed in picking dealer to sell color See nisi Milw iukee, only 30 percent of sale which rose to 106 sets a weel 
Second, there may be more firm pushing color. Up to now during the test) were in the $495 price leader model, Seven out 
b basically a “one-man show.” But RCA officials insist of ten were willing to pay extra for step-up set 
' that they have real “evidence” that four or five other manufa You should keep one thing in mind in evaluating the Milwaukee 
jump into color this fall. So far, nobody has been results, however This community enjoys a better than average 
ible to identify any of this group and RCA officials say they've unmount of color programming hat makes selling color con 
iwreed not to mention nam That makes it pretty difficult to iderably easier 
rify but, as might be Cx pr ted, there have been a number of Il here a third lesson in the Milwaukec CXPCHIence ind: we ve 
ynmpanies quick to deny that they're going to push color this fall heard much the same from a couple of big dealers elsewhere in 
One reason RCA thinks it's going to get company in the color the country. It imply this: it may be a mistake to enlist ever 
yUSIN vas the presence of observers from two other firms dur retailer in the community in the color selling effort Lhe end 
RCA ent onducted ituration” marketing test in result, say dealers, is de velopment of price-cutting which drive 
Milwauh the prevailing price of color down and lessens the attractivene 
hat test, incidentall vill undoubtedly have an important of the margin on a color set. Some RCA officials agree with thi 
ining on future merchandising of color. That’s because th orciusion and it i fair bet that fall marketing will be on a 
ynth ng effort did more “than MNprove O10 les in the Mi O7 hat Ore cliective ba 1S 
VAUKC rea. It al O pro ided ¢ \ with ome marketing data i onl Ol thing which would pr cnt il ly i Op 
vhich wi ‘be put to use this fall across the country. Observer ment—the dealer not selling color is likely to be selling against 
having talked to both R¢ A executive ind to dealers in the area olor Milwaukee dealers who had been selling color for some 
ia ) ided that a number of important lesson vere learned time told ,ecrrica MercHANDISING that until thi pring all 
luring the test out effort their biggest obstacle was the negative selling done by 
One is that the public is probably more interested in color than other retailer Ihe all-out promotion cured this but, as noted 
the dealer. You can be sure that futur “marketing is going to ibove, tended to depress proiit margins when a large number of 
ean heavily on training the dealer to overcome his fear and indif dealers got into the act 
ference to color (Continued on page 6 
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Famed Flavo-matics spark sales! 


matching . 
coffee service - 


SEE WEST BEND 
AT THE SHOW 
Booths 
542-544-546 













INDIVIDUAL FLAVO-MATICS 
2-S<cup 6-8cup 
glea y chrome $17.50 $16.95 
copper ‘ 
aluminum $17.95" $13.95" 


polished 


aluminum $11.50 $12.95" 








21705 
cup 


FULLY AUTOMATIC COFFEE MAKERS 


Unequalled coffee flavor brewed in coffee makers unmatched for beauty! 
West Bend's 6 to 8 and 2 to 5 cup gleaming chrome Flavo-matics keep their 
brilliant lustre and enhance the finest table service, All Flavo-matics have no-drip spouts 
Correct ming and justright temperature control assure gentle perking that makes 
delicious coffee automatically! The exclusive Flavo-matic method extracts only 
the true, delicate coffee flavor, The flavor is never sacrificed for speed 
the coffee never burned or underperked. The two Flavo-matics 
area complete automatic cotlee making service tor 
brewing 2 to 14 cups or more of delicious coffee 


the right amount for most home occasions 


WEST BEND ALUMINUM CO 
DEPT. 187 WEST BEND, WISCONSIN 







*Includes cord and excise tax 


“I zr 6— 


CANISTER SET AUTOMATIC SKILLET 


FAMOUS WEST BEND GIFTS FOR THE HOME 


TRIG 
SINGING TEA KETTLE 






TRENDS 


continued 


Pilferage is still a big headache in merchandising transistor 





radios 

~ Nobod\ escapes the problem. Retailers are constantly aware 
manutfat 
turers as well as retailers have headaches along thes« line ‘hat’s 
till the case. Just last month someone walked out of RCA’s New 


York distributor convention with a set which had been di played 


of it and, as pointed out here last year (October 1956), 


only a few feet from an armed guard 


But the manufacturer problem is bigger than losing an occa 


ional set on occasions like thi [hey must design some method 


of allowing the dealer to display these tempting radios without 
| 


risk of theft. At the Philco convention last month a displas 
It holds several sets and lock 


Kven this may not be foolproof, howevel 


tand was offered for dealer us 

each firmly in place 

Another manufacturer tried something like this last year and 
] 


found that in at least one instance a customer walked off with 


the rack and all the radios displayed on it 


You ought to know about “interurbia 


Chances are that vou'll be hearing a lot about it in the months 


ind years to come ‘ 

Chances are even good that right now you'r doing business in 
interurbia If not, you may well be some day soon 

What is “interurbia’? Basically, it’s a challenging new concept 


of the American market-place, put together by J]. Walter [homp 


min collaboration with Yale University and “Fortune 


Interurbia is the result of the linking up or “blending” together 


of adjacent metropolitan inca Ihere are 14 such areas now 
lo qualify is an interurbia, an area must contain two or mor 
idjacent cities of 100,000 or more population or one city of 100,000 
ind three cities of 25,000. ‘The interurbia area also includes neigh 
boring counties with | than 25 percent farm population and 
more than 100 people per square mile 


\ good example of one of today’s interurban areas is the 600 
mile-long strip which extends from Boston down through New 
York and Philadelphia to Baltimore and Washington 


been created by several key markets within this area “spreading 


I his has 


out” to come in contact with neighboring metropolitan areas 
loday, the 14 interurban areas include about half of the popu 
lation and over half of retail sales. By 1970 the ‘Thompson 


researchers think they will have spread to include 60 percent of 





population and 70 per ent of retail sales 


here are a number of implications in any such analysis of the 





of the market. The alignment of sales territories is one. The 
physical job of distribution is another. Still another is the possi 
bility that as interurbia grows some firms may be satisfied to market 
only in the interurban areas on the assumption that it would 
be uneconomic for them to add personnel to cover the remaining 
market areas. Manufacturers already in the process of stream 
lining their distributive set-ups may well find that they have to 


And ther 


are important implications for advertising media if the concept 


provide a central warehouse within each interurbia 


of interurbia is accepted 
hat’s only a sampling of what might happen 
Just as 


one of the paradoxes which might well come to pass 


Marketing men 
are intrigued by the entire concept “a sample consider 
It’s simply 
this: as nearby regional differences are ironed out (Boston and 
New York may become more homogenous in their interests), inter 
regional differences may become more pronounced (the West 


Coast market may differ more and more from the Eastern). End 
VL. 
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a timely thought for every retailer who is tempted to sell 
on the basis of price alone 





“Quality will be remembered 
ong after price ts 
foreotten™ 






—H.G. Selfridge one of the world’s most successful retailers 


If one of our dealers asked us for the best selling 
advice we know, we'd bring out Mr. Selfridge’s 
words without hesitation. . 

As far back as we can remember, the thinking 
at North Canton has put quality first. The kind of 
quality that makes a product look better, do its 
job better, give its owner more pride and more 
years of service. 

Here’s the important thing: not only do people 
buy this kind of quality with more confidence, but 
they’re willing to pay more for it. 

Maybe it’s the more than 14,000,000 women who 
have bought Hoovers that convinced us. Maybe 
the fact that Hoover dealers are in the midst of 
the biggest year in their history. 

At any rate, that should be pretty good evidence 
for both you and us that quality is the most salable 
“‘item’’ in the appliance business. 


HOOVER. ? 








FINE APPLIANCES Happy 50th Birthday, Electrical Merchandising! 
.. around the house, around the world Keep up the good work! 
~ ae | - 
a pit | z [ of m=) a Pek ay - yo 
Va = At ) VA 5 2) uw - = \N | ) | Fa (2 
per) i =a | “J F 
>So pry ] vow “ 
> Gone eam-Dry Iron - = , L\ |) ‘ 
’ with the first Hanamixer ee ustetie 
— stainless stool soloplate Polisher 
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the right 
service par 


7 


‘f they’re not 
_ Factory 
pecification 








Here’s why! Only Factory Specification Parts for ' /| 
RCA WHIRLPOOL appliances are made to exact original 
specifications . . . to fit right and work right with the 
first call. They cut costly service call-backs that create 
customer dissatisfaction. They help you keep service cus- FSP 
tomers happy and satisfied . . . they insure you full 


ervict rons. “gf. ° 
tae Factory Specification Parts for 


Protect yourself! Whenever the service job is on an 


RCA WHIRLPOOL, install only Factory Specification Parts. 7. 
Inferior parts may seem the same — but they can’t pro- APPLIANCES 
vide the same dependable, low cost service. Contact your 


RCA WHIRLPOOL distributor or A. P. J. A. jobber now. 
There is no substitute for quality . . . there is no sub- 
stitute for a Factory Specification Part. *Tmk. 


meet the toughest specifications in the industry 


Use of trodemerts Me ond PCA aulhorized Py trademort owner Badia Corperction of Americe 


Service Division, WHIRLPOOL CORPORATION St. Joseph, Michigan 
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_..in the 
EAST 


By John A. Richards 





Mid-June heat snaps AC and fan 
sales slump . . . Most dealers shoot for 


first-half volume equal to last year’s 


gh NG t ad soft Sin dealers all 
‘ th | t felt betrayed | th ithes 
\ “er 


" re still pun hin 

ung into tl ond halt of June. Objective: to 
vind | the first half of the Ca t least « i 
vith ) Many wer optimist nough to feel 
thre ol p ihnead a few percentage point 
olum ise. A minority were reporting nominal 
uns of ft ind 10 percent But even the big 
rest metropolitan Chains, however, were bracing 
for a first-half that might just not measur up to 
mid ] in proht 


Hope remained the dealer's partner going into 


mid-June. A few hot and humid days, with 
temperatures climbing into the 90's began prod 
ding metropolitan ai onditioner sal Back-to 
back hot night great ile boostel et in and 
nor emed in the offing. Most dealers needed 
nificant Dusin purts to make up lost sale 


Not A 4<dav heat wave brought th 


[here ! no qué tion that earl ur condi 

tion id tan sal vere disappointing Retail 
Buft had iryin omments on alr con 

ion ill of which indicated sal flurric 
tied t fluctuation Air condition 
ia tart t iove and interest building 
i Improved weather has brought 
n 1 st trafh Nn d in another 
\\ ne aft i onditioners and have 
had tt t 1 but need more hot weather,’ 
umm i] third. All had expericn ed very 

tt May and early June 

Dow i t Philade Iphia irca thi picture wa 
nuch t Air conditioner tarting to 
pick up,” reported one retailer ther but are not 
n vell as last yea A Washington dealer: 
wit h npha to kitchens when AC busi 
nT d dead 

In \ \ Yi h Cit ind environ the if condi 
tion ind fan t ippe ired bleak but due to 
mi pro Dealers there, from independents to 
major chain ported this year iles behind last 
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year as much as 50 percent in most cases, Even 
the aggressive pre-scason promoters were running 
off 

Mid-month ushered in a stifling weekend in 
New York, however, and at long last promised 
to snap AC and fan business out of the doldrums 


The inconsiderate weather failed to grind total 
sales to a standstill. ‘Through late May and early 
June laundry equipment continued to pull strong 
But there was evidence that seasonally good re 
frigerator business was lagging 

Washers and dryers have been good here,” 

iid a Buftalo dealer, for example, “but range 
ind refrigerators have been off from last year 
Another Buffalo dealer reported ‘Washers and 
dryers are still the leaders but refrigeration 3 
picking up a bit In Philadelphia, meanwhilk 
vasher iles were pegged as ‘“‘steady while xr 


I 


fngerator ile wer just average And up m 
Boston a dealer wa ing ‘Refrigerators are sell 
ing parti ularly bad probabl because we are not 


pu hing them Hi 


vas he couldn’t make any money on them. In 


i tropolitan Ni A Yo th raae indep ndent till 


rehed on launds monthly 


cason for not pu hing them 


cquipment for basi 


volume and the large chain pointed out that 
their multiple outlets meant they were getting a 
rood share of white goods busine If vou di 
ount the air conditioner and fan busin thu 
far ud one chain ofhcial we're about even 
with last year. Automatic washer ontinue to 


pace product sale while replacement sales in 
refrigerators are slow for lack of heat 

Ihere appeared exceptions to reports of “just 
normal busin ibout on a par with last year 
[his same Long Island dealer found “‘salcs to the 
end of May ahead as much as 12 percent, And a 
Buffalo dealer, looking to good summer busine 
ud, ‘“We're ahead about | 


to date in dollar volume and mights proud of thi 


percent for the year 


howimeg 
Leading distributors in me tropolitan centers in 
the east poimted to continued good busin 
found “Busi 
me renerall ihead for the first five month 
vith the exception of fans and air conditioner 
vhich have showed very spotty movement And 
n New York two leading distributors have been 
reluctant to pinpoint their ex 


ver last year, but call their busin 


Down in Philade Iphia on upplhier 


ict perce ntage gam 


fantasti 


Dealers expecting ‘T'V to decline are delighted 
that portable T'V sales have not skidded, with 
hi-fi also jacking up their summer sales. Several 
suffalo dealers found portable howing contin 
ed strength, while a Philadelphia dealer, ho 
found TV generally quiet, found “hifi a_ life 
iver. It’s been moving right along at a mern 
pact One dealer in Boston found “portable 
in big demand” while still another r ported good 
radio sale is a result of window di play 

In downtown and suburban areas of New York 
City similar bright spots are evident in hi-fi. A 


chain reports a gain of five percent over last year 
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in hi-fi sales. Another chain is even with last year 
in portable TV and hifi. However, the executivi 
of this latter firm laments the fact that ““Uher 
too little profit in color TV for so large an item to 
make many dealers want to push color.” He, like 
other leading metropolitan merchandising fg 
ures, is troubled by the fact that color, when it 
gains additional momentum, will still not be long 
on prohts 


This profit worry still plagues big and small 
dealers all over the east. Buffalo reports continued 
“shopping like mad, poor profit picture.” In 
Boston one dealer said of ce mpetitor who are 
taking $5 and $10 gross dollars out of ‘TV set 


“They'll go broke becau uo just can’t do 
busine that wav and si In \Washington 
vhere the toll of casualties among discounters 
mounting, distributor collection ! mn deal 
ire running behind 

Prospects of a sharp stepi ’ ndition 
ind fan ile ont inf jul howe 
eemed about to brighten tl rall dealer p 
ture it least m a sol rt 


...1n the 
MID- 
WEST 


By Tom F. Blackburn 





Power mowers pushed by midwest 
rains .. . Learning to sell color in Mil- 
waukee .. . AC and farm sales hurt 


by weather 


I | AVY rain we pivil thie po i 

busine nm upward ving, because the 
rains grow gra it unheralded peed 

It doesn't seem to matt vheth uu ha 
| department tore or a jeu hop, if u 
cling mowers you are doimg a good busine th 
ear. Prices range from $49.95 t IOS in th 
department stor md $69.9 ecems to be th 


price it which most of them m« 
By pite Nature 
there seems to be mor price cutting thi Cal 
than usual, ‘The Boston Store in Milwaukee ran 
1 color page id offering cuts of $20 to $50. and 
it prices of $99.99, $69.99, $54.99. Sears, Ro 


buck came out with an out-of-season sale with |} 


promotion of the busine 


pace and this appear to mark a situation all ove 


the Midwe t 


} 


Continued on page ] 
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Here IS a General Electric retailer. system. They have played an increasingly impor- 
He's been at his job since 1927. tant role in bringing General Electric to the posi- 
, ; ; tion of leadership it holds today. They are playing 
He—and a lot of other appliance retailers—have lately been wondering: ELIE Se PANT RT TAD Ming 
For they are professionals at retailing. 

are the days of the independent appliance Are the days of the independent appliance re- 
tailer numbered? We sincerely believe that the 
retailer numbered 9 days of the independent retailer stretch out as 

e far as any man can see—and farther 
Our dealers have found their independence 
pretty much to their liking over the years, and 
rhis is Ray D. Marsh of Emporia, Kansas. He's fears about the Appliance and Television Re what is good for General Electric retailers is 

been a General Electric retailer since 1927 when he ceiver Division of General Electric intending to certainly good for General Electric. 
handled the old Monitor-Top Refrigerator—the enter the retail business. General Electric Company, Appliance and 

first major appliance General Electric ever made rhese retailers are essential in our distribution Television Receiver Division, Louisville 1, Ky. 


Now, today, there is talk in the trade of manu 


facturers taking over the retailing job—suppos 


edly to reduce high distribution costs Progress ls Our Most /mportant Product 


We're disturbed a lot by this talk. For Ray 


Marsh and for every other General Electric retailer 
we'd like to put in print the way we feel about it. W | 
First of all, our retailers should not have any 
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(he amount of horsepower they are putting 
in mowers seems to be running up, with a 22-inch 


mower operated by a 24 hp engine, and a 
$69.95 model carrying 2 hp. People are now mow 
ing their lawns with up to 3 horsepower, which is 


i far crv from what they used a few vears ago 


It is going to be said of the Milwaukee color 
month that this town has really been discovering 
how to sell television. It is contrasted with the 
wild push that took place the year before in 
Chicago and iccomplished little 

bor example, the Taylor Electric Co., RCA 
distributor for Milwaukee, paid dealer salesmen 
for each home demonstration they arranged dur 
ing the carnival of color, O. C. Williams, Jr., 

iles manager of ‘Taylor, declared that the hom«e 
demonstration was the real way to sell color 


television Retail salesmen about town also 
wer eligil le for prize for doing the be t job 

It was stated that six out of ten home demon 
trations resulted in the sale of a color television 
set, with of course, the idea being used on choice 
prospe t Sal ran up to 100 color television 
ets a weck during the promotion 

One dealer said that 70 percent of the sales 
were in the higher priced models rather than 
in the pi ider $495 set 

RCA, which has 67 dealers in Milwaukee, de 
lared that 7 out of 67 participated in the 
olor in n. Curt William iles manager 
for ‘| be lect iid that promoting color 
did not hurt RCA black and white set sale 


Ihe rainy cool weather which has boomed the 
power mower business has had a slowing down 
effect on room coolers throughout the country. 


One of the effects of sell-ofts of previous veai 
models, has been the setting of a mental price of 
iround SISO or $190 for a 3 hy room Phi 
was demonstrated recently in th oast-to-coast 
televi n show The Price is Right in which 
typical shoppers make bids on merchandis 
Sure en h, the ime up with the SISO price 
for a ind new room = cooleci vhich show 
which way the publi thinking 

One distributor said that the small dealer is in 


thi lap of the rods of weather, and that is about 


it. Inventory apparently is in the hands of the 
distributor at the present moment, with the ex 
eption of a few large dealers who have the facili 
ties to do a good job of installation 

here is no doubt that the thinner model 
which id overhang inside or outside are 1957 


talking points, but it is also true that most shop 
pers have their own ideas on price The 74 amp 
model is popular, but there is also great interest 
in 14 to z hy iobs which an increasing number 
of customers are going to buy for sure-fire satis 
faction this vear 


It looks as if 4 and 4 hp. models are out of the 
picture, and sales begin at about 7 hp 
Ihe 20-inch reversible portable window fan 


eems to be growing in popularity, and the trend 
is away from small oscillating fan 

By and large, the fan market, like the room 
ooler market, has been set back by the cool 
weather throughout the Middle West Most 
buyers feel with the coming of hot weather, fan 
iles will pick up 


Latest figures published by Kansas City Gas & 
Electric Co. on dealers’ sales show that central air 
conditioning is up 184.5 percent for 1957 over 
1956. Consider also that unit room coolers are 
down 30.3 percent, and the evaporative cooler 


down 1|f percent. Kansas is dry and hot, and 
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that gives you a sample of which way things are 
wagging 
[his report also shows that the good old 
staple standby items are apparently close to sat 
uration. Standard electric ranges are down 1.6 
percent and built-ins, 17.3 percent, a fall-off for 
3 Refrigerators 
ire up in 1957 over 1956 only .5 percent and 
iutomatic washers are down 4.9, and conven 


ill electric ranges of 3.2 percent 


Electric water 
heaters are up 23.4 percent, and water pumps are 
down 27.3 percent for 1957 compared to 1956 
lotal business for the year, up to April for 1957 
compared to 1956, is a decline of 3.4 percent. 
lroners are ahead 74.1 percent, and dishwashers 
have nudged ahead for a 21.7 percent gain. The 


tional washers are down 13.9 


irea served is close to Wichita, Kans. and the 


southern part of the state 

lhe picture is slightly different in the Kansas 
Power & Light Co. ‘Topeka, area where ranges 
for 1957 up to April, were 3 percent be low the 
previous vear, dryers 4 percent, freezers 18 percent 
down, television 11 percent down, while water 
heaters were up 55 percent, refrigerators 21 per 
cent, washers up 6 percent and room condition 
ers were 5] percent ihead 


By Fred A. Greene 


Weather plays havoc with sales. . . 
Damage toll high in Texas and Okla- 


homa... Air conditioner sales lagging 


PPLIANCE dealers in ‘Texas and Oklahoma 
these davs are bemoaning the fact that they 
forgot to add rowboats to thei displays If 
they had, business probably would have been 
phenomenal. Since they didn't, the past month's 
iles record 1s pretty generally a sorry one 


A dealer in Decatur, ‘Vexas remarks: “If it 
continues to rain, we might as well quit 
An Oklahoma City distributor say “Gen 


cral business conditions are not promising. We 
years of drought into the wettest 
15-day period in history. Water damage to the 
tate likely will exceed $100 million. ‘This can't 
help but deter an already soft market 
we've had only 5 clear days in Mar 
Up in the Texas Panhandle, a dealer adds 
Ihree months ago I said we could deposit a 
3-inch rain in the bank. Well, the bank is full 
now, in fact running over. We now need a dry 
pell. All of which means you can never satisfy 
in appliance dealer,” 


went from 


While the weather has dealt a damaging blow 
to the Southwest—103 of Texas’ 254 counties 
have suffered flood losses—several sections have 
nevertheless benefitted considerably with at least 
adequate moisture. Several other areas admitted) 
received too much rain, but not enough to be 
crippling 
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An Amarillo dealer thinks the business out 
look is very good. Summer sales, he adds, should 
be 10-15 percent above average with the fall as 
much as 25 percent better 

Very good business is also predicted by a Lub 
bock distributor. In south Texas, the overall 
picture looks good to a dealer in Corpus Chinisti 
while another retailer in Beaumont says busin 
is on the upturn—after a slow start 


With business generally good in some areas, 
bad in others, there is one point most appliance 
people agree on: air conditioner sales are off to a 
lousy start. Exceptionally cool weather aided no 
little by heavy rains, howling winds and tornadoes 
Profits, too 
Though $40 per 
unit is pretty much what dealers want and in 
many cases are getting, it’s not universal, In 
Dallas, the profit picture has already dipped to 
the $30 level and in Oklahoma it's fast getting 
that way. In a small north ‘Texas city, 5 per 
cent is one dealer's profit 


have cut down early season sales 
ire depressed for the moment 


Arkansas movement of appliances on the whole 
is good with dryers, freezers, ranges and air condi 
tioners improved im unit sales over a year ago 
Refrigerators have sagged badly as have ‘T'V sal 
Washers are slightly behind 1956 movement 
But, in pite of reasonably good sales, a Littl 
Rock distributor thinks margins are too small 
on all item He reports average air condi 
tioner profits run about 14 percent 


New Mexico weather, too, has been unsea 
sonable and sales are down slightly. According to 
in Albuquerque dealer, the month of May wa 
the first unpredictable month in his 18 year 
in the appliance busing In the first 20 da 
of May, he did $9,700, but the last third of 
the month saw him register only $1,500 


White goods movement ranged from fair to 
slow in nearly all dealer and distributor reports 
Laundry equipment maintains a slender lead in 
wiles, but refrigerators have picked up for a few 
dealer klectnic ranges improved slightly. Be 
cause of the continuing cool weather, freezers have 
not yet started to surge 


T'V sales for the most part are slow. Wher 
iles are being made, the cash registers are not 
ringing up big figure Low end table models 
ind portables are customer preferences. As one 
Dallas distributor savs: “May ‘T'V sales are even 
with 1956 in units, but way behind in dollars due 
to portables at low dollar value 

However, in Oklahoma, a wholesaler says hi 
I'V volume is actually maintaining its last 6 
months performance and he’s pleased that while 
portable: top the list, units are moving in the 
$140-$170 range 


Although dealers today are not finding too 
much to smile about—though the sun has shown 
for a few days during the second week of June 
it will be a fine summer if the weather does warm 
up to normal. Plenty of rain has fallen and while 
damage is high, once the water soaks through and 
farmers can get out to plant, chances are there’l! 
be much rejoicing. Of course, in isolated areas 
the damage is done already. But you can also 
look at it this way: The drought did plenty of 
damage too, Now, at least, water is in the ground 
ind another drought won't be quite as severe 
not unless it turns into another 7-year thing 

(Continued on page 12) 
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in the 
SOUTH 


AC sales forge ahead as total outlook 


improves . . . Home construction lag 


hurts sales 


QAu > mi metropolitan centers in the inland 
‘ tions of the southeast have continued to 
low the increase manifested in May. But a slump 
ontinues in parts of the oastal area—with Florida 


li a I ual 


p 
\ three-da ale promotion F i Charlott 
distributor resulted in the best three da 

mothe ynpan hist (cenerall it wa 

i 1\ | i house ] | im all tin 

‘1 
| ! mia timat that j 

| ; hy hy i | ' hiit 
def ' i / i iD i 

a | ! | j ’ ) 

Tr 
While air conditioning sal were only up 


lightly in the Charlotte area, sales in this line 


were going full speed in Birmingham and other 


vections of Alabama. © t ! 
1] 
Vi 
’ , 
' 
uld get it +} b of 7 
Automat j i} j 1 j 
the button ompa thi | 
in the Alaban t And { , » that ma 
ket is that sal hich bad at A vill con 


tinue now on up 


The sales news in northeastern Florida is alse 


air conditioning. On ul m ad rom 
Jach onville termed a thy hy) ! 
rustest tem 

Vhis particular deal h | | 
ha han | hat | tl | | 
leal pom th wea t «hy it 
ioutan | ma half a i Ih t i till 
Duildin i mid how thal at felt 
ther vill it ort i i] cryvom 

\ bl li t ut th north Florid 
market tt 1" than at did inh th 

i Ih mribut firnist ly 
pany prey to sh t I\ t 
cri tr meet t ( tin t 
head ni | 


Many southeastern appliance men ati obute 


their woes earlier this vear to the decline in come 


construction in the area, ‘Uhis was particrilar! 
true im the Atlanta market, wh tion of 
ig uburban devel nents has | ! uirt | 
I! ‘ r Atlant lat iin " uring thr 
ist | " if has | i ipid enough ¢ tart 
mstruction nblin ’ Ph felt t 
have ntribut t th pe it nn 
ile n April th f th nonth 
Sal n Atlanta p \ | had | 1 down 
sharph 
Rut in coastal Georgia th vd " " mn 
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' 
ly ly 
I \ iopping enter dealer thing 
J thing except I'\ noving 
| i i i littie better as tl car mo 
But we don't see any hope for great improve 
ii if 


\nother Savannah dealer was mor optimist 
Busine has been fairly good he iid, “but 
rtain nothing like it was last vear He did 

note a sizeable increase beginning in March of 

They'll be even better as the 


1,’ he added 


the sale of freezer 


fresh vegetables keep coming 1 


Coastal South Carolina sales were still down 
somewhat, too, 
(Charleston 
that ipphiance sales wer 


[he appliance he id of one otf 
leading department tores reported 
till down for the vear 
vhiile ile in other departments of his store 

up. Volume-wise he said the drop in refrig 


tor sale is hurting the most 
\ large dealer in the city known fe pecial pro 
notions and door-to-door selling reported that I'V 
i vere down and retrigeration wa bout the 
ane thi ear as last, but that generally hi il 
up a per nftage oimnt or two 
1 | ree ngut te April showed 
i han i} March 
( » | p ent in \ 1) 
t i lenn { 


-in the 


GREAT 
LAKES 


Dealers note sales pick-up in May and 


early June air conditioners wait 


for weather .. . portable TV and tran- 


sistor sets show gains 


OST applian lealers and distributors in 
M the Great Lak é n posted a light 
n ise in sales for the month of May and the 
| t week of Jun ima are predi ting the rain 

ntinue through the coming month 

While many dealers in sections of the area 
we still crving the blues over their “lousy 
April sales, Pittsburgh dealers say their April 
business was fairly good in comparison to the 


national picture Ihe eport an in f ten 
nt in both automatic washer and refrigera 
t i id a ht slum] tf tw percent in 
K an iif I\ id dr Although drvyet 
ha la nall percenta Pittsburgh 
' t th } 1 hett t f +h, 
n than an tl tion in th int Ih 
th t vas the first to en ira nanu 
fact n the idea f promoting th tem 
\ } Pittsbur rh che ilet put Thin 
1 and are getting better. mv total sal 
imning 15 percent ahead of last 
lhe West Penn Power ( ompan vhich 
hteen unt throughout western and 
thern Pennsylvania report 1 pliance ile 
1 those areas have met high dealer and distributor 


xpectations w'th the exception of three fairh 
large communities where sales have been on the 
The reason for this 


lecline for the past two year 


it n th icpiet I ipti min vned 


i i} yi } au uu 
) teel companies which have now moved opera- 
tions to uthwest Pennsylvania and West Vit 
i i 


Direct mail seems to have answered many 
dealers’ problems. Owners of a Bridgeville, Pa., 
ippliance store, who use direct mail regularl 
in their overall selling program, say you can't 
g merchandise. ‘I hey 
iid as a result of direct mail on electric ranges 
did one-third of the year’s total 
busine on ranges during March and April 
Likewise, 50 percent of their annual automati 
washer business was done during a two-month 
period when direct mail was used. Last Septem 
ber they sent out 


beat direct mail for movin 


last spring, they 


3,000 pieces of direct mail on 
electric clothes dryers and claim that about 

percent of their total sales were made from then 
until the end of the vear Since I’ve turned to 


direct mail for my advertising, mv sales have been 


improving each month ivs a Cleveland dealer 

A promotion deal in which 10,000 pic f direct 

mail was sent out to potential customers in th 

ity and urrounding communitv netted l 

Cleveland ipphian e and furniture dea S10,0 

1 total sales for three da This reta ft 
Ortab I'\ tf i vith t ha 

r an yedroom t n h 


Weather and air conditioner sales are the main 
topics of conversation among dealers these days 


Deal i the Great Lake i } 
f that hot , ' 
th i ndition t t 
ha f what the m fa fa 
} Dehun i ) 
nt ¢ t year im ( i l 
i 1 ti it int t t 
tioners off the ground fl One ¢ id dea 
ported that last vear at th time | Id 
unit ind ») far this ve h old onl thre 
Another iid, “Tt illy to advertise them } 
thi veather. The custom von't bu in 
onditioner until the third night of hot weathe 
when he finds he can’t sl p A Cuincinnat 
dealer said We lost a lot of money last v 
vhen we tarted our prom tional work Di 
onditioning units in the middle of January. W 
ruessed wrong last year and we don’t intend to 
be wrong again this vear, so we'll sit and wait f 
hot weather In Dayton, air conditioners a1 
lling at dealer cost A Dayton dealer that 
manufactur ire selling them a nditioning 
units at a set price, and after July 1, t manu 
facturer will buy back from the deal half of 
the unsold stock at the price at which it wa 
purchased An optim: tic Det t dealer st ked 


10 units this year and ipt date has only sold 4 


Refrigerators are beginning to move faster than 


anticipated. In Detroit, where sa have been 

luggish and still are, a deal reports that h 
m etrigerat thi than h d last 

ir at th ime tim Th ler att t h 

od fortune to General | t ind | la 
f hang the tv] f t it to th 
new look He feels th tomer preter th 
new look to the old stvle of a year ago. Refrig 
itor 1 n the Cle la irea ha lropped 
for the first quarter of this year as com 
yvared to the same time last vear. One Cleveland 
dealer says the only refrigerators he is now moving 


ire replacements. “I have moved more 1 } 
tors within the past three week than I did in 
the whole previous part of the year put tog ther,”’ 


n sale that employment has slacked was the remark of a Dayton dealer. He also 
Continued on page 16 
JULY, 1957—ELECTRICAL MERCHANDISING 








BL 


ABOUT WASHER- 















\ 
= oH ae ane 


U 





r 
‘ git ae 2g 
, ee he a 
ate ee cf Tae 
sg Pe ae 
Pek ests 
7 & 
t oe e 
¥ | 
7 
& 
5 
" Y ee. = Se 
™ aot ; q 
as ad ‘ 


PAs Sipe: 
leap Nae x 
2 


Ete 
va Sosy hats 
2u® Ah Saree. 
ie 4  : as 
6h Fe , 

- ee 
ov ad etegusn 
. oR > e 

Le ic) Sere PE 
‘ eget a 
ri. ae 
“Le ame; ‘ i 
Nae ez TX eon 
¥ 


COMBINATIONS! 








Don’t close your mind. Open your eyes to the really big Fall sales 


forecast for Washer-Dryers. Compare all 6 Combinations— 


then make your choice! For yo 


tha 


i ts 
= 





THE ANSWER IS EASY...IN 


oIZE 


Easy’s exclusive 27 inch width is 9- 
inches smaller than the largest—4- 
inches narrower than the closest 
competitor! Easy fits in lots more cus- 
tomer’s kitchens, bathrooms, looks 
built-in. A real sales-building feature. 


THE ANSWER IS EASY...IN 


ACTION 


Only Easy offers customers a vibration- 
free unit that needs no shock absorb- 
ers, snubbers, or added weight to 
swell-up the cabinet size. Easy’s ex- 
clusive Accelex Action is the answer! 
Gives clothes a new kind of protection. 


so 


eh 
SE ose 





ur share 





: 








of sales... the answer is EASY! 




















£ 














® By a leading independem consumer 


testing Leber story 


THE ANSWER IS EASY...IN 


CAPACITY 


Only Easy offers customers a full 10- 
Ib. load capacity in a space-saving 27- 
inch cabinet! The only competitor 
with equal capacity has to use a 33-inch 
wide cabinet. This load versus size 
story is a dramatic selling exclusive! 





THE ANSWER IS EASY...IN 


PRICE 


Easy’'s “Inventive Engineering” solves 
high-cost bulk and weight problems, 
gives you a deluxe unit at the industry's 
most competitive price. Yet no corners 
are cut. In a smaller sized unit, Easy 
provides more features, 


COMPARE ALL 6 COMBINATION WASHER-DRYERS NOW! 


For your full share of the big Fall sales forecast... 


EASY LAUNDRY APPLIAWCES DIVISION * 


the only answer is 





EASY 
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The Murray Corporation of America * Palmolive Building * Chicago, Illinois 
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A few of the milestones in General Electric’s 
78 years of progress in electric housewares 


and radios as announced in the pages of 
Electrical Merchandising... 


Advertised in Electrical Merchandising 


— 50 years ago: g 


— 


General Hectnic Company 


200,000 


GE flatirons 


vice 


sot Ca 


in ser 
| 
ar 


light loads 


e making 


ae 


heavier and 
lessening the 
| ;yoning day 


| 
burden | 


\ 
Their durability 
reliable operation me | 
‘ 5 
syoularity 6? 
The sim oe : 
’ 
hon eft m ae V 
and unmqus shag 
ines ror rrvake i 
trodu n 





extends their Use | 


\ 
1649 | 


Sales Offices mn | 


Pro ipal Othee 


Schenectady, N. Y. 


New Y ork Office 
€ 


all large ce® 
St 
44 Broad 
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General Electric Appliance Progress as 





FAN— 1907 





VACUUM CLEANER—1919 





STEAM IRON— 1947 


All appliances shown above were pio- 
neered by General Electric and its prede- 
cessor and affiliated companies 


This General Electric advertisement— 
designed to build electrical loads— appeared 
in one of the earliest issues of “Selling Elec- 
tricity” (Electrical Merchandising) 

When the ‘irst issue of “Selling Electricity’ 
appeared in January, 1907, the General 

Electyic Company was already 28 years old 
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advertised in Electrical Merchancisin 








IRON— 1908 TOASTER — 1909 


: | 


CLOCK — 1926 RADIO— 1931 BLANKET— 1938 CLOCK WITH TIMER—1946 


PERCOLATOR—1911 GRILL—1912 






HAND MIXER—1952 


SKILLET— 1955 TRANSISTOR RADIO— 1955 “ROLL-EASY” CLEANER— 1955 


THANK YOU, ELECTRICAL MERCHANDISING! 


As one of Electrical Merchandising’s earliest adver- May we of the Housewares and Radio Receiver Divi- 


sion express our gratitude for the editorial support 


you have given to the activities of General Electric and 
In fact, General Electric’s advertisements in Elec- ther appliance manufacturers 


tisers, General Electric has long recognized its impor- 
tance as a news source for appliance retailers. 

and our heartiest 
trical Merchandising showing dozens of new products wishes for your continued success 

and innovations, constitute a capsule history of 
General Electric progress in the field of electric house 
wares and appliances—and of the industry itself! 





WILLARD H. SAHLOFF 
Vice President, General Electric Company 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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lreezer sales are howing a steady gain through 


out the Great Lakes area re 
| f t sh I freez 
| thi j in | 
i ! ( iat Ca triput 
( ( | t ( pan 
f 7 ( | nat HUI 
| i | rf | / n i 
| | vA Wh ! 
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Ihe Cincinnati Gas and Electric ( ompany 
reported that range sales in that area show an 
increase of 50.7 for the first quarter of 1957 as 
compared to the first quarter of 1956. Range sale 


1 other sector f the Great Lake irea show 
little iin) \ Cleveiand dea iid thi 
ralipee ine i } fair vell, but h electri 
r wea t! 


Officials at the Cleveland Uluminating Com 
pany report that there has been a sharp decline 
in the sale of all white goods in the Cleveland 


areca for the first quarter of 1957. ‘They believe 
the maim tact for th decline is that »%o of 
ill white good | in this area were going into 


prices pore that were being built. Sale 


tarted to dr p vhien building of these low priced 


howe tapered otf in the last quartet of 1956 


in the 
FAR 
WEST 


By Howard J. Emerson ®t ; 


Utility-dealer cycle complete . . . Deal- 
ers in stiff profit battle 
better than 





. Coast re- 
NARDA’‘s 


tailer fares 


average 


, | SHE trend toward electrical living, which has 

reached its highest state of world develop 
ment in the Far West, was indicated here as far 
back as 190 lhen, however, most of the 


hy n the development of electri 
ra ipacit A McGraw-Hill publication 
san bra 1 1907 raved about the fabulou 
10,000 horse-pow , lectric plant being de 
loped the | An | Idison Electric Co 
nad th 6 OOF hvadro-electri plant on. the 
Stan us K for San brancisco—giants then 
forerun of tod i ige 500,000 h.p. steam 
plant ma ne millon h ) hvdro-electric plant 


TRENDS recion By 


REGION 


ift nsumer apphance ere of 

tt mip rta et myon: in the industry her 

ding the utiliti Most advertised at that 

ectric fans and electric lighting fix 

p i few combination ceiling fans and 

elier Ihe utilities in some cases wer ped 

flat Won from doo! to-door oftering free 

i} ft evi KC] tical housewife they weren’t 
1iCiiidk then 

But the trend was toward electric living and its 


flect on the Far West econom An editor in 

here credited electric power as one of the 
ia factors in raising the average annual factory 
vage in the lar West to $1,000—up from $530 in 


| { I hat editor was ecstatic over his views of a 
lispla f 19! electrical ipphance this year 
the display is much larger and more elaborate 
t per olator chafing dishe flat iron ind 
’ okers have assumed the dignity of stand 
duct ind there 1 fast growing demand 
for oven broiler trying pan Om-popper ind 
lect heater 


The trend then as today was toward adequate 
wiring as an essential for a kar Western home. 
I wenty-five years later, and 5 vear igo, the 
enerating utility began promoting and elling 
the appliances which would utilize their generat 
in ipacity In May 1932 the electric industry 
in the Far West announced that utilities in Cali 
fornia alone would spend $500,000 for newspaper 
pace ilom plu radio direct mail ind outdoor 
displa to promote the electric appliance which 
they were now in the midst of selling In the 
northwest the utilities that year allocated $280, 
000 for newspaper space alone and for the same 
purpose of promoting sal from the display 
vhich they had on their floor Pacific Gas & 
Klectric Co.. however 
headlined, “We've opened the ippliance market 
now sell it” that PG& ells only a few ippli 
ince lhe San Diego Consolidated Gas and 
I.lectric Co. said in 19 that “our part in the 
how includes the spending of 50 cents for every 


tated in an advertisement 


ne of our domestic customers—1 


1 advertising and 
promot mal work. We want the upport of every 
retailer, jobber and manufacturer selling the 
San Diego territor 
lhe trend that started with far west utilitic 

mcentrating on building generating equipment 
electric load through direct sale 
f appliance then to a combination of selling 


then eeking 
ooperating with independent appliance deal 
ind eventuall ulminated in most cases with 
ie utilities going completely out of th ipphi 
ince selling activity during World War II 

W hat the trend now—with some people in 
both the utility ind retailing end of the indu 
itending that the retailer no longer a 
ndent outlet for ippliance > Will 
th utilit rm back in An interview by 


M ERCHANDISIN(¢ vith the re 


table nd depe 


Ih LECTRICAI 
lents or top exe tives of eight major generating 
utilities in the Far West and Hawaii during the 
PCEA convention in San Francisco brought out 


The trend in the area of the Southern Califor- 
nia Edison Co, is toward increasing cooperation 
with dealers in the promotion of sales of elec 
tric appliances, radio and television, according to 
Harold Quinton, president of that utility, He 
told Execrraican MercHanpisinc that the utility 


intends to increase its “electric living center 


vhich are scattered through the utility territory 
is a basis of operation for its promotion a¢ 
tiviti Albert Cage president of California 


i 










JULY, 









electri Power Co tated that although his 


Om pal doe ict handise¢ pire ot the 1iajOr 

ippliances in the remote areas covered Dy this 

ufihty, it continu to offer a very extel 

program of cooperation with dealers to build their 

ile In Hawaii, where the utility just disposed 

of it ipphance distributing ompan in mmcrease 
| 


in ipphance iles by dealers immediately resulted, 
iccording to Ralph B. Johnson, executive vice 
president, Hawaiian Electric Co., Honolulu. In 
Northern California, Pacific Gas & Electric Co., 
vith one of the largest budgets in the country for 
promotion of appliance-T'V sales through dealer 


ISIVE 


vill continue to build load through this method 

cording to Norman Sutherland, PG&E pr i 
lent. In the Southern Nevada area served by the 
Southern Nevada Power Co., the utility very likely 
will get into direct promotion and po ib] iles 
of heat pump equipment in order to “get this 
new load building item rolling iid Reid Gard 
ner, president of that utilits but will not sell 
other appliances.” Walter T. Lucking, president 
of Arizona Public Service Co., told E.ecrricar 
MERCHANDISING that this utility continues a 
“watch and wait” program in which it continues 
to put its entire promotional efforts behind the 
leader organization while it watche individual 
ireas in order to see if it should be necessary for 
the utility to go into merchandising to build load 
in those specific reas 

And in San Diego, where the utility has been 
out of merchandising for sixteen years, there still 
eems to be no indication that the San Diego 
Gas & Electric Co. intends to return in any man 
ner or form. President Emery Sherwin said that 
his utility was quite pleased and satisfied with 
the manner in which the subsidized Bureau of 
Home Appliances keeps dealers “on its toc 


May Perk-Up. In May, appliance-T'V business 
here showed improvement for those dealers who 
weathered the first quarter storm. Sales have 
increased, turn-over of capital is faster because 
of lower inventories, costs have been pushed 
cown by many dealers who were forced to trim 
dead wood from their staffs during the winter 
ind general availability of free flooring is adding 
1 percent here and a percent there Phe lide 
isn’t over, but it seems to be slowing 

Announcement of NARDA’s CODB figures 
1 few days before this was written has caused 
much comment here From phone ind per onal 
ontact with dealers and distributors, the follow 
ing seems to be the feeling: in 1956, the dealers 
in the Far West averaged better than NARDA’ 
1.8% operating profit, and le: than the national 

howed a lo However, the same urce 
believed that the Far West dealers have had it 
vorse in 1957 
many indications since February Ist—one of the 
‘selling out 


than dealers elsewher There ar 


most evident is the pre ilence of 


f trust Lending agencies are hard put to keep 
up with dealers on this—while thev’re checking 
one, another is doing it. One San Francisco dealer 


got away with it for a while—he nailed crates t 
his warehouse floor so they would feel full when 
pu hed” by the checker 

On failure though, some part f the Far 
West are in better hape than the rest of the 
ountr But. leave it to the Westerners to do 
things in a big way, even failing. In April, busi 
ness failures in the San Francisco metropolitan 
over April 1956, compared to a 
19 increase for the United States as a whol 
but, while liabilities of failing concerns nationwide 
were 36% ahead of 1956, in San Fran » the 
liabilities of the failing concerns were up 186%! 


irea were up 9 


Continued on page 29 





1957—ELECTRICAL MERCHANDISING 
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New Styling 


opens the way to exciting 


New room planning Ideas 
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Homemakers will hail Admiral’s new ‘Thin as a Dime’”’ look as the year’s most 
exciting style advance. And no wonder! Admiral has banished the bulky, boxy, TV 


cabinet shapes of yesterday—even eliminated the bulging bell on the back which caused set 


to jut out into a room. In their place, Admiral craftsmen have fashioned 
show pieces of simple elegance— attractive new TV cabinets that are just over 16” deep 
scaled just like other fine furniture. Slim, trim, compact and space saving, these 
handsome new cabinets with their tasteful appointments, can be mixed, 


matched or blended with other fine pieces in any size room, in every type of decor 


LO TUBE NEW TUBE 






OLD 9O’ TUBE 








<a 


NEW 110 TUBE ‘Y 











Dramatic new design of Admiral’s famous Golden Picture Frame 
gives new, thrilling shadow box effect that puts every 
rogram “‘on stage’ with exciting depth and realism. Combined 
with new 110° picture tube, it makes television viewing a 
hole new experience! More costly all-metal frame with 
ntegrated controls, adds to luxurious appointments cf 


new smart Admiral slimline styling 


rire 


bigjeerg@e 
apes vate 


solden picture frame | i - 


‘THit 


it 


JIL 


= 


a 
a 


= 











VARIABLE TONE CONTROL 


Infinitely variable tone control allows listener to 


choose ¢ ict tone best suited to his taste. Listener 


is provided with a wide range of tonal shadings for 


/ 


ion and record 


NEW ALL-CONTROL TOP FRONT TUNING! 


New Admiral design not only gives you stand-up, 
up top tuning but places every tuning control at 
vour fingertips—up front! Eliminates hidden pan 
els, hard-to-get-at knobs at the back or sides 
Lighted channel window for extra convenience 
Gives quick, easy tuning in darkened rooms. 








NEW "TALKING PICTURE" EFFECT 


Now for the first time, sound is beamed out front 
in a table model T'V set with no increase in 
cabinet size. New Admiral design places speakers 
so high fidelity sound surrounds the picture, flows 
naturally out front—just like a talking picture 
No disconnected or muffled sound—sound and 
picture are together. 
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PUSH BUTTON ON-OFF 


No need to adjust. volume each time your Admira 
set is used. Push button control turns set off and 
on Ju { pusl the button and sound come on aulo 


matically at same level as last time set was used 








FM-AM 
or Off 


Changes TV Channels 
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4-Speed ADMIRAL RECORD CHANGER 


tic. Childpr 























exclusive Admiral 


Son-r remote contro} 


\nother important Admiral “‘first’’—an amazing new remote 
control that operates a high fidelit phonograph an FM-AM 
radio and a TV set from distances up to 50 feet without using tubes 
batteries, cords or transistors! More practical in other ways, too 
than ordinary remote controls. There’s nothing to hang on 
the front of the set. Volume can be adjusted to four different 
ettings instead of usual two limited setting \nd Admiral ha 
engineered its exclusive Son-R control to screen out stray high 
lrequency ounds that often actuate ultrasonic controls. Son-R 
Remote ( mntrol Is a wonderful new optional COnVeMMenCce 


\dmiral owners will want and appreciate 


only Admiral Son-R Control 
lets you switch back and 
forth ron lV 0 FM AM 


‘to phonograph—without 


pa ror rv! 


IVIiNt} y »y 





look in the back for- 
High Fidelity Power Pack 


Complete High Fidelity Sound System adds thrilling 


New Dimension to TV enjoyment 


oa brilliant ‘TV picture, Admiral proudly adds the complet 
realism of a high fidelity system for the reproduction of 
kM sound or records. ‘This blending of perfect picture 
ound adds new fun to television viewing. 8-watt high 
y amplifier is mounted in the speaker enclosure 
essibility. Has 4-tube push-pull audio output circuit 


A I i flat response of 40 to 40,000 evel + | db 





‘speaker Hi-Fidelity system 


faithfully reproduces every intimate whisper... every symphonic crescendo 


Here is a rich, new and exciting musical experi 
ence—Admiral’s true high fidelity multiple 
peaker system. Never has music and voice 
been so thrillingly lifelike, so flawlessly repro 
duced. To obtain this complete realism 
Admiral uses 4 perfectly engineered and bal 
anced speaker one for the low range two 
for the important middle ranges and one for 


the high range each matched to a powerful 


amplifying system and acoustically correct 
cabinet \ dividing network or crossover 
directs the proper notes to each unit. And for 


extra richness of tone, added ba compensa 
tion is vrovided to give finest reproduction at 
low listening levels. The result is a totally new 
musical adventure— a world of beautiful sound 


free of distortion, noise or hum 
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140°’. Admiral’s finest TV set and tele 
vision’s mightiest power plant. New, de 
pendable AC Transformer-Power circuit 
with added power output to provide the 
ultimate in range and power. 3 stage wide 
band 41.25 megacycle IF system with 
new optimum amplitude response. Deliv 
ers television’s brightest, sharpest, clearest 
pictures in remote fringe areas as well as 
busy cities. Powerful new audio system 
for “right in the room’”’ sound. 


30 \ masterpiece of Admiral engineering. A new, powerful, dependable automation 
built super cascode chassis with improved circuitry. Designed for peak performance with 
minimum interference. Combine uper range finder, “noise gate’’ control, new “gated” 
AGC in a single control. Built-in radiation shield for freedom from interference. Long-life 


emi-conductor for cooler operation. ‘Trouble-free condensers with new moisture resisting 
Mylar insulation 


np 


PER RANGE FINDER PHONO JACK NEW HI-GAIN CASCODI 
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To Admiral’s powerful ne 
push pull audio output sy 
is power and range and s 
hear but ; 


you not only 
system ler 


Audio output 
and FM-AM radio Pho 


tuner or record player tl 


NEW BLACK BEAM 


PICTURE TUBE 


FOR BRIGHTER 


| 
PICTURE 


y 


~ 


BETTER CONTRAST, EASIER VIEWING 
Ad I 


Admiral 


SLIMLINE TV 


New ‘‘Thin as a Dime” Styling ( 1 
4), 





**440"’. Admiral’s finest TV set and tele 
vision’s mightiest power plant. New, de 
pendable AC Transformer-Power circuit 
with added power output to provide the 
ultimate in range and power. 3 stage wide- 
band 41.25 megacycle IF system with 
new optimum amplitude response. Deliv 
ers television’s brightest, sharpest, clearest 
pictures in remote fringe areas as well as 
busy cities. Powerful new audio system 
for “‘right in the room’”’ sound 


0) \ masterpiece of Admiral engineering. A new, powerful, dependable automation 
built super cascede chassis with improved circuitry. Designed for peak performance with 
minimum interference. Combine uper range finder, “noise gate’’ control, new “gated”’ 
AGC in a single control. Built-in radiation shield for freedom from interference. Long-life 
emi-conductor for cooler operation. Trouble-free condensers with new moisture resisting 


Mylar insulation 
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SUPER RANGE FINDER PHONO JACK NEW HI-GAIN CASCODIEI 
| TUNER! I 
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PICTURE 
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PICTURE 
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“HIGH FIDELITY 440” 


To Admiral 
push pull audio output sy 


powerful new super cascode 440 chassis add the industry's finest 
tem and you have Admiral’s High Fidelity 440. Here 
is power and range and sound so true, 8o free of distortion, so thrillingly clear 
the music and voices of the performers 
Audio output tem lends high fidelity sound to the T'V, phonograph 
and FM-AM radio you play independent FM-AM 


tuner or record player through high fidelity speaker system 


you not only hear but actually /eel 
Lrue 


Phono jack on back lets 


ACK BEAM AUTOMATION BUILT for years of dependable set 
me ‘\ \dmira at ire irtua OW) itomation 

TUBE rua foolproot, precision f ine i ‘ a nd pi 
GHTER imi ( i I I preci 
i“ } ripe i 

! le / 

ity iF 


CONTRAST, EASIER VIEWING 


















See These Admiral 
Products Here, Too... 


FREEZERS 


REFRIGERATORS 


RANGES 


PSY ~ eae 
- = 
a 
| AIR 
: CONDITIONERS 
RADIOS DEHUMIDIFIERS 


ADMIRAL CORPORATION 
3800 Cortland St., Chicago 47, Illinois 


Admiral 
SLIMLINE. TV 


7? 
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New ‘“‘Thin as a Dime”’ Styling f 
ib 





the year’s most exciting 


new styling change 
Admiral Slimline TV 


Admiral mart new Slimline 

hanishe forever the boxy, bull 

IV profile of yesterday pive 

ion slim table and console models of simy 
elegance just over 16° deep and scaled 
like other fine furniture luxuriou 

inet you can mix, match or blend witl 
other fine piece in virtually an 


room, in every type of decor 


tyle ew Ad 


file rof 


slimmer, more compact cabinets with new 110° picture tube 


New hortened Admiral Black-Beam cabinets can be placed flush against 
Picture Tube cuts precious inches off the wall. Resulting fashion slim cabinet 
cabinet depth eliminate the old de ign open the way to thrilling ne 


fashioned bulging bell on the back oO room planning idea 





PA 


& 








POWER! UL 20 WATT PRECISION FM-AM RADI 
HI-Fl AMPLIFIER ( free FM tt 
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4-SPEED RECORD CHANGER 


ra 


omy 


exclusive Admiral son-r remote control 


Another important Admiral “‘first!’”” Amazing Son-R remote control 
operates TV, phonograph and FM-AM from the comfort of your easy 
chair up to 50 feet away . without tubes, cords, batteries or transis 
tors! Uses ultra sonic (silent sound) waves. From across the room, you 
turn your Admiral hi-fi set on and off, change or reject records, adjust 
volume to 4 different settings. Switch to TV, the Son-R control 
changes channels, adjusts volume, turns the set on and off. Also turns 
on FM-AM radio to pre selected station, adjusts volume. A wonderful 


optional Admiral convenience you'll enjoy and appreciate! 
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HIGH FIDELITY 4-SPEAKER SYSTEM 
: 1 Perfectly engineered and 
{ anced hi-fi 4-speaker 
repr ces sound witt 


hall realism. St 
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bigger picture...smaller 


NOW FROM ADMIRAL— portables that 


Old 90° 
Picture 
Tube 


New 110° Picture Tube 


ire reaily pr 


Black-KBeam picture tube takes inches and pounds o 


ou 


ew slimline, lightweight, super-powered porta 


more fun to watch. Yours in 3 screen sizes 





AUTOMATION-BUILT 
for years of service 


@ Battlest 
Power 


jolted and jarred 7200 times a minute...still picture pe 


Portables get lots of rugged, knockabout use, but 


only Admiral Portables are built to really take it 
CGrueling vibrator-table test proves Admiral port 
ibles are designed to last—to give years of uninter 
rupted pleasure. Picture and sound remains rock 


teady even after Admiral 


; exclusive ‘‘Power 


Plated”’ chassis is jolted and jarred 7,200 times a 


minute—over 400,000 times in 4 si 
equivalent of ten years of picking set 
it down. Yet, all through this torture 
remains perfect—without flip, fac 
thanks to Admiral’s one-piece batt] 
tion and ‘‘power plated” chassis. A 


automation-built Admiral portable 


PERFORMANCE THROUGH POWER 











smaller cabinet Admiral. portable TV 


in 3 screen sizes 8 exciting 
colors. new slimline cabinets 


* s A - 
f so fae 


New Black-Beam 
Picture Tube 


that are rea portable Ney 
ind pounds off cabinet 
owered portable that 


screen size ind a 


BIG TEN Portable TV. Built for years of fun. Big set performance in 
any room of the house. Take it outdoors, too. Perfect for viewing 
with Admiral 175" picture tube »S 8q. In. screen Auto 

tion built hoose from wide range of solid and combination 
ors including lone Granada Green, 2-Tone Jamaica Tan and 


act, only & high, 10 wide, 13!%\9" deep 


—— 
“ 


ATION-BUILT 
re of carvice BIG FOURTEEN Portable TV. 5 picture power for brilliant 
, console pictur wherever you go , Black-Beam 110) Pieture 
lube with 108 sq. in. viewing area. Non-breakable slimline case in 
Silver Gra P14111), Sapphire White and Gold (P1L4D12 ap 
phire White ind Matador Red Pl4bDl finish ind ‘Tan 
M orc lea r grained vy l cover (P141)14 12 I 14 
| i 


| picture perfect 


OOO times in ingle hour! The 
ars of picking set up and putting 
rough this torturous test, picture 
without flip, fade or flutter 


one-piece battleship construc 
BIG SEVENTEEN Portable TV in Slimline cabinet. Giant 17” Black 


Beam 110° Pictu lube, 155 eq. in. viewing area. Unbreakabk 


lated Ccnassi A new tribute to 
Admiral portabie depend ability ill steel or ly veight aluminum cabinets. In Citation Bronz 


ind ‘Tarragon Green (P171I22), 2-Tome 


1AICa + “ I vs and White Morocco leather 
POWER frain vinyl c ver / 2 Ls h 16 Ww j d 


el UHF-VHF opti 


time 
pt 












Admiral. performance through power 


IV’s mightiest power plants...for more picture power 
...more audio power...designed to outperform them all 


330" Admiral Deluxe Chassis. Packed ‘''440"' Admiral Imperial Chassis. Admiral High Fidelity Imperial 440” 


with reserve power! New automation Mightiest power plant of all! New, de chassis. To ‘T'V’s mightiest power plant 
built, dependable power cascode chassi pendable AC ‘Transformer-Power circuit Admiral adds the magic of high fidelity 
Improved, costly Hi-Gain cascode tuner the ultimate in range and power. De powerful audio AC power packs with 
for high selectivity, extra sensitivity and — livers brightest, clearest pictures in re push pull audio circuits to provide flaw 
rejection of unwanted signals. ‘Trouble mote fringe areas as well as busy citie less, hum-free, noise-free, undistorted 
free circuits. Delivers brighter, noise-free Suppresses virtually all noise. New audio ound for 'T'V, for favorite records. Your 
picture everywhere! yvatem for “right in the room’’ sound for perfect picture, perfect sound 











New Hi-Gain Tuner with wider Trouble-Free Condensers wit! Avtomation-Built for years of 
fr 
¥, band pa for greater selecti : new ““Mylar’”’ insulation resist dependable service. Admiral 
“a af ity. Positive control. Krings in ; moisture, changing tempera precision machines eliminate 
Je ill your tation harp and | t ture last many time longer! over 400 chances for human er 
8 clear, override imnwanted noe than ordinary paper condenser ror, faulty or loose connection 
sy 
c?. aammme - 
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THE WINDSOR in mahogan ( thiyv ind blonde « THE VANDERBILT in mahogany (¢ 1} ’) grained finish THE VANDERBILT in blonde oak grained finish (C21E23 THE PRINCETON in mahoga 
C2ZLELS) grained finish New Admiral 110° HI New Admiral 110° Black Beam picture tube. Slimline and genuine Sierra veneers (C21E24.) New Slimline finishe Admiral deluxe 330 ch 
eam pieture tubs Deluxe S50 chases vith increased tyling. Deluxe 330 chassis with increased picture, audio styling. Admiral 110° Black Beam picture tube. Deluxe Black Beam picture tube. Ne 
pietur mudi power With mnt re ‘ rn n power. Front mounted, dual 8” heavy fut peakers for 40 chassis All-top-front tuning. Full range FM sound tone contre Golden Picture | 
mahogan Chyvitt ind) bhonele ChRYLibI ura i xtended range witl it distortion. In space iver cabinet system. Dual 8” heavy duty speakers. Infinitel iriable better power output, Super ra 
firvinl Lirvalinne ibinets 1 I i 164," « } { ‘ d tom ntrol. Hi-Gain tuner. 37” h 6 “ | 1 

















THE BERKSHIRE inn mahoge | I ancl | 1 Hr2tE THE PINEHURST in mahogan HLS ind blond ik (HEI THE CANTERBURY in mahogany (HFR2IF4 ind blond 

b if ! Hligh ficdlelat I 1\ i ) " wograph. High grained finisl ee ime Merra veneer HrFeIRS4 ( nbin higt rz mn wrra veneer HRI 44 High fidelity 

ful Moc i t-watt high fi it the | t ! rd and frlelit l IV and 4-speed ph nograph watt upert KM-AM radi Pow phonograph and FM-AM rad i ww Sx Kr 
ind reproduction high fidelit prere voter Te j f O-watt Hi-Pi i { r pa with | hy sud itput t I IV hon ip ind rad r r i 
," tweeter, 40 1 10,000 1 db. Ad il-bual hanger pla i Admural hy fidl 140 chase Hi-t 1-s] ker Admural-t t ’ ri r trar rs! Powerfu 0 


wluding even new | i ' I ! ingen | peeds i ling Lf " t ii," O',*d power pa High fid i-spea I i 











THE CREIGHTON in 























THE ASBURY in Charcoal r21E21) in THE ASPEN in mahogany rout 
mahogany P2122 ind) «blonde oak blonde oak P2195) grained finial 
P21h23) grained finishes. Matching Matching La Susan vivel 
Lazy Susan’’ Swivel base optional, Dual optional, Powerful Admiral 440 cha 
apeakers except Mode M1Ke21. Deluxe Dual PM apeaker All aound bear | 

S30 chassis, 33” h v7 “ 16°," d the front, 19 ! i v., | ! 


Son-ht remote control, optiona 
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THE SETON in mahogany (CH21F52) and blonde oak THE EXETER in malogany 
CH21F53) grained fitishes and genuine Sierra veneers grained finaly Imperial 4 
CH21F54 Slimline eabineta. Imperiat 440 chassi 4 pack. High fidelity peal 
watt high fidelity power pack with 4-tube push-pull treble control Crook 1 Picts 
audio output circu Hi-Fi speaker Phono jack. Sepa With new Admiral neBt re 
rate bass and trebl mtrol } sh 2 nN l6'4"d blond a} Lik I ur 


dramatic new golden picture frame 
Shadow box effect puts every program ‘‘on stage’’ 


exciting new depth and realism...enha 





All Contro yp Front | ning. All cor Seperate, Variable 
trols up top and up front! No hidder finitely variable, fully é 
paneis, no lNard-to-get-at knobs of $9 they will not teract 
jes or back. Lighted channel window tne tor hading yOu Ke t 7 
for your extra tuning conver ence televisior for your fay 


21° Picture Tube measured d igonally, V IDIE 

























'. performance through power 


wer plants...for more picture power 
power... designed to outperform them all 


140'' Admirat Imperial Chassis Admiral High Fidelity Imperial "440" 


power plant of all vew, ce chassis. ‘To 'T'V’s mightiest power plant 
AC) Transformer-Power circuit Admiral adds the magic of high fidelity 
timate in range and power. De powerful audio AC power packs wit! 
learest pictures in re push pull audio circuits to provide flaw 
is well as bu city le hum-free, noise-free undistorted 
rtuall ill nowe. New audio ound for ‘T'V, for favorite record Your 
ri tin the roon ound lor perfect picture, perfect sound 

Trouble-Free Condensers wit! Auvtomation-Built for ea! 
M 7 insu on resist dependable ervice Admiral 
" mtur ‘ i if Lempera precision machine eliminate 
| ture ist i irre myer over 400 chances for human er 


THE VANDERBILT ( | 1 finial THE VANDERBILT in blonde oak grained finish (C21K2 THE PRINCETON in mahogany (L211 and 
| in amd gers wrra V wer ( i! 1 New ml finishe Admiral d xe 40 chases Dual heavy at 
Admiral 110° Black Beam picture tube. Delux Black Kea picture tut f Hi-Gati i t 
' I i \ | I kM j (iold Picture Fram iu 
t ) i I | pu iy f 
1 bye i ( 
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{ THE PINEHURST i} ind blond sh Hrvtit THE CANTERBURY nahogan HFR2IEF4 ind blond HFRS 
) Hee. { ( ' iin werra ven HERI 44 High fidelity l IV i-sp 
iperb FM-AM radio. | | hM-AM rad gSon-Rr 






ry gray 1 rad 


THE STANFORD in mahogany (C2lte2) and 
blonde oak (C21LE9) grained finishes. New 
Admiral 110 Black 

Deluxe S30 chasm 


New Hi-Ciain 


P21F32) and 


finishes 


THE ASPEN in mahogany 
blonde oak P21F33) grained 
Matching ‘‘Lazy Susan’ swivel base 
optional, Powerful Admiral 440 chassis 


Dual PM speakers. All sound beamed out Full range 
Is" d tuner, 33° h 


THE ASBURY in Charcoal (T21E21) in 

P21E22) and blonde oak 
grained finishes. Matching 
Lazy Susan’’ Swivel base optional. Dual 


speakers except Model T2121. Deluxe 
h yi ‘ 16%4" d the front. 19%," h., 24%" w 


mahogany 
Slimline atyling 


P21E23 
Beam pieture tube 
sound 
S30 chassis 3 6\4 : d 
Son-Kh remote ce ptiona 





mr nae a 


oak (LH2LFSS 


power 


THE EXETER in mahogany (LH21F32) and blonde 
440 chassis with B-watt high fidelity 
Phono jack 
110° Black Beam picture tube 
LHR2IFS2) and 


1 " lH, a 


CH2IF5S2) and blonde oak 
and genuine Sierra veneers grained finishes. Imperial 
Imperial 440 chassis. & pack High fidelity speaker system 
treble controls, Goldea Picture Frame 
With new Admiral Son-R remote control in mahogany 


LHR21F33 


THE CREIGHTON in mahogany and blonds THE SETON in mahogany 


Slimline styling. Powerful CH21F53 


uper cascode circuits. New Black CH21F54). Slimlin 


tube. Dual 8” heavy duty PM speak watt high fidelity 
wr taiking picture effect. Infinitely audio output cire 
Onl i™4* bh Ae Ww 16 d rate bass and trebl itro 


grained finishes 
Separate bass and 


grained finishe 
cabinets 


wer pack with 4-tubse 
Hi-Fi speaker Phono jack. Sepa 


| im" 1 2 w., 16%" a 


push-pull 


blonde oak grained finishes, 35 h 


dramatic new golden picture frame 





shadow box effect puts every program “on stage”’ with 


exciting new depth and realism...enhances cabinet beauty 





( owtees’ 


» Front Tunisie r*] All ) Separate Variable fone q clusive 62 Channel UHF-VHf 
J up front! No t finitely variable J Provides accurate, @asy tur 
hard-to-get-at knobs on so they will not both Very High and Ultra Hi 
ack. Lighted channel wir , s { ; j ; sencies. Smooth operating 
for your extra tuning convenience J iré Optional, all Admiral nm 
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Picture Tube measured diagonally, Vie 


vable area 262 Sq. in 
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CANADA 


By M. L. Schwartz 


Dealers glum about June business . 


Judgment sets precedent 


supply is myth 


ge TIONS and t t 
od i thie } il} } 
man i Canada durin 
Ma lerab] 
bel tut It had 
be 11 Ma i wid 
pich I it i n 
Api 
Ve juiet lid an executive 

ot a department stor operating d 
hain in Canada it was much 
worse than that. though no doubt 
the weather, a slow down in house 
buildin the election ind other 
facto ought the unexpected.” 
He admitted his organization’s ap 
plian iles were lower dollarwise¢ 
in May than last year. Other deal 
ers in eral eastern Canadian 
enters also offered similar storie 

though most of them refused to go 
beyond admitting a di yp in ile 
f slight proportions compared with 
last year May busine Three 
deale iid thing were “about 
even vith last yveai 


However, the big surprise was 


the general gloom about the June 


outlook After what I told you 
ibout a cinch May sales will be bet 
tr t n’t look any too good for 
Jun iid the head man of a large 
roup cf stor based in Montreal 
Perha ’ he added prices will 
Cak ially ) retrigerator 


| better we ombine 


An 


l‘oronto 


ther, should 
out of a lump 
dealer in 


1 that June sale vill pick up 


th eteran 


Yr I 
I lightls nd explained this bi 
the hea pendin on il ind, a 
he put it “with many married 
omen vork ng in ( inada ind 0) 
nan il they’! not home 
nded now nough to think of 
ipplia ’ Maybe he right 
ld } but whi i h Opin 
nw ut othe leale oddly 
no t ived yport trom 
iost of them. In al i deale 
n t Jun itlook (ex 
tl t t t! ¢ i 
ik hit pe t d 
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. Over- 


An extremely judg- 


ment by Canada’s highest court has 


un portant 


dealers talking because it virtuallh 
means charges may be laid undet 
the Combines Act wichout proving 
detriment to the public The Su 
preme Court of Canada in Ottawa, 


la unanimous decision, made this 


rulin ind unl Parliament 
hanges the law, which is by no 
means certain at this time, it im 
plies that anyone in business may 
be now exposed to charges under 
the Combines Act if there is any 


evidence of preventing or lessening 

The ¢ 
does not concern itself 
with public injury or public benefit 
o that the relevant question is the 
extent to which the prevention and 


comp tition 
if 1 today 


inadian law, as 


limitation of competition are agreed 

the ¢ effect of 
igreement 

Dealer 

ted ill 

the 


bec 1LSe 


upon 


the 


not onomic 


of course, are keenly in 


tere uch a legal interpreta 


tion of inti-combines regula 
there i 
trend 
whol 


together in 


tion now 


for 


iler 


more 


ind more of a 


deal rs, 
manufacturer 
others to get 


Phu thi 
will fore 


and 
business 
highest court’s decision 


everyone in business to 


recognize that no one in Canada 
Cath noW con pire combine, agree 
Or even arrange with anyone else 


to prevent o1 f 
the 


hase 


en compe tition in 


pul 


transportation or 


production, manufacture, 


barter ile 
upp! of articles or 


commoditic 


This is the law, in implified lan 
uage 
What th infers for dealers i 
that th vill have to use prope: 
iré in joining any busine deal 
irrangement which could come 


vithin the definition of a 


on 
pira x combination in trade or 
industry if it lessens or prevent 
ompetition within present lega 
| | 5 


This, of course, is a 


lehnition 


ither difficult situation for most 
businessmen today in Canada and 
fi expe ted now that there will 


: , 
ve a demand for a change in the 
imti ymbine regulations to protect 


Continued on page 
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367 Million Messages 


Sell CLINTON ENGINES 
To Your Customers 
During The 
Next 4 Months 


SHOULDN’T YOU BE FEATURING 
THE GASOLINE POWERED 
EQUIPMENT WITH THE ENGINE 
FOLKS ARE MORE FAMILIAR WITH 


MILLIONS WILL SEE 
THE CLINTON NAME 

IN AMERICA’S LARGEST 
FAMILY WEEKLIES 


Every major magazine with a million circulation oF 


more will carry Clinton advertising Prospects for 


gasoline powered equipment will read about and be 


sold on Clinton Engine You can tie in with this 


istory making effort. Send the coupon below and 


find out how 


JF CITIES WILL CARRY 
CLINTON ADVERTISING 
LOCALLY TO MORE 
MILLIONS 


This is 


right in your own neighborhood Clinton 1s using both 


advertising right in your local newspaper 


national and local impact to sell the gasoline powered 


equipment you feature 





( f Clinton Machine Company 

6 cote Engine Division, Dept C-3 

. wna . Maquoketa, lowa 

t pace ad ¥ . Send me complete tacts about the Clinton Engine pro 
‘ y al lo u motion and what Clinton is going to do in my area to 

your area who buy @ 1 « promote the sale of gasoline powered equipment 

powered equipment 































Firm Na 

















Adare 








[ 
| 
| 
| 
| 
| Name 
| 
| 





City tate 

















The Biggest Promotion in Gasoline Engine History 


















Now! /! keys to big sales with 


They'll help you open the door to a bigger share of the automatic blanket 
business... the business that has DOUBLED in size in the past 2 years! 


ALL-NEW A2 BLANKET MODEL 


New control... new colors. . . new binding! 
ALL-NEW PACKAGE DESIGN 
Easy to display ... easy to ship... ideal for gifts 


MS se. 











LOW, LOW PRICES! 


* 
Al Models start at $9499 

*K 
A2 Models start at tak... 


*Manufacturer’s recon ded retail or Fair Trade pr 
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GENERAL ELECTRIC BLANKETS 


ALL-NEW FLOOR STAND DISPLAYS FOR ALL YOUR GENERAL ELECTRIC BLANKETS 


Steer sror 











i 
New! Space Saver Display New! Jr. Sleep Shop New! De Luxe Sleep Shop 
68 inches high, 27 inches wide, 18 inches deep 62 inches high, 27 inches wide, 27 inches deep 62 inches high, 51 inches wide, 33 inches deep 
Full-color header—mounted swatches « Displays Solid, natural birch «+ Illuminated header —full Solid natural birch « Illuminated header on both 
} blanket tores4 ¢ Takes up less than 3'4 color « Dispiays 3 blanket tores 5 « Has ele side « Displays 12 blankets — complete color 
square feet of floor space « Portable—folds flat trical outlet for demonstration « Rolls on wheels range « Swatches and bindings on both sides 
weighs only 12 pounds e Use as wall or island display Built-in electrical outlet « Rolls on wheel 


ALL-NEW TRAFFIC STOPPER WINDOW DISPLAY 


4 


3 guromAatit 
BLANKETS 
~ cousen! 


~ 


ALL-NEW, ALL-OUT 
ADVERTISING PROGRAM 


On Television “Cheyenne,” today's top- 
ranking adult western reaches 30 million viewers 
every broadcast .. . on ABC-TV. 


ga vow tes 






In National Magazines .. . full-page, full- 
color ads in McCall's, Good Housekeeping, Better 
Homes & Gardens, National Geographic, Sunset 
and Bride's Magazine. Also featured in special 
four-color Christmas advertising in Life, Look, Saturday 
Evening Post, This Week, Parade, Family Weekly, Better 
Homes & Gardens, House Beautiful, House & Garden, Esquire, 
Holiday, Better Homes & Gardens Ideas Annual 

PLUS KEY LOCAL SUPPORT... we your local General 
Electric distributor for the big blanket program for 1957. 
Automatic Blanket and Fan Department, General Electric 
Company, Bridgeport 2, Connecticut 











s 

; New! “Sleep Happy” Indian display . . . Stops customers outside 
brings them in « Fits in window 8 feet to 14 feet wide « Use for counter 
display, too « Kit contains simulated 3-D tepee and colorful centerpiece 
two side displays with easels to hold General Electric Blanket cartons. All 
in full color 
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OWOLRWEITERS 
(agoearonies 
ine 


INSPECTEOY 


Belden 


HEATER CORDS 


Ready to use — easy to 
use — with or without 
appliance plugs. Long 
life braided construction 
—or nonstaining Belden 
Duoprene, For long, 
trouble-free service. 


“An item from the com- 
plete line of Belden 
Corditis-free Home Elec- 
trical Cords.” 




















WIREMAKER FOR INDUSTRY 
SINCE 1902 
CHICAGO 


5-17 





Magnet Wire * Lead and Fixture Wire * Power Supply Cords, Cord Sets and Portable Cord * Aircraft Wires 
Welding Cable * Electrical Household Cords * Electronic Wires * Automotive Wire and Cable 
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TRENDS continued 





those with good intentions when 
tite follow the growing trend of 


etting together to do busine 


Still the law stands today and 
until it is changed, if it will be 
hanged, dealers will have to abide 
ry the highest court’s decision 
This decision tate clearly that 

mspira i crime bv itself, 
vithout the necessity of establish 
ing the carrying out of an overt 
ict 


The bargain bubble, which even 
big dealers are counting upon for 
some appliances this year, sup- 
posedly because of overproduction, 
may burst. Grapevine reports now 
hint that Canadian manufacturer 
ire going €a in production and 
rood timing in shipping may avert 
too large inventories at retail level 

As a result, fewer domestic ele 
tric refrigerators, washing machines 
etc., may be produced is well as 
fewer ‘I'V and radio sets, so that 
tories of overproduction may provi 
to be exaggeration Already some 
dealers are planning their merchan 
dising on this basi In fact, the 
general manager of a large appli 
ance organization confided that 
many dealers are going to get 


fooled if they're depending on bar 


gain from overproduction in 
1957.” Another major distributo 
iid, too, that his Montreal head 
quarters 1 not counting on an 
casy supply this year to bring sharp 


price cuts.” In addition, official 
latest figure in Ottawa also su 
gest lower levels of factory ship 
ments of som ypliances this year 
Neverthel the stories are ci 
culating that “‘bargains’” are com 
ing on account ot upposed OVC! 
production giving two sides to thi 
picture It will take extremely 
good planning by manufactures 
ind distributors to avoid inventory 
loss is a result of this easy uy 
ply,” said the president of a larg 
department store chain, empha 17 
ing that 1957 may bring overpro 


line I nd 


duction in m 





SURE, THESE ARE FAMOUS NAME 
TUBES. LOOK THERE, JULIUS CAESAR 
TUBE COMPANY 
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The exclusive 





unequaled in every detail 


Ihe woman who appreciates gracious living 
who wants the best in her kitchen quickly senses 
the superiority of a years-ahead Caloric Ultramatic 


vas range 


For Caloric 1s best not only in beauty, but in out- 


standing cooking features that make meal-preparation 


a pleasure; leave 
The Caloris 


increasing nun 


more time to enjoy modern living 
Ultramatic opens your doors to an ever- 


ber of customers who want the finest! 


CALORIC’S ADVANCED FEATURES 

include the ROTO-RAY BARBEQUER that makes 
the fun of a barbecue available all year round 
AUTOMATIC OVEN TIMER 


housewife a complete meal prepared on time, 


lets today’s busy 
have 
even when she’s away all day 


INDIRECT FLUORESCENT 


of four sparkling colors 


LIGHTING in any 
“sets off” kitchen beauty! 
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And ever important to women who take pride in the 


ippearance of their kitchen Caloric is ““Amer- 
ica'S easiest range to keep clean 

NEW VALUE-PACKED SERIES 

4 brand-new companion line Caloric’s “Two” 
Series gas ranges with the same basic quality and 
beauty that Caloric’s name represents to the public 


and the trade. Six models are 
30” Deluxe, 20” Deluxe 
and 20” Standard 

Now 


35” Deluxe 
30” Standard, 


available 
36” Standard 


with 


one brand—Caloric—you can offer a 
range for every homemaker, a range with the fea 
tures she wants and needs, at a price she can afford 
Give your customers the complete choice they de- 
serve the choice that only CALORIC offers! 


CALORIC APPLIANCE CORP., TOPTON, PA. 
RANGES - DRYERS - BUILT-INS - DISPOSERS 


1957 


ULTRAMATIC 

















THERMO-SET—a “must” for modern homemaker 


Calor thermostat ally-controlled top burner end ul 
tion or calamity cooking 1 he [HE RMO-SI | cnsing 
clement keeps food at the exact temperature set-—make 
every pot and pon “automatic”™! 
Lo S Se <P GED GUND OG GUND GW GED GED GED OUD auD au uD GED au Gu ee —-| 
| CALORIC APPLIANCE CORPORATION | 
{ DEPARTMENT EM, TOPTON, PENNA | 
| Please send me more information on the expanded =| 
| selection of Caloric gas range | 
1 Name ; 
| 
| Addre | 
| 
4 City /om State 














WANTED: 


@ Only 15% of the households in 
Chicago and suburbs have a clothes 
dryer. 1,425,000 households do not 
have this appliance! 















@ 34,000 of the clothes dryers now in 
use are more than 5 years old! 


@ 13.8% of all households (or 232,000) 
named a clothes dryer as the 
applianee wanted next! 
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232,000 new clothes dryers! 


ie stage is set for sales of dryers in Chicago wanting a dryer next. 

and suburbs. As revealed in the Chicago This clear cut preference means that Tribune 

Tribune’s 1956 Appliance Market Study, more fam- advertising is the surest way to make more sales 

ilies want them than ever before. in the rich Chicago market. With 936,000 daily cir- 
And these same families prefer to see them culation and more than 1,300,000 on Sunday, the 

advertised in Chicago’s leading newspaper. When Tribune goes into more homes without clothes 

232,000 families wanting dryers next were asked, dryers than any other Chicago newspaper. 

“Which Chicago newspaper is most useful to some- Your nearest Tribune representative has much 

one buying an appliance?’’, 53% of them said: useful information to help you plan your marketing 


“The Tribune!”” Other Chicago newspapers were program. Ask him to show you the 1956 Appliance 


named by only 20% , 15% and 10% of the families Market Study. 





- CHICAGO TRIBUNE 


- BH E- WORLD'S CREAWES T NEWSPAPER 
New York City Detroit San Francisco Los Angeles 


- EP. Struhsacker - W. E. Bates Fitzpatrick Associates Fitzpatrick Associates 
3 Tribune Tower 220 E.42nd St. Penobscot Bidg. 155 ore g act | St. 3460 Wilshire Bivd, 
Sor 7-0100 ‘ MUrray Hill 2-3033— + WOodward 2-8422 GArfield 1-7946 DUnkirk 5-3557 
. ‘ MEMBER: FIRST 3 MARKETS GROUP, METRO SUNDAY MAGAZINE NETWORK t 
‘AND METRO COMICS MAGAZINE NETWORK 





’ 
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Tune in sweet profit music with 
new General Electric Radios! 


nw ee 
° wy 7 Ey — ‘ 
Re pete sae ~ “ 
Demonstration Sells Musaphonic Sound! eta eee 
Let ‘em compare it with ordinary 


radio The youy on 


distributor abo 


Mispir 


» fe 'LL sing a song of profits, 
and how!... with these sensa 


tional new value Heading the Model TI16 


MAGNIFICENT 
your customer the instant it’s demon 


trated. Looks as good as it sounds and DUAL SPEAKER 
londed with sales-making features. e ® 
Backed by full color mayazine ads 

“Cheyenne” network T\ sizzling store 


promotion Tell your General Electric 
SOUND! 


lineup is the new General Electric 
Table Radio with Dual Speaker Musa 
phonic Sound—that sells itself to you, to 


distributor you want the story — FAST 














Model T105 


Sensationally Low-Priced 





Mode! C405 


Popular-Priced Clock-Radio 
With Smart New Styling 


Model P710 . a 


Unbeatable Value! New 
All-Transistor Pocket Radio 


Dual Speaker Table Radio 


ed tone, more Vv Wakes you to music — lulls you to sleep Four lifetime transistors, plus crystal 


“$3495 


wo speakers rive bal 


ime. le distortion. B erra-Powe1 turns on, off automatically. New, easy-to- diode. Pocket size, light we 


iilt-in F \\ 
antenna, Push-Pull, On-Off $ 95 i et, lever-type controls. $2995" able case. Earphone acce 
witel Choice of e ' 24 Choice of smart colors. ory. Choice of mart color 
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Mort Farr Says... 










We Can L 


From The 


AVING onl ( ntly observed my Golde 


ll 

Anniversary of years on this earth, | can 

hard] qualify to reminisce on the entire 

hfty years k.tecrrRiIcAL MERCHANDISING has served 
our indust However, as an old-timer in th 
busine ind having pent practi ily my entire life 
in the radio-Il'V and ippliance busine both as a 


vocation and an avocation. I am pleased with the 


opportunity this anniversat iffords to chron 
some of my personal experience 

Ihe wonderful thing as we look back, is tl 
contribution we have made to the American w 
of life In fact, if there is one thing that mak 
the American way of life distinctly different fro 
the other people of the world, it is in the use 
the appliance A ell 


IN THI BEGINNING. I was born about t 
time that electricity was being recognized 
man’s servant. The next few years I will leay 
the historians, but by the time I was throu 
grammar school I had been bitten by t 
wirel bug. I had been attracted by su 
stories as the sinking of the ‘Titanic and t 
Lusitania and the role wireless played in savi 
many li I learned the International Co 


le 


i¢ 
iy 
i 

mn 


of 


he 
ds 
to 
gh 
hi 
ch 
he 
ny 


di 


and started listening to the world’s great wirel 
station nd a few ham right after World 


Wer I. It wasn’t long until I took the test 


a radio amateu perat then went on to build 
a transmiutt nd was a med call letter 
[ p until this time we hams were u Ing 
tal tect ind head phones on our re 
CelN 1! our onl ignals many times wer 
from Navy Yards and mmercial transmitter 
which if th iot transmitting when you 
we itt t to list frequently causec 
e t tea i t idl build it 
t I I it VILISK 
th t l t ifin It 
\ t tl icuum tft 
' 
| Irt t rit 
he } hy } 
thi t I put ie of the 
set I f thie t " h drug 
in} 10 I llla Iphia | idde | ampli 
her 1 1 as they were Va 
ab] | itt t 
di t id them at a Be 
tw ird th et ac the 
t lt thie 
itil) imateur ta 
t t itt t idio ex rt 
in rde f ts from dad’s cu 
t hb W hie thie vi dl 
ked beautifu ind my cu 
ton t 1 th il n | had mor 
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earn 


Past 
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dad that I was going into the radio busing 


OPENING A BUSINESS. I continued to work 
from home for several years and then decided 
to look around for a store. It was about thi 
time a lot of dealers came out of their bas 
ments and garages and went into business in 
tores, for it was just at this time, the earl 
1920's, that the appliance, radio and ‘I'V bu 
ness as we know it today, was born. It was also 
iround this time that the sale of electric ay 
pliances as we know them began to take shap 
Most were sold through electrical contractor 
utilities and a few specialty selling dealers wh 
took on either washing machines or the new 
electnic refrigerators. Many of those first 
dealers in these products became wholesale di 
tributors and are still functioning as distrib 
utors. It was not long until factory-made bat 
tery sets appeared on the market, and J started 
elling these instead of making sets to order 

In 1926 the first AC operated sets appeared 
on the market. This is something I had been 
ure could never be accomplished as I felt 
certain that the 60 cycle hum of our alternating 
urrent could never be successfully filtered out 
It is one of the big reasons too, that I never 
feel that anything is impossible in the field of 
clectroni It was during this period just 
described that radio grew by leaps and bound: 

[he vear 19 vill be remembered for the 
(G-k. Monitor lop Refrigerator which man 
radio dealers took on as their first addition to 


radio set ilthough it was not until the earl 


washer ind refrigerators were added in 
nost stor ind at that time this was the 
extent of the apphance busin In 1927 the 
iut idio industt vas born im Philadeiph 
nd we installed the first sets im car 


BOOM AND BUST. ‘The years 19; ind ) 


vy tremendou expansion in idio and 
phonograph il ind pl tags of 1 OOO wer 
not uncommon for combinations in those da 
I'hese were the da vhen v ill made proht 
nd a franchise te ell some line Vas like 
ncense to print non Phe numbe or ¢ il 
i { now Na i und U n th { S 
but these wer luced to about ne half in 
th Ii t twe ca Lue to th t , narket 
h, th depr ion which followed and th 

| ( rf man ih { int th t 


redl is no probiem x ) su | 
; i ' ' 

ind dealer paid their bill prompt] to get 

he 2 percent cash discount sank financing 
’ . 

f retail paper was unknown, During the earl 

hnnance ompanie and utility one 
' , 
plans to dealers to stimulate the buying of 


particularly refrigerators and we had the advent 


Mort Farr, Upper Darby, Pa., appliance-TV dealer 


of no down payment md five veal to par 


for refrigerators wl 
even during the 


those early 3 
tound it easy to g 


ich boomed that busines 
depr ion veal Dunng 


)’s many of the dealers who failed 


et back in busine eithe 


with a few hundred dollars or some merchan 


dise on consignment; as manufacturers and 


distributors eager fe 
thing about selling 
to get these expen 
team. In these day 
lars a year volume 


to make a living 


rO THE PRESENT 
Il there were few 
oO that in 1940 we 
retailers we had b: 
In 1939 televisi 
New York World 
were made for it 


optimistic cnou hy 


the busine would 
us to 1941. Produc 
Wa topped i wi 


the government or 
by kept in operat 


continue as an esse 


x someone who knew son 
their merchandise were glad 
enced hands back on thei 

twenty-five thousand dol 
was sufficient for a deale: 


. From 1936 to World Wats 
newcomers to the busine 
had just about the 25,000 
ick in 1929 
on was first shown at the 
hair and great promise 
future, but no one wa 
to predict how really great 
turn out to be. ‘This bring 
tion on radio and apphance 
turned to war production 
dered that radio sets should 
on and broadcasting should 
ntial service for the nation 


It was at this time that I went back to the 
bench and did radio repair with what service 


men | could retan 
! i racho ind pp 
ency had passed 

lhen followed t 
easy-sell that attrac 


up the selling mu 
vho had urvi d 
t of the for I 


1 and maintained my statu 
liance dealer until the emer 
in 1946 

he days of order taking ane 


ted thou ina of newcoomel 


to our busin ind at the same time softened 
cles of a lot of old timer 
the dep 1 da The 
tor ecent to recall Bit 
1 the rush of the publi t 


idvent of VV ane 
Du the jush sai 
duction caught 

ith take 
manufactures it 
in it for competith 


Line ili 1 


round thie 4 


of 1950 and the drop vhen 
up in |. but from the old 
1 fev ( 1 first to! 


eems that those vho wel 
reasons alone and who d 
tribution to the industry ay 
Ihe distributor who fail 


manufacturer and the deal 


ung rough As to dealer it 


has been my obse ition that th nl T 
ti ha ul td are the on v} render 
ind toob ire of the c t iit ift 

thi Ih have been pectacu 

ort t nit few ha a ho ¢ 
not take ive of thei custon 

It would seem then, that the necessa ] 
redients for suce in the future of met 
chandising in our busine iwe—the nght pro 
uct—a pioneering spirit—a selling personalit 
ind the s« ice after the i] end 
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Silver Anniversary 


_ EARLY BIRD DEAL 


puts dollars in your pocket 
WITH A WHOPPING EXTRA DISCOUNT! 


eater leadership—an EARLY BIRD 


t more profits on your sales. 
Arvin Heaters—all one 
n you're stocked and 





st offer in 25 years of Arvin H 


Here’s the be 
make more sales, bu 


deal that will not only 
EARLY BIRD, you order 10 or more 
for shipment before September Ist. The 
cool nights kick off the heater selling season. 

iscount from your distributor on your entire 
antial we 
’ on these other E 


To qualify as an 
model or mixed 
ready to go when the first 

And you're “‘in”’ for a fat extra d 
EARLY BIRD order—a plus profit so subst 
lege of telling you about it. You're also “‘in’ 
merchandising extras: 


want him to have the privi- 


ARLY BIRD 
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FREE FREE 


Retail Merchandising Calendar a $29.95 heater with this 
Merchantman Display 

















FREE 


All-New Display Kit 


This brand new 4 
flasher display 18 @ powerful 
tcher and tells a 


y. With it 


ing help that works 12 
months of the year for 
greater sales. Keys the sea- 


play is 


eye-ca 


powerful sales stor 
“Indispensable” 


you get a colorfu: window sons 

streamer and 200 envelope ions to timely promotions on 

stuffers Arvin products heater season to display 
Arvin fans and radios! 
metal, with charcoal gray 


ARVIN NATIONAL ADVERTISING metal, with chrome lege. 


g Post - Parents Msgazine 


Saturday Evenin 
| + Progressive Farmer 


Farm Journa 
the best knowt 


advertised in the 
many in full color 
rs all through the Fall 


Big ads in big 
pre-sell Arvin 


Arvin heaters 
most strongly 
circulation magazines 


heater field 
price, plus a profit! 


heaters to your ¢ ustome 


Yo i i 
ur Early Bird order will be Drop Shipped, FREIGHT PREPAID 
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-color An invaluable merchandis- 
Arvin’s Merchantman Dis- 
a year-round selling 
help of solid strength. 
and special gift occas- say many 
dealers who use it out of the 


Order it for $25.00 with your 
EARLY Bl RD deal and 
1, best selling line—are also the receive FREE a Model 5729 

that you sell for $29.95—s0 
you get back your purchase 
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10 Models in the 25th Anniversary Line of 
w 
Arvin Heaters 





wew! on 


MODEL 5739 No chilly drafts while this heater warms up—it 

blows hot from the start! Delayed-action thermostat 
holds back the fan until the heating elements are hot. Then, billows of 
warmth flood the room. When heater goes off, fan keeps running until 
all remaining heat is delivered. Combines fan-forced and radiant heat, 
with push button control—1320 or 1650 watts, as desired. Safeguard 
Safety Switch, on-off toe switch, red pilot light. Outstanding beauty, 
with antique white enamel finish, gold-tone grille, ebony trim. $39.95 





Model 5734 Medel 5729 Model 5524 
Top eeeee, combin- Similar to Model 5734 Fan-forced, plus new- 
ing fan-for and “air but 1650 watts only. type reflected heat from 


flow”’ radiant heat, ther- Safeguard Safety Switch 
mostat controlled. Ber- 
muda bronze enamel 
finish, chrome grille and 
trim. Operates either at 


cuts current if ter is 
upset. Beautiful new tur- 


with brass grille and 
1320 or 1650 watts. Sig- ivory plastic trim, make 
nal light; Safeguard it a styling standout. 

Safety Switch. $34.95 $29.95 


Best-selling, fan-forced, non-automatics 


finish, chrome grille 





chrome puncte wound 
on pocorem, Vv 

t chrome reflector. 

quoise-blue enamel finish 1650 watts. Safeguard 
Switch. Antique white 


brown trim. .95 


FROM THE WORL 


HEATS LIKE 


No noise, no dirt, no dry- 
ing out of air! Automatic 
Glass-Panel model with 
infra-red radiant heat 


MODEL 5654 Every object within range absorbs and radiates 

warmth from the infra-red rays of this superbly func- 
tioning luxury heater. Entire glass panel is the heating element—no 
moving parts. Thermostat turns heat off and on automatically to main- 
tain desired temperature. Red signal light giows when heater is on. 1650- 
watts. Gunmetal gray enamel, brass trim; self leveling feet. $54.95 

All Arvin heaters operate on 110/120 volts, 40 cycle AC. 
All are listed by Underwriters’ Laboratories; Inc., and guaranteed for one year. 


Model 5518 Model 5516 Model 5514 
The counterpart of Fan-forced, thermostat Same smart design as 
Model 5524 with fan- controlled heater of hand- Model 6616, without 


forced heat only. Fully some modern design 
sutomatic, of course Williamsburg blue en- 
1650 watts, Safeguar amel finish, chrome ‘ 
Switch. Handsome Ber- white trim. 1320 watts. 
muda bronze enamel fin- Safeguard Switch. 

ish with chrome grille and $17.95 
brown trim. 19.95 


Make your Early Bird selections NOW 


EARN BIGGER PROFITS 
D’S LEADING HEATER LINE 


C8 gion, 
Electronics and Appliances Divisvo 







safety switch and with 


ha 

finish with brown trim. 
Arvin's lowest priced 
automatic, a genuine 
value at 16.95 





Model 5512 


Compact heater that 
equals the heating capac- 
ity of many larger models 
1320 watts; on-off switch; 
two safety guard rails 
Handhold in back. Pear! 
finish, chrome grille, 


brown trim $14.95 


Model 5510 


An efficient, fan-forced, 
portable heater at a price 
you can promote. 1320 
watts, Safety guard rail. 
Brown finish, pearl grille 
A standout value at a 
rock-bottom price 


2.95 
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Arvin INDUsT! 


Arvin also man 
“Charky 








ufactures Home 


41ES, Inc 
Radios, Klectr 


Outdoor Grills, All Metal Ironing lab 


COLUMBUS, INDIANA 
ic Fans, Outdoor Furniture, 


jes and Car Heaters 





ou COULDNT : ECONOMIC CURRENTS 
1 T \ 
MOVE MORE... Farmers Are Back 
unless y,ou , In The Appliance Market 


By the McGraw-Hill Dept. of Economics 











A PPI IANCE dealers will find the farmer a good prospect 
. f ipphance sales this year. Farmers are now in better 
hnancial sh pe than they have been since 195] Last yea! 
net farm mcome rose for the first time since 195]—and the 
prospects are for another rise this year 

Net farm income in 1956 was $11.8 billion—4% higher than 


1 ———————— 
in 1955. And the outlook is for another 4% increase this year 
L| t Although cash income from crops is expected to be down 
light] this ve ir, this decline will be more than offset by pay- 
FYLLY AvTOMaric 


ments from the Soil Bank program 
tecreic 


Penn Blawwer \ Part of the reason for the expected increase in farm income 


ADVERTISED IN 


Aiton I rmad 


is directly ticd to the over-all increase in consumer’s income 
This reached a record high last year and is expected to break 
that record this year. And with rising consumer incomes, food 
consumption has gone up. ‘This year, consumers on the 
iverage are buying about 4% morc food than in 1947-49 

The rising volume of farm exports is another reason for 
rising farm incomes. By 1955-56 the value of exports amounted 
to $3.5 billion—and the over-all volume reached a_ postwar 
record. And a further increase is expected in 1956-57. Con 
tributing to rising export ire these factors—general pro perity 
abroad, reduced foreign supplies of some items and expanding 


19" 


Tart 


government programs for disposal of surplus commoditic 


FARMERS CAN PAY OFF. ‘Total farm asset et a new 
record value in 1956—$170.1 billion as of the first of last vear 
Although farm debt has also risen, farmers are in debt only to 
in amount equal to 10% of their asset his compare with 
19 in 1940 and 21% in 1930. And farmers as a group hold 
cnough liquid issets—cash, bank d posits et to pat off all 
their debt 

With the farmer in such good financial sh ipe how good a 


prospect he for new appliances? ‘The answer is very good ‘ 
FU LLY A UTOMATIC i it million peopl I} ing on farm ‘his is about 
| if the total U. S. population. But it is a great change 


Ol PO] 
ELECTRIC BLANKETS from 1910 when of our population lived on farm 


FEWER BUT RICHER, ‘The drop in farm population | the 
1 t f a longtime trend. Just between 1950 and 1955 
(Continued on page 44) 


Only Northern — world’s largest manufac- ; ontin 
turers—can offer you the fantastic Crest- 


wood line—priced to outsell all competi- SELLING 
, 


tion—WITHOUT DISCOUNTING— and 
still allow you your FULL PROFIT MARK-UP! 


Crestwood even has quality features not 


DISPLAY 
Storage 


found in competing brands at higher Carton 


prices. In all models, sizes and popular PRICED 


colors to retail from $19.95! Don't cut I IK | i 
| your profits, sell Crestwood! at? Yay | ; — 





AVAILABLE ONLY THROUGH VOLUME up 
Lawagmar, YOUR DISTRIBUTOR SALES! eS _| | | 
ra) hay see’ sas 
~ A ” ‘ ——— : 0 £4 
« N— 
NORTHERN CEXCTRIC COMPANY, SESE Worm Kodsie Avenve, Chicege 25, Hline PERSONALLY, | PREFER A BOSS WHO RANTS AND RAVES WHEN THINGS ARE SLACK 


*~WORLD SLARGEST MANUFACTURERS OF ELECTRIC BLANKETS AND HEATING PADS 
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Deluxe Automatic Electric 
Range Model RB 73 featuring: 


e Fashion-Front Styling 

e Color-Keyed Pushbutton Controls 

e Automatic Control of NEW Silver-Grey Oven 
e Raisable Thrift Cooker 

» "'Super-2600" Calrod” Surface Unit 

e Quick-Set Circuit Breaker 

e Calrod Golden Bake and Broil Units 

e Available in 5 Hotpoint Colortones or White 


But You Can Add To Your Range Revenve By Making This And 
Other Hotpoint Deluxe Models As Super Deluxe As Your Cus- 
tomers Want! 


Here Is Real Flexibility! 


You can offer each prospect a Hotpoint Automatic Electri 


| 


' Range with features tailored to their specific needs or pox ket 


book—an advantage you'll appreciate when a sale hangs in 
the balance because of budget limitations. Hotpoint Add-On 
Accessories are optional for most Hotpoint models, thus pro 
viding a sales flexibility that helps you sell up to higher 
profits in easy, gradual steps 

See your Hotpoint Distributor for the full story on the 


complete and flexible line of Hotpoint Ranges for 195 
Hotpoint also offers a "Show Window” Oven Door for some models. And 
there’s a Clock-Lamp Combination available for the only two models on 


which Oven Timing Clock and Fluorescent Lamp are not standard equipment. 


Pook. ty "Hotpoint fr the tinost..hinst! End 


tance aneniGins walle WAtMEeS + CLOTHES OFTIRS + OMwwalern « oO THe EATERS 


HOTPOINT CO. (A Div 


sion of General Electric € 
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Add-On Accessories 
Add ‘To Your Ranége Profits! 


Just Add These Super 
Deluxe Accessories 





EXCLUSIVE 
COFFEE-PERK 


Rrews 25 cups of coffee 


—1¥) gallons 
—in just 30 minutes 



















AUTOMATIC 
GOLDEN GRIDDLE 
—grills and fries with 

perfect golden brown 

resu’ 


3} every time 











4006 (ett sin' ae (OnDITIONEr CON Om mt hive 


ompony) 5600 West Taylor Street, Chicago 44, illinois 


HANDI-OVER 


GRILL 


—holds steaks and chops 
firraly so they can be 
turned easily and 


quickly 





CUSTOM 


COOGKER-SERVER 
—can be used as 
all-purpose cooking 


utensil and 
food server 


AUTOMATIC 
GOLDEN FRYER 
seals in flavor, 

prepares crispier, 

tastier french fried 


foods 
















HANDI-RAISE 
BROILER 
—lower to broil, 

raise (oO Sear, 

without touching 

the pan 

or rack 
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A MESSAGE TO AMERICAN 


INDUSTRY °* 


ONE OF A SERIES 


What Research Means 
to American Business 


American industry plans to invest S150 
billion in new plant and equipment during 
the next four years—more than in the five 
years 1952-1956. It plans to carry out this 
record investment even though manufae- 
turing capacity has nearly doubled since 
World War UL. These facts ar 
VMeGraw-Hill 

Plan for New 


reported in 
tenth annual surve ol Busine 
Plant inal kquipment hie \ 


contradict many long-established theors shout 
mivestmentl in ¢ ipl il rood 

According to the te Kthoolk i high and rising 
level of capil il investment is generally followed 
by a decline. The bigger the rise o the old 
theory gor the bigger the decline will be. But 


after a decade of high-level investment and an 


‘ pecially trong rise in the past two years, in 
dustry now ha plan lo keep right on with 
near-record outlays for plant and equipment 
Does this mean some new factor has peen added, 


to change the investment cye le? 


The New Factor — Research 


The latest MeGraw-Hill survey points 
out one new facior which, more than any 
other, is changing the nature of the in- 
vestment process. This is the reeord outlay 


planned by U.S. corporations for scientific re- 


search and development—to create new prod- 
ucts and develop new industrial processes. The 
rapid growth of research in industry, and plans 
for even more remarkable growth in the years 
thead, are hown by the accompanying table 

Phis year industry plans to spend $7 bil- 
lion on research and development — up 
20°. from 1956. By 1960 it will spend 89 
billion —enough to create a major new 
industry. 

By 1960 manufacturing industry ex- 
pects sales to be up 26°. — with half the 
increase in products that were not made 


in 1956. 





Growth of Research and Development Expenditures 


(Millions of Dollars) 


PLANNE 
1955 1956 1957 1960 

Machinery 408 506 577 704 
Electrical Equipment 950 1,149 1,310 1,637 
Aircraft and Parts 1,038 1,558 2,274 3,161 
Fabricated Metal Products 

and Ordnance 134 165 174 21 
Professional and Scientific 

Instruments 185 252 300 453 
Chemicals 440 498 528 617 
Paper, Rubber, Stone, Clay 

and Glass Products 149 174 196 233 
Petroleum Products 171 205 225 277 
Other Manufacturing 1,038 1,279 1,388 1,557 
Non manufacturing industries 254 310 347 419 
ALL INOUSTRIES 4.767 6.096 7,319 9,269 
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What Research Is Doing 


Here are some examples of how industrial 
research is opening up new markets, or com 
pelling the modernization of old facilities: 

New automatic controls in petroleum re- 
fining will raise the quality of gasoline and 
reduce the time requived for production. A new 
process for recovering oil from depleted wells 
promises to multiply our potential reserves. 

\ new process for treating irom ore will 
permit the ore to be ted directiy into steel fui 
naces without the need for blast furnaces o1 
coke ovens, 

New turbine engines made possible 1) 
thie developme nt of heat-resistant alloys for tun 
bine parts ofler greally ime reased powel lor 
tircralt, ships ind automobiles. 

Altogether, industry plans to introduce 
more new products in 1957-1960 than in 
any previous four-year period. It also plans 
rie processes on a Ss ile that will make much 
ft our present capacity obsolete. These new 
products and new processes are the secret be 
hind continuing plans for high investment 

One-third of all manufacturing firms are 
building new plants this year to produce new 
products, and by 1960 this may account for 
10”, to 20% of all capital exp nditures. At the 
same time, manulacturing COMpanles report 
that over half thei capital expenditures in the 
next four years will be for modernization of 
equipment and introduction of new processes. 
Thus the preponderant share of new investment 
will be based on developments growing out of 


research. 


A New Kind of Prosperity 


The keen interest of U.S. business firms 
in scientific research points the way to a 


new kind of prosperity for our economy 


—a prosperity based on deliberate creative- 





ness. As long as we can create new products 
that will offer better value to consumers or cut 
costs to manufacturing firms, business will con 
tinue at a high level —not at fever piteh, per 
haps, and it is to be hoped not at an inflationary 
pitch. But based on a steady stream of new 
products and processes, we can have a high 
level of general prosperity that defies the old 


laws of boom and bust. 


it’s Not Automatic 


Of course, there is no guarantee, New prod. 
ucts do not spring up by magic as the medieval 
ilchemists hoped they would. They are found 
is the result of long and expensive effort in 
laboratories and pilot plants. This effort requires 
an inereasing number of trained scientists and 
engineers. In 1957 alone, manufacturing com 
panies report they will need 7°) more of these 
highly trained people in research and develop 
ment. And by 1960, they will need an additional 


15°) to carry out planned research progra 


i 
The effort to maintain prosperity — as 
well as the national defense effort — will 
depend increasingly on this supply of 
scientific and technical personnel. But if 
we can supply the people, industry now 
has the plans for a research effort that will 
put an end to the spectre of idle plants 


and idle workers. 





This message is one of a series prepared by the 
McGraw-Hill Department of Economics to help 
tuicrease public knowl dee and understanding 
of important natton-u ide developments Per 
mission is freely extended to neu spapers, 
groups or individuals to quote or reprint all 
or parts of the text. 


PRESIDENT 


McGRAW-HILL PUBLISHING COMPANY, INC. 
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WIRE 


identification 
is sO very 


Da 


IN YOUR STOCK 
and 


ON THE JOB 


Can you tell 16/2 SJ, 
18/3 SJ and 18/3 SJO apart? 


(only .005 inch difference) 


NOW YOU CAN! 


CORNISH makes it easy for 
you by printing the specifica- 





tions plainly, right on the 
jackets. 


Saves time . . .. confusion... . costly mistakes 









Available in Rubber, Neoprene and Plastic 
in COLORS to harmonize. Rugged products 
that stand up best where the going is ROUGH! 


\\ 








“MADE BY ENGINEERS FOR 


ENGINEER S” 


CORNISH WIRE COMPANY, INC. 


50 Church Street 


Branches in 15 


New York 7, N. Y. 


Creators and Manufacturers of 


CORDS AND CORD SETS FOR HOME, FARM AND INDUSTRY 


Leading C ifres 





ECONOMIC CURRENTS 


i population decreased by 
mn With the great im 
in both equipment 
ind fertilizers, the smaller farms 
ihoent one have not 
It take 
irmet to produce i 
er q iantity of food 
we farm worker now 


enough food, fiber and 


! himself ind 19 
th bhu the output per 
hour of farm labor has 

t doubled ice 1940 
But in spite of this trend to 
iway from the farm the 


farmer still represents a izeable 
et to the ipphance dealer 
\nd farm tamil ire generally 
than urban famuli Oo 
t there i demand for such 
is bigger home freezers 

nd refrigerator 
And the farmer is a relatively 
In 1954 (the 


latest vear for which figures are 


int ipped market 


iilable) onl of all farms 


had freezer Thi varies, of 
ourse, from one region to an 
other. The smallest number are 
owned in the south—only 23% 
of all southern farms own freez 

And the south represents 
ilmost 50 of the entire farm 
population. ‘The greatest num 
ber of freezer ire presently 
owned by farmers in the North 


cast—46 ‘ 


A MARKET FOR TV. As the 
number of ‘I'V stations increases 


ind coverage extends over a 
vider areca, farmers are catching 
up on ownership of 'T'V sets In 
1956 53% of all farms owned 
I'V sets—a jump of 50% since 


1950. But 


compared with the 
national erage—8 I‘ of all 











g 
\- 


| 





CONTINUED 
home have I'\ there 1 
till a long way t 
With the I Og in 
rural electrificat ilmost all 
farms are now eq | for using 
ippliance N to 5% 
of all tarm lectricity 
Phi l i mil t rise OVEI 
1950 when litt 78 had 
electricit Mo 1 4 million 
farms have d for ele 
tricit ince 19 [hus even 
though | than half the farm 
have telephon mily a few 
more have runn iter, the 
do have the fa t for installa 
fion of n ) 


CASH IS AVAILABLI And 
even more significantly they als 
have the ish t them. In 
iddition, there those who 
could be sold through the use 
of installment credit. There is a 
izeable group of farmers who 
have not made extensive use of 
installment credit, karmers seem 
least inclined to buy “on time 
than any other group of worker 
In 1956, only 18% of all farm 
ers had installment debt com 
pared with 45% of all consum 
ers. ‘Thus farmers have not taken 
idvantage of on-the-cuff buying 
but this fact presents an inviting 
market to appliance dealer 
With the financial position of 
farmers having improved and 
showing signs of greater im 


provement this year, prospects 


for appliance dealers are much 
better than they have been in 
Aggressive sales 
manship should be the answet 
to selling thi 


market which own fewer appli 


several year 
portion of the 


mces than any other group 


End 
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There's no business like show business . . . and at last, here's a TV 


1958 WESTINGHOUSE 





FIRST ELECTRONIC 


this 8, le er 
74 “A Rha) Pata 



















& manun AUTOMATIC > CONTRAST 





Open Eyes! Close Sales! with 
amazing 5-second “BLINDFOLD TEST” 


Here's all you do: 1958 Westinghouse TV has a dial for “‘Manual Fine Tuning” to tune out local inter- 
ference. Switch to it and show customer how ordinary sets get out of focus as vou change from channel 
to channel. Then switch back to “Electronic Tuning,” place blindfold on prospect and let him touch the 
channel selector once, twice—as many times as he wishes. Remove the blindfold and—presto!—there’s the 
channel with picture and sound perfectly tuned! It proves there’s no more fussing with dials, blurry pic- 
tures, fuzzy sound. It proves new Westinghouse TV makes all other sets old-fashioned. You'll find ut the 


most profitable 5 seconds in your selling career! 
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feature you can SHOW and SELL! 


TV...WORLDS 
AUTOMATIC TUNING 





NO MORE TUNING! 
New Westinghouse TV does it for you! 


For the first time, one touch on the channel selector does everything electronically! 


A touch 


and sound come in 
brilliantly clear! Touch again and again—and channel after channel snaps on, each y ’ 
electronically fine-tuned for sight and sound! And, this amazing Westinghouse TV BUT : THAT S 
tays in tune too—every moment of the program! No more fussing with dials, blurry ON LY THE 
pictures or fuzzy sound! It’s a feature everyone wants—a feature you can show and 

sell—and only Westinghouse TV has it! BEGINNING! 


and not only do channels change, but both picture 
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First with “Electronic Automatic Tuning”... First with many other big 


| 1958 WESTINGHOUSE 
ADVANCED TV LINE 
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PROGRAM WHEE! 


Sri _| 









AUTOMATIC LOCAL-DISTANT STATION SELECTOR! Automatically adjusts for loca! NEEDLE-SHARP “BROAD BAND” RECEPTION! 1958 Westinghouse TV is built to 







or distant stations! Nearby channels never overload picture. Distant channels receive all of the signal sent by the TV station! Actually reproduces 22% more 
come in clearer, Skips unused channels. Owner simply pre-sets “Program Wheel”’ picture detail than sets without this feature for unbelievably sharp, life-like 
for each channel once then forgets it forever! reception! 




























10" WIDE-Fi SPEAKER 
A — Dba ae Oat, iil ld tit 


‘UP-FRONT SPEAKERS ON TABLE MODELS! Newly developed 10" long “Wide-Fi”’ MULTIPLE SPEAKERS ON CONSOLES! As many as 3 sensitive Magna Power speak- 
horizontal speake permit front mounting. Gives advanced new Westinghouse ers provide a full range of highs and lows for superb true fidelity sound! Turn one 
Fable T\ ip-front sound” under natural acoustical conditions for tone un of these sets on and watch your customer react as he hears the difference! 
matched by any other table TV! 

















There's 


JULY, 1957—ELECTRICAL MERCHANDISING 











features you 
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FIRST TRUE REMOTE CONTROL! No jumping up to change channels, no wire 
stretching to set, no batteries! The “Picture Pilot’’ Remote Control plugs into 
any AC outlet. And, you don’t even have to get up to fine-tune — Electronic 


Tuning does it for you! Optional accessory. 


F° Pe 9 






tin’ =o ee ea nee ee 
NEW SPACE-SAVING 110 PICTURE TUBES! [rilliant 110° Aluminized tubes cut 
cabinet depth virtually 25° ... permit stunning new high-fashion styling that 


blends tastefully, compactly with any décor ... in any size room! 


plenty more that meets the eye too! 
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can SHOW and SELL! 


TV 1S THE MOST 
U CAN SELL! 





It’s the TV of the future —here today! As though Electronic 
Automatic Tuning wasn’t enough, Westinghouse has gone all-out 
to make these the most advanced TV sets ever built! Here's 
television completely new—inside and out! Here’s viewing pleasure 
never equaled before! Just look at all the exciting new features 
many of them found in no other TV! No wonder you can sell 
these sets against any comer! 


One basic chassis throughout the line! No scrimping on the 
leader models. Every set has the same famous Silver Safeguard 
Chassis—unsurpassed for performance and dependability in the 
entire industry. 


Quality that makes sziisfied customers! Mach set undergoes 
rigid quality control inspections from raw material to finished 


product—the highest standards in the busine 


Plus many other selling advantages, too, such a 
All Channel UHF-VHF reception available on all models. 
Push-Button On-Off Control on all models. 


New longer-lasting better-performing Silicon Reetifiers. 


Automatic Tube-Saver Circuit lengthens tube life. 








TROUBLE-FREE SILVER SAFEGUARD CHASSIS! (ver 80°. of all components are 
anchored in a network of gleaming metal 


Nothing to loosen, wear out or burn 


out. Cool horizontal design prevents overheating — assures longer tube and set life! 
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Sleek new cabinetry makes this a“ SHOW-LINE”’ too! 


1958 WESTINGHO | 
BREATH-TAKING 

















TuDOR —Sales-pulling leader table TV in Mahogany or Limed 
Oak finish. (21T201 
winosor — Value-packed table TV with Electronic Tuning, 
110° tube. (21T218 
nworbic — Custom Table TV with Electronic Tuning, 110° tube, 
slim cabinet. (21T220 
. SCANDIA— Low-priced Horizontal Console with Power Tuning, 
Push-Button On-Off. (21K214 
REGENCY — Custom Console with Electronic Tuning, slim cabi- 
net, 110° tube. (21 K226 
LENNOX—Handsome gold-trimmed Console with Electronic 
bats } z Tuning, 110° tube. (21K224 
A EE pists 98 Bek t * it. ; i , tg PE ar with Power Tuning, Push-Button On-Off 
eat) @wiNtwtscle 
NEW 110 TUBE PORTABLE TV! Smartest of it NEW VINYL TEXTURED PORTABLE! I[lere’ _ SHEFFIELD 
kind ‘ ‘ il j 4 | inother style-leader ind it priced for extra 
‘ ! iMfproof, stair tar 14 


agonal, 10 q. in ewable area. In 





Striking leader Console in beautiful wood-grain 
finishes. (21K204 

wer-all ATHENS —Slim dramatic Horizontal Console with Electroni: 
lt & Pepper or Cerulean Blue vinyl (14T198 Tuning, 110° tube. (21K228 

me finishes (147175 All sets have 21-inch over-all diagonal, 262 sq. in. viewable area. 


Viewable area rT triking two-t 
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SAVES SPACE IN HOME 
AND ON YOUR FLOOR! 


SLIM CABINETS WITH 110° TUBES: These brilliant new 
cabinets are almost a full 25% shallower in depth 
ave space look more graceful. Another great new 
195% Westinghouse TV selling-feature you can SHOW 
ind SELL! 

















STUMNING NEW HIGH-FASHION CABINETS! Never have you seen sets so sleek and 
slim! No unsightly knobs—only the channel selector bar and on-off control grace the long 
slender gold escutcheon. New 110° picture tubes make the cabinets almost a ful! 25°% slimmer. 
And, you'll find glorious new furniture finishes— mahogany, limed oak, walnut —all tastefully 
accented with new textured fabrics and brushed gold trim! 


NEW SHOR? LINE—built in only the fastest-moving price vrackets! Eliminates inventory 
headaches and slow-movers—yet gives you a model for every prospect’s taste and pocketbook! 


BUILT-IN STEP-UPS! Every set has been designed to give you a natural step-up—in price, 
in feature s! 


What a product!...and what a promotion! See 
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PLUS big-space newspaper ads 
n local markets startling 
crowd-stopping displays 
promotion ideas the biggest 
op progrem in Westinghouse 
and plenty more! 


and 


TV history 


WATCH FOR IT! TIE IN WITH IT! MOVE WITH 
THE LINE THAT’S ON THE MOVE! 


you CAN Be SURE...1F ITS Westi nghouse 
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This store has greater eye-appeal 





with its Pittsburgh Open-) ision Front. 


Shown here with satisfied owner 


Mr. M. A. Levenstein, Levenstein’s, Greensburg, Indiana 








Phi good looking small shop is an The large glass areas are Pitts- 
excellent « xample of well planned burgh Polished Plate Class, set in 
store modernization. Here the en supporting frames of Prrrco” Store 
tire sales hoor becomes the show Front Metal The entrance fea 
window. Passers-by can easily see tures a Hencouuirs Plate Glas: oo | 
much of the merchandise on dis Door and the facia is CARRARA | | 
play from the sidewalk. And the Structural Gla 
recessed entranceway encourages Perhaps the tore shown here | | 
window shopping ’ draws cus- will give you some ideas on re | 
tomers right inside mode ling your own store If you : Pittsburgh Plate Glass Company : 
In this store remodeling job would like more information—and | Room 7284, 632 Fort Duquesne Bivd | 
ce igned bv Creensburg Engi more example of Pittsburgh Store a oe re 7 
neering Co. of Greensburg, Indi Fronts—just send in the convenient | he prthaagor Ponder cde: o 
ina, good use was made of seve ral coupon We'll be glad to send vou | | 
Pittsburgh Plate Gla Products our new store tront booklet — ; 
| 
p PAINTS + GLASS + CHEMICALS + BRUSHES + PLASTICS + FIBER GLASS Address : 
PITTSBURGH PLATE GLASS COMPANY [a lad : 
IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED » » eS ee —— | 
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to guarantee lasting beauty and} | 


Totpoint | : 


F : : 4 Muminume 
T D 
— Hotpoint ALUMINUM 3 oor 


adds strength to your sales story! 


Panels . 





‘Shelves — . | ' Stor Fronts. 
— 
Refrigerator — . ee 3 Door d 
Shelves — | | = Shelves 
; + Alam l 
> Scuff Crisper 
Plates Trim ; 





Let Hotpoint’s generous use of ALUMINUM give your 

Refrigerator sales a brighter outlook. Your Hotpoint Distributor 

has all the facts, including many dramatic Nook +9 t 
sales-clinching demonstrations. See him today! 


PAGE 54 JULY 1957 ELECTRICAL MERCHANDISING 

















d} longer wear 


REFRIGERATORS feature 


TELUEL | 
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the difference your customers see Is 
the difference you can sell! 


Here’s what Hotpoint’s greater use of ALUMINUM 
means to you and your customers- 


1. ALUMINUM freezer LINERS witn tourtimes 6. ALUMINUM crisper TRIM...beauty and duro 
the conduction power of steel 


bility — a shining example of Hotpoint Out-Front design 











2. ALUMINUM eer TRAYS faster freezing, assures /. ALUMINUM DOOR SHELVES extra strong, extra 


always deep — put jars, baby bottles, soft drinks at finger tips 


3, ALUMINUM ice TRAY SHELVES..speciatrace —. ALUMINUM DAIRY-STOR FRONTS win 


that has removable ert for cle 


4 ALUMINUM REFRIGERATOR SHELVES... 9. ALUMINUM COLDCOIL SYSTEM... seirige 


elves gli or out, adjust up or down. ods at proper humidity, adds beauty a sé ditinction 
5. ALUM: NUM SCUFF PLATES... voy, nt 10. ALUMINUM poor PANELS... with rushed snish 
>"proof of Hotpoi p-to-bottom quality emphasizes Hotpoint’s greater use of strong, easy-to-clean, 


beautiful aluminum. 


a yt Linast..post| = 


¢ 
“ 
"crac 












REFRIGERATORS + AIR CONDITIONERS + RANGES + AUTOMATIC WASHERS + CLOTHES DRYERS + DISHWASHERS + DISPOSALLS” + WATER HEATERS + FOOD FREEZERS + CUSTOMLIWE + TELEVISION 
HOTPOINT CO. (A Division of General Electric Company) 5600 West Taylor Street, Chicago 44, Iilinois 
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$1995 


















| aster heat distribution ... pow: 


. 
— 


~ Automatic Thermostat... Jus: 


*-. 
ie 


4 Portable ... Light. compact ith 


» Mercury Tip-over Switch . 
Li popre df oVvel 


Modern Design . . . Beige case 
mille fit itl décor Rubber leet eee Pl 





‘ lothin 


Popular General Electric 
AUTOMATIC 
HEATER 





Model H-3 Model H-2 





enincdidlieilidiaiansde catanliih Progress /s Our Most Important Product 


Frade | e. General Llectric Co., Automatic 
Bridge t 






Quiet Built-in Fan... Distribut 


0 Stay-cool Cabinet... May be mos 


& Close-set Safety Grille .. . Saf 


At | Automatic Heater 
5 from General Electric 


als 
¢, * 


Never before so many fine features 


in a quality heater at this price! 


rful fan and hidden 


cireulate 


ed whil Ope 


will tain 


uards fin 


De Luxe General Electric 
AUTOMATIC 


% rig” 
HEATER 
44 4 


2495" we 83795" 


Large, handsome, with powerful fan-forced heat. Thermo Two kinds of heat! Penetrating radiant heat . . . comforting 
tatic control, Turns itself on and off automatically with fan-forced heat. Two heat settings — 1320— 1650 watts. 
temperature, Heat cuts off if overturned, Safety grille. Bril Automatic thermostat. Adjustable base. Portable. Mercury 
liantly styled in turquoise and chrome, 1320 watt heat unit safety switch shuts off heater if upset. Signal light glows 
Complete heating comfort at a moderate price when heater is on. The ultimate in modern heating. 


“GENERAL @@ ELECTRIC 
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Wiil project all the heat from coil fan into the room 


it and forget it. 


he it. 


i indle. 


rating, 


olect uriace 


Ask your Distributor about the sensational SELL FOR SILVER’ promotion! 





ee 


...f0 cash in on the 


summer replacement market ! 


 . 


- Mereu4 








See Your Distributor for 


information, price 
of Mallory Mercury 
your distributor doe 


and prompt 


Twin Line Jatteries and 
Batteries. If 
Batteries, write or call Mallory today 


tributor nearest to you. 
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Me 0 RE than just another line of battenes 


Mallo 
not carry the Twin Line of Mallory 
for the name of the Mallory 















for transistor radios— 


Mallory 
Mercury Batteries 


The thousands of miniature transistor portables that will be going outdoors 
Mallory Mercury Batterie 

pioneered by Mallory, 
that 


And it gives far longer 


elling 
For this is the amazingly powerful but tiny battery, 
It’ 


supplies the constant power that transistors need 


this summer offer a big market for 


that helped to make these new radios possible the one battery 


life, far steadier power, far lower cost per hour. 


transistor ets you're 


And sell them for 
the best 


Recommend Mallory Mercury Batteries in the new 
selling, to assure full satisfaction for your customer: 
with full confidence that you're offering 


replacement in per 


formance and value 


for vacuum tube portables— 


Mallory 


Zinc-Caarbon Batteries 


elled tor service and dependab ! } onventional portable 


radios and flash grit Ma i | { Air 
Carbon Batterie ! bine 7 pre memade batterie nco! 
rat at i 
rcluring | t 
Matiory Battery Company 
A Division of 
delivery on the 


: P.R. MALLORY &O. inc 
ry Zine-Carbon 7 


Dis- 
e 
’ a MALLORY &2 CO ne 


INDIAMAPOLIS 6 INDIANA 
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COME ON IN...THE 























The time is ripe forAPPLIANCE ADVERTISERS to put—or keep—sales pressure 
on the great Wage-Town market. The vast majority of Wage-Town families are 


Wage Earner families...and look what’s been happening to them: 


WAGE-TOWN EARNINGS ARE SOARING... 








INCOME %4 WAGE EARNER FAMILIES 

GROUP IN 1952 IN 1957 CHANGE 
$5000 & OVER 15.9 36.0 56% GAIN 

$3000 & OVER 52.4 84.3 61% GAIN 


Today, Wage Earner families are more than half of all non-farm families 


with incomes over $5000 


WAGE-TOWN SPENDING PLANS ARE LAVISH... 








THIS NUMBER ‘ 

OF WAGE EARNER 
FAMILIES PLAN TO BUY (IN 12 MONTHS) 

2,988,000 A DINETTE SET 
2,718,000 AN ELECTRIC WASHING MACHINE 
1,272,000 AN ELECTRIC FOOD MIXER 
1.097,000 A SEWING MACHINE 

973,000 A FOOD FREEZER 


And, in soaps, soups and sundries, their purchases will be astronomical in number. 


) T | 2 | rT. CN rT YaATIN 2 - 
WAGE-TOWN’S POTENTIAL IS ENORMOUS... 
GS Of of all the nation’s Discretionary Spending Power (‘loose money’’) is in 
© Wage Earner family hands. 
kB | Cs FAMILIES —and Wage Earner families are larger, have more children than 
others—means greater need for a steady flow of goods and services. 


WHEN YOU'RE IN TRUE STORY WOMEN'S GROUP. 








True Story: 


VV an @ n \Y, Oe eS ee <2 — 2 oe 
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MARKET'S FINE! 


There’s no better sales strategy than to “put your money where your market is!”’ 





There’s no better way to reach the Wage-Town market than in Wage-Town’s own 
















magazines, the TRUE STORY WOMEN’S GROUP-—(call it TSWG, for short!) 


TSWG CIRCULATION IS IMPRESSIVE... 


Ina huge market like this, numbers count. 


TSWG: 6 5OO,OOO CIRCULATION 


When you talk total homes reached, you can add over 5,000,000 more for a total of 
over 12,000,000 homes. 





TSWG ADVERTISING REVENUE IS INDICATIVE... 





























ts $10,000 ,00O —— a 
$ 9.000.000 YT o- , , . 
T Bellwether advertisers increasingly recognize 
$ 6.000.000 A al eeutiteen . 
that TSWG magazines cover all the facets of 
$ 7.000 000 - Wage-Town living as no other magazines can. The 
$ 6.000.000 result: An ALL TIME HIGH in advertising revenue! 
1952 ‘53 ‘S54 55 ‘S56 


TSWG’s AUDIENCE IS VIRTUALLY EXCLUSIVE... 
It’s a fact. Wage-Town largely rejects traditional “white collar” magazines. For example... 


of TSWG primary homes are not reached by any or all of 
es S% the 3 major Women’s Service Magazines 


of TSWG primary homes are not reached by any or all of 
7O*% the 3 major Weeklies or Bi-Weeklies 






of TSWG primary homes are not reached by any or all of 
8S 8% the 3 major Store Magazines 





YOU'RE IN WAGE-TOWN'S BIG MARKET! 


{ Marketing & Research; Wage Earner Forum Reports. (Revenue PIB). 






ea: Re port toA BC; Kemp Audience Study; Macfadde n Division o 





TRUE STORY ¢ TRUE ROMANCE ¢ TRUE EXPERIENCE 


TRUE LOVE STORIES * TV RADIO MIRROR * PHOTOPLAY 
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Your customers 
try the amazing 





; 


BIGGEST SHAVER VOLUME BUILDER EVER! 


Here’s how it works! 


Now -- at no extra cost to you or your customers 
every Ronson 66" Shaver you order comes with the 
famous Ronson Windlite in a special 2-in-1 gift 
package — both at the cost of the shaver alone! 


Your customer pays $28.50 for the Ronson 2-in-] 
package — and keeps the Windlite just for trying 
the shaver during the trial period. No fuss 


















— 
Se 


Ton ae 


% 





about manufacturer ‘‘mail-ins’. Ronson's bonus 
offer starts and ends right at the point-of-sale 


_ 
7~ 


Here's a hot promotion that means heavy 
store traffic and extra shaver 
volume for you 


National magazine and 
TV advertising back up 
this campaign. Don't be 
caught short. Order big! 
Order today! 


Retail offer ex pire 
Dee. 31, 196 


Ss GeearTest 


‘? 


wor 


WEWARK 
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At last..4° 


| Power 


to make a 


Profit } 


Might makes right? You bet it does! 


To make money in TV today, it isn’t the 


size of the volume any more. 


It’s the size of the profit! Per sale, that is 


Ihe great TV strip-tease just can’t 


pay off any more... 
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7 Power pays oft 
profit-making 






A new proud look... 
a new streamlined 
direction...a whole 


new DuMont. 


You'll like the new Du Mont 


You'll like the idea of a short, quality line with no 
pressure-buys, no dead-wood. More than anything, 


you'll like the real profit. 


You'll like the wonderful flexibility of an independent 
line — its total divorce from the problems of other 


appliances 


You'll like the idea of fewer dealers — each selling 


more Du Mont — a// at a real profit. 


You'll like our advertising this year, too. It is un- 
questionably the most provocative television receiver 


advertising in years 
Yes, you'll like doing business with the new Du Mont 


’ i 


he 
ye 
- AD 


ie 
% 


i a 


Now —with the New Dt Mio 
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ELECTRICAL 


to get you a 


PIICE.. «4 Evy ALL 


Now... the new Du Mont builds up your profit with the most powerful selling 


drive since that retailer’s nightmare—the great TV strip-tease —first began! 


* DuMont WON'T strip its sets and tease the public with basement prices that 


don’t net enough to pay the light bill. 
* DuMont WILL deliver sets your customers will pay a real-profit price for. 


* DuMont WILL build a fighting campaign to win this real-profit price for 


you—to win customers for truly smart buying at prices that make sense. 


¢ DuMont PROFIT-PRICES MAKE SENSE because the sets are clearly 


worth it. And the ads will prove it! Not claim it—prove it. 


* Du Mont PROFIT-PRICING MAKES SENSE because Du Mont’s far greater 


value adds years of peak performance — cuts repair headaches for customers, 


service headaches for retailers. 


¢ DuMont PROFIT-PRICING MAKES SENSE because Du Mont makes an 
honest profit worthwhilz, worth getting for retailers, worth paying for sensible 


budget-minded customers. 


|] 


>< _— a MAKES —" 
; Che might that Du Mont puts into 
its power-chassis. The might that 
Du Mont puts into its shortest... 
and hottest...iine in Du Mont 
history. The might that Du Mont 
puts into the most challenging ad 


vertising in ten years. 


In 1958 —the new Du Mont might 
makes it right to sell at real profit 


prices! 





have to discount your way to disaster! 
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Power pays off...in 
= with the 






| 




















i | 
| 
PALM BEACH 21"* 


Dual speakers, 5 





Swivel base optional 
Genuine limed oak or 
mahogan y veneers 


and solids 


SHERWOOD 24"* 
4 matched speakers. DuMatic 


power tuning Casters. Genuine 


mahogany veneer and solids 


WESTMINSTER 21"* 
DuMatic power tuning. AM/FM radio 


4 speed Garrard, world’s finest record changer 
Diamond stylii, Bass and treble controls 
Separate pre-amp. 40 watts peak output 

20-20,000 cps. 4 speakers, Exclusive 
Dynacoustic bass-reflex sound chamber 
fuxiliary input jack, 45 rpm adaptor 

Storage space for 50 LP records. Magnificent 


Traditional design wed to genuine mahogany 


fm Qu Ment 


Collector Series 





in Contemporary, 


a 


ete eee hee 


REVERE 21"* 


Authentic Early 


Provincial, Traditional 


PE eee LL TERTeSe terrane 


American wed to mapt 


and Modern 
veneer and solids 
NEWPORT 24°"* Styling. Dual speakers. Casters 
Dual speakers. Genuine walnut 


or limed oak veneers and solid 











GOVERNOR WINTHROP 
Inger kad iM/IM ; l 







RIVIERA 21"* 





Ge 




















solids. Component 


rWwir 





as Govern 


RIDGEWOOD 


24"* x) reins 
OOOO 7 
4°, Y RRR ve ist? 






Dual speakers 
Casters. DuMati 


power tuning 






CHATHAM 21"* 














legs. Genuine \ Genuine mahogany 





mahogany or lined oak veneer and solids 







*Over-all diagonal 


. slid 
veneers and solids. gp measurement, 








PAGE 64 JULY, I1957—ELECTRICAL MERCHANDISING 











the new Du Mont for’58 


proud, costly look... 
powerful, cost-free performatioe!4 ea) 


































New! Designs wed to the wood! Exclusively Du Mont — impres- 

sively DuMont! An elegance of taste, a costly magnificence, another 

demonstration of the pride that makes Du Mont — and Du Mont prices 

so attractive 

Every design in the Du Mont Collector Series is inspired by the wood oe 1 
in which it i sated. And every wood mood and character is ex- 


crea d J i ars — - 
pressed in a design exactly suited to it ” 


Thus, Early American designs are simply and appropriately expressed 
in genuine maple veneers; authentic Provincial decors wed to fruit- 
woods; Traditional or Period designs in mahogany; and Contemporary 


or Modern styling happily married to walnut or limed oak 


[hese Du Mont instruments are all made of solid woods and genuine 
venee! uttested to and certified by the Mahogany Association, Hard- 


woods Association and Walnut Association 


New! Advanced electronic fine tuning — exclusively Du Mont — 
excitingly Du Mont! As exact, as wondrously satisfying as this magic 


science of electronics can produce 


New! Slenderset picture tube — with edge-to-edge sharp focus. 
New short-neck tube gives this elegant new Du Mont decor a modish, 


modern slimness and trimness — 4” slimmer than last year! 


New! The heartening news to confused customers that Du Mont 
retains integrity for their benefit. For the Du Mont Collector Series is 
made up of the only sensibly priced instruments that protect the cus- 
tomers’ continued enjoyment, their economy-minded budget with such 


costly assets as 


* Power transformer 

* 9 Microvolt Sensitivity 

¢ Front Fringe Lock Control 

« Advanced Du Matic Power Tuning 

«*Spec-rated" Circuitry 

e Electronic Fine Tuning VERSAILLES 21"* 
« High Fidelity Sound Provincial low boy wed to 


genuine fruitwood venee rand 


* Tone Control solids. Dual speakers 
° Phono-Jack DuMatic power tuning 
«30 Tube Functions 


* Long-Life Extras 





g 
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Du Mont Power-Packed 


tube. lop filite Tuning 
You'll find Du Mont quality reflected in the 





Sensomatic tuner. Transformer a 
po vered tube functions “ 


Local distance stabilizer lich 









Mahowany grain or limed 





oak 


price-leading Playboy TV and Hi-Fi series, too. 


More value — dollar for dollar — gives you 






more reasons to sell up to a real profit. 


BRISTOL 17"* 


New short neck 110° aluminized 
tube. Top Flite Tuning. Sensomatic 
tuner. Transformer powered 

25 tube functions. Local-distance 
tabilizer switch. Mahogany grain or 


limed oak grain finish 





j Hayley Sevies-HE-Ri > 
oe ¢ qT 
‘ Mayloy Sevies—Beleviston NEW YORKER 





wlnut veneered a ood cabine 


} {utomatic 4 speed record player. 45 rpn F * 
adaptor. Separate loudne bass and treble \i 
ontrols. Extended range woofer and i@ 
SPORTSMAN 14": | P. eeter speakers, Mahogany, limed oak ) 














b tutomatic 4 speed tr rd player 








REAL PROFIT? 
you want 
DuNon 


. you want to call your 
DuMont distributor now! 
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Here's wiy...you can make more money... sellin 













every 


Desert 


Largest Exclusive Manufacturer of Farm and Home Freezers 






ELECTRICAL 


freezer 


BIG selection 


most complete line of freezers in the industry 


BIG performance 


fewer service calls. . 


BIG quality 


must 


performance tests before shipment . . 
in the industry 


BIG styling 


excitingly beautiful 
Brooks Stevens 


BIG features 


Flex-Flo Cover . 
Dri Construction 
. many others 


BIG promotion 


two-color Ben-Hur advertisements will appear in 12 
leading National Consumer and Farm Magazines 
... plus tested, proven local promotions 


BIG sales 


Ben-Hur is now America’s Fastest Selling Freezer 


BIG profits 


priced right for real profits for you 


. fewer service requirements 


pass famous R.O.P. 


record-of- 
. most rigid test 


styled by world famous 





— fs 


ie 


| at ee oe 





“THE TRADE NAME OF SATISFACTION" 


You Can Visit Us Anytime .. . 


Complete Line of Ben-Hur Freezers 


Space 
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.. Chariot Glow Warning Light... 
. Safety Cold Control 


and Inspect the 
. at 
11-114 Merchandise Mart, Chicago 


SOHSSSSSSSSSSSSESOSHESESSSESSSSSESEEHSSSESESESESSHHESEESSEESESTHESEEEHESEES 


Americas \ Fines Freeper 


‘Built-in’ Models 
Individual, self-contained refrigerator 
and freezer units in Stainless Steel, 
Copper or with Custom Coloring 





oer. 


ss lll mT pega 








Upright Models A 


4.2 «6 


14 


—— 


9 
13,2 


tear 
out and 


mail 


today! 


Chest Models 


eu. ft 
cu. ft 





“Duet’’ Combination Models 


17 c.f 
20 cw. ft. 


A choice of 8 cu. ft 
and 6 cu. ft. freezer or 10 cu. ft 
refrigerator and 12 cu. ft. freezer 


refrigerator 


BEN-HUR MANUFACTURING CO. 


Dept. L , 634 E. Keefe Ave. 
Milwaukee 12, Wisconsin 


| want to make more money selling freezers 


complete details 
Nome 

Firm 

Address 


City 


Zone 


State 


send 
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... proved its value in Kansas City’s flood” 


says HARRY C. FEINGOLD, President, 
Superior Distributing Company, Kansas City, Missouri 

















The all risk insurance coverage included in 
Commercial Crepit’s floor plan proved its value in 
Kansas City’s flood back in 1951. One of our dealers 
was protec ted for $75,000. We've served the whole 
* state of Kansas and half of Missouri for over 13 
years, and used Commercial Crepir all that time. 
We can get fast credit approval from any part of our 
territory thanks to Commerciat Crepits network 
of local offices. These local men really know eondi 
tions in their areas, and we have found their mer 


chandising help of real value. 


Commercial Credit dealers 
are successful dealers 





Write or call our nearest office for complete 
information on the benefits of COMMERCIAI 
Crepir Plan. Why not do it today? 


A service offered through subsidiaries of the 


yy 
Commercial Credit Company, Baltimore . . . Capital a 


and Surplus over $200,000,000 . offices in principal 
cities of the United States and Canada 
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PIF TIETH ANNIVERSARY 


TAKES A LONG LOOK BACK 
AND A SWEEPING LOOK AHEAD 
AND CONCLUDES THAT AS FAR 
AS PRODUCT AND DIS'TRIBUTION 


Biggest Changes 
Are Still Ahead 


By TED WEBER, Jr. STORY STARTS ON NEXT PAGE 
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AFTER 50 YEARS: 
The Biggest 
Changes Are 


Still Ahead 


CONTINUED 


THIN 10 years the appliance-radio 
Wiv industry's volume will have 


limbed to almost $15 billion an 


nually, a jump of more than 75 percent over 
last yea figure of + billion 
This volume of busine will cover a vast 
ety of goods, many of them almost un 


known at the present moment 

Phe product will be delivered to a 

tly bigger, wealthier market 

And the vill be distributed by a market 
vell lave a drastically 
today 
black 


magi no witchcraft Ihey are built upon 


tem vhi hy na 
erent form than the 


Vrediction like thi nvolve no 


diff industry know 


two foundation: 
1) ‘The fact that the general hape the 
American & will take in the next 10 
cars 18 general] greed upon It remain 
only to fit the 
into this general outline 
Ihe fact that thi 


ONO 
ipphian e-radio-l'V_ industry 


industry has alwa 


i the past d veloped on an evolutionary 
rather than a_ revolutionary pattern Th 
may be a difficult concession to make l'o 


it da to dar prob 


the individual immerses ] 


lems new development cem to me with 
tartling peed. Yet no matter how carefull 


one examine vhat has happened in the 


industry in the past 50 vear the onclusion 


| 
is ine ipable that few de clopment have 
fewe! 


ihe id 


been reall revolutionar ind even 
ould not be foreseen at least 10 vear 
of thew actual impact 
Given these two premise th rencral 
hape of the economy and the evolutionar 
radio-T'\ 
it possible to me up with a relativel 
vill be like 


timetabl 


industry 


pphiance ndustr 
picture of vhat tomorrow 

hi do 
can be established in advance Th 


has learned on many occasions that it’s im 


not imply that an 


possible to foresee precisely how and when 


1 product will achieve commercial acceptance 
Ihe advent of television is a good example 
Ihe product had been shown well before 
eriously doubted its 
Yet the speed with 
which it grew once the commercial market 


the war and no on 
ippeal to the public, 
had been opened surprised everyone within 


the industry. Certainly few advance time 
tables would have done justice to the almost 
of the product. Never 
thel the fact remains that the forecaster 
f 1940 would rtainly have made allow 
for ‘I'V in the picture of the industry 
he was predicting { 1950 or 1955 

That why toda forecaster knows full 


! ] 
well that he must make 


overnight icceptan é 


het 


illowances for new 
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raw materials, for new 


for sociological changes 


OUTCCS 


W hic h 


of energy, and 


may have a 


profound effect on the market he is to serve 


ten year 
hape of it 


degree of 


] The economy 


tremendou 


Cal Uhere 


CTad 


holds, in gross 


umer disposable income 
hese change 


economic result 


rather drasti 
I here 


hence 
his forecast ma 
hould be 
Thus it is that 


certainty 


error but 
in predi f 


ad whole 


growth over the next 10 to 15 


o doing the details of 


the general 


reasonably accurate 


vith some 


will how 


tartling increas in 


They will also 
ociological chang: 


WM il] he 


| population, in the number of house 


national product and in con 


will produce more than 


stimulate 


tartling product changes 


in the mie! handi i handled by the appliance 


radio-T'V dealer 


tionary’ of the 


Probably the most 


be in ipphiance the 


ist transformation of appliance 


them toda into 
part. But tl 


produ t mnovatyi 


lectri hou cv 


+) ‘The 


tinue "he rol 
for drasti 


hape of distribution 


destines 


may be 

however the 
that almost 

urvive ind e' 


fomorrov 


It is difficult 


yrouping like 


tably produ i 


other Neverthel 


useful tool in 
orld of 
ments will 


STATISTICS 


1950 
1951 
1952 
1953 
1954 
1955 


1956 


Forecast 
1957 
1958 
1959 
1960 


1965 


1970 


the basis for ccurate portrait of tomorrow’s market 
POMORROW S STORY: 
o e 
oer, Richer Market 
A Bigger, Richer Marke 
Consumer 
New Nonfarm House Gross National Disposable 
Dwelling Units holds Product Income 
Billion 1956 Billion 1956 
Thousand Million Dollars Dollars 
1,396.0 44.4 3299 232.9 
1,091.3 45.3 54.2 236.5 
1,127.0 46.1 366.6 242.7 
1,103.8 46.7 381.6 254 
1,220.4 47.4 374.6 257.2 
1,328.9 48.5 401.7 274.4 
1,118.1 49.6 412.4 286.6 
1,000 50.7 424.0 294.0 
1,100 51.9 432.0 300.0 
1,200 53.1 446.0 310.0 
1,275 54.4 466.0 325.0 
1,400 61.3 560.0 390.0 
1,600 68.8 671.0 474.0 
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distribution 
igned the 


revision 


the 


ignificant 


hanged 


uch a 
orderly 
These 


tomorrow 
therefore 


forms 1 


] 
i} 


radio 


o be 


“revolu 


as we know 
ilready ap 
important 


television and 


revolution will con 


retailer 


and 


Ccins 


the whol 


the wholesale level 


ivTces 


prosper—in_ the 


FOTIZE 


e each 


erve a 


PELL 


Population 


Million 


151.7 
154.4 
157.0 
159 b 
162.4 
165.3 
168.1 


171.0 
173.8 
176.6 
179.4 


193.3 


209.4 


ippliance retailer, 


exper tation 


that he will 


world of 


forecasts into 
ilmost inevi 
orresponding effect on the 
rrouping is a 
ipproa h to the 
four develop 





E,.ecrrica. Mercunanpisinc’s look into the 
future 


The Growth of the Economy 


Drawing a picture of tomorrow's market 
i much more complicated task than simph 
piojyecting today’s known quantities 


Such projections, unfortunately, are only 


the beginning. (For such a beginning see 
lable 1). Once they have been made the 
inter-workings of each on the other must 
be calculated since a change in one can 
produce important corresponding changes in 


another 


l'ake population, for example. We can rea 
onably expect -an increase of about 38 mil 
lion in the next 13 years. But it’s 
that the 


ive group l 


obvious 
population distribution as far as 
oncerned will not remain 
tatic. With a growing life expectancy, the 
itegory will grow 


Thus the 


gain in population of working age will be 


numbers in the over 65 


So too will the younger peopl 
considerably smaller than the overall in 
crease. And even this figure 
to still further 


now are that more and more 


will be subject 
modification Indication: 
young people 
will go to college (a highly desirable develop 


WN hic h 


omplex Phi 


meat for an econom promises 
to become more and more 
uts down further yet on the working force. 
Sociological horter 


work week) will exhibit a restraining in 


change uch as the 


fluence on the number of hours worked by 
labor force Thus the 
of the population as a whole, 


the available growth 
the population 
of working age, the working population, and 


worked by 


each grow at a different speed 


the hou that population will 
That’s wh 


€ magic number which, when 
tatisti 


there is no sing 


ipplied to today’s will provide an 












“There is a renewed consciousness of the family 
with a conscious effort to make the 
home more secure and pleasant in the face of in 
creased tensions in the world at large 


os a unit 


tudic d 


i good ouide to 


But th tat tf) wi do po ( 
one at a time in provide 


what ma happen Her how they hape up 


Population. By now, almost everyone 1} 


iware that our population is growing rapidly 

O rapidly that it i 
nificant development to be 
ibout the 


tudy of popul ition 


probably the most sig 
taken into con 
sideration in talking future 


Unfortunatel thre 


not an exact science—as post-wai experience 
has p d. In 1946, demographic expert 
ted that our population would climb 
t | million \ L96I 1 hgure ictuall 
is early as 195] l'oday, popula 
tion ha limbed to 170 million, millon 
her than the 1946 projection had est 
ifed fT YY ur population is growin 
it the rate f fi per minute and toda 
f ill for a 1970 population of n 
| 
The fundamental error in the 1946 for 
t was the a umption that the low birth 
it f the 1930 vere normal and that th 
high level of births in the early 40’s were (a 
id happened befor 1 wartime phenom 
non Now it ippeal obvious that the 30 


ye the exception ind that higher 


th rate vill continu 

l'oda population increase ha taken 
pla n the face of the fact that the famil 
formation rate in recent years has been 
] behind 1947. (This is one result of 
thie birth rates during the 30's.) Thi 


iradox | explained to a great extent by the 


fact that people today seem dedicated to 
er tamil In a recent pec 
\ Johnson, vice-president of the J. Walte: 
I son ¢ pointed ut that while birth 
ed ily 6 pe nt betyw 1940 ar 
ths of id ch nped | 
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percent, third children by 125 
fourth children by 
A population gain quit 


percent and 
110 percent 

naturally indi 
cates an increase in the number of house 
holds. Since 1948 household 
percent (from 42.4 to 49.6 million in 
think that by 1965 there will be 
61.3 million such units. In 1970 thi 


will have climbed to ¢ million, a gain of 


risen 16 
1956) 


have 


and expert 


higure 





“A very real result of this ‘family directedness 
is a tremendous movement to the suburbs.’ 





higure 


sv percent over today 


People: Their Homes. In 1950 avout 5.6 


maintain their 


Ink pointe 1 out recently 


percent of couples did not 
own home, Printer 
but by 1956 this had fallen to 3 percent : 
‘Thus, although the 
creased by 
only | 

wn home in 
1950 


number of couples in 
durnng that 
milhon did not 
1956 a 


millon period 


maintain thei 
compared to two mil 
that by 
will not main 
although the 
couples will have harply 
Since 1940 hom doubled 
Factors other than population gain’ enter 
into the expected demand for new housing 
dwelling today 
half are over 30 years old and 


Hotwm in 1C¢ MbapaZinne CaICTS 
| I" predict 


1965 only one million couple 
tain their own home number 
1ric T¢ i ed 


OwWwlhel hip ha 


Replacement ot existing 


ilmost two 


thirds are over 20) is one In 1950 almost 


three million non-farm home VOTE iil i 


en mil 
toilet 


ind another se 
bath oy 
affecting the 
mobility of 


dilapidated condition 
hon did not 

Still another factor 
building market is the 
About on 


Cal hi ycal 


have a private 
home 
today’s 

familie 


population of every five 


moves md (as pointed out else 
uled in marked 
In the 


home 


vhere in this issue) this had re: 


in regional growth patterns 
ownership of a 


hanges 
future, too econd 
igmihcant demand factor in 
thie housing held. And in the 
as today, the trend to the 
ustain the demand for 

Out of the City. 
cent of the countn 
1950 ha 


of metropolitan rca 


may well be a 
future, even 
uburbs will help 
new housing 

Better than eighty per 
popul ition growth since 
taken place in suburban sections 
Ihe general popula 
tion has grown by nine percent in that period 


hile central itn Over ')OU0O grew onl 


hve per it and areas outside metropolitan 


MORE? 
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AFTER 
The Biggest 
Changes Are 
Still Ahead 


50 YEARS: 


CONTINUED 

j | 1] ) 
i j i? ! init Th } pr 
nit It Timnat that if ut it 
four persons n 1 the i 

(Obvious) hie i the rowth of our 
p pulati m has b ik factor in an 

i] l¢ lopm ! in } But 
th ine ther j und th trend 
| booklet he ich 

! 
} Batt ! fb ' ) tin () i | t 
t! fact ! j miarria rate of the 
| twa il fam formation, increased 
famul i7 aes ror | ng room the hou 
nora r ti utom | nd d 

lopment ol Pal a tran ystem 

Phe trend to subs in living ha important 
mph itions ft thie ipphian e mdustr A 

i 

bortune pomted out some time ago the sub 
urban fami ha if her iC One than other 
roup mad th ite of home owner hip l 


mificantly higher than in other area 


percent in suburbs as against 41 percent in 


metropolitan areas and 60 percent in the 
rost of the ountry 

People: No More Poor, All that has been 
id thus far about population growth a 
umes true proportions onl hen examined 






a ts 











; ; | ; 


l it | OULLIO 
\merica ha been undergomg Present da 
proyection ! xample indicate that | 
1'Y/U serous povert is a broad cial p 

n will have been nearly eliminated l'oda 


there are | than half as many families earn 
w under OUU a ear as there were in 
19 ind families in this group have been 


increasing their purchasing power by 4.5 pe: 
cent a year 
of mor 


importance to the appliance in 


dustry, there has been a simultancous growth 
in the middle income 
Average family income after taxes increased 


Designers want simpler styling 





“Designers now think it may be 
possible to marry the advan- 
tages of the built-in and the 
free-standing appliance. An ob- 
vious step in this direction would 
be to get the free-standing to 
fit better 


b + percent between 1941 and 1953 
hus the average family in 1953 could afford 
to buy about five items of consumption for 
every four it could afford 12 years earlie1 

In 19 there were probably not many 


more than five million families with incomes 


hich would corre pond it today's prices to 
$5000 and up. Even in 1941] such familie 
ippear to have numbered under 10 million 


In 1955 there were over 21 million 


In 1955 about 25.8 million had incomes 
ifter taxes) of over $4,000. Experts think 
this group could increase to 36 million by 
1960 Amo Johnson point ut that the 


but commercial con- 


siderations and increasing automation of appliances often 
produce a finished product which is far removed from the 


TTI eee 


PULT, 


drawing-board sketch 


‘ 


_ 
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"a t 19 tn ¢} 
} } tot } i ( 
to th 
\ nm t 
I i retiona cndin 
| the surp pend 
hat ] b 
t ta st il t 
f tl ! i if f food, cloth 
id t j t to the 1940 actual 
t | f } if takin nto a unt 
tp total estiim ted 
t >i ilmost 6.5 tim as 
{ th 0.4 | min 1940. By 1962 
t hy 10 bi n Johnson, and 
i 1 Of t uld hit th +280 billion level 
naking an I or ¢ vercent over the 
19OS¢ | ik 
[here is anot ma f purcha 
} pow iSuMe! hort term dit 
Credit outstanding ha oared nee 1940, 
t ipparently no reason to feel that 
t] wth will b halted Ihe recently 
ted lederal Reserve Board study of 
nsumer redit estimate that by 1965 
families will b putting more and more of 
pendable income into installment buving as 
mpared with current levels and with past 
It's a Different World 
Statist ilomne however, cannot ic 
quately describe what has happened to 


American life in recent year he changes 


iave been sociological as well as economic 


Thus, while the growth in population and 
home ownel hip ind size of family have 


] 


ilready been pelled out, these are all but 


it of a nev ense of what one observer 


il] family directedne And this is a 
difficult phe nomenon to describe. Basicall 
t revolve round a renewed consciousness of 
th famil i 1 unit 
How is this manifested lo begin with 
t ion ittected na yhiysical CVISE 
bhi more i ity f owning on 
A om D hou tten needed 
1 th 1 il necessity f more 
n } 
But th 0 il effect. t 
| fim i ten ns at work in the 
i at la th l i scious effort to 
the | n it least, n ure 
Wh ill th nean to the econom 
, ult | een to courage th 
nent to th uburb Many of the a 
nent th j ive Am in ( fo con 
himself that such move is desirable 
ive ound benefit ometinn rather 
SOI to his family—more living room, 
tter hools, more recreational facilitic and 


onforming to the generally accepted idea 
that this is “the thing’ to do for one’s famil 

It is, of course, impossible to divorce any 
h trend from economic factor hus, in 
ised incomes, easier credit, the increasing 
ce of renting—all these economic con idera 
ons have made it practical for the family to 
migrate to the suburb 


Many other of thi 


whi h have bee 


ocial development 


hould be con 


1 taking place 
lered here also. Among these are an in 


ise in leisure time, the trend toward “do 
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If ict ti the hanging level I 
it 1 which a thought to be nec 
t hiftt if t vhiite la t l 
b th ised tiviti rT 
t l tl { if nat I 
nan ! if iships and rtainly not 


oked although dit ult t isolate 


th mpact of world tensions and im urity 
Many of thes ipp to the po] ilation as a 
ole and not e 4 uburban dweller 
I hie point 1 how Cl that thes¢ ocial 
hange have alt | th vhol hape of the 


Ameri in market 


It not difhcult to p idl example of 
the busine change oduced by these social 


I 
ndition Among the most obvious are a 


trend to labor-savin ipplian ( the growth 
of sh pping centers, the popularity of do-it 


vourself materials and tools and the develop 
ment of what 1 nm mans Val basically a 
luxun market 


Will these chang: ontinu Th in 


ver to that is undoubtedly v but once 
rain there are no tangible yardstick b 
which to prove it 
Consider, however, the changes which 
utomation will make inevitable. There will 


be an upgrading f the labor needed to pro 
luce good This doesn’t mean just skilled 
mechanics but the planners necessary to 
un an automated economy. This will mean 
nevitably a premium on the educated “think 
ing’ man. 

Chis in turn mak t obvious that the 
current trend to increased education will con 
tinue—and even grow beyond the levels of 
today. And it indicates that the growing 
number of white collar workers in relation 
to so called blue-collar employe will also 
ontinucd 

Although working how 
ippreciably in recent years there i 
pread belief that they will 1. the tuture 
Phu thie 


haven't dropped 
a wide 


npact of leisure time activity 








“The housewife may well resent a kitchen so automatic that her role 


. 
be even frong than | { ha 
Iinally, there as eve ndication that 
Id tension \ ontinue it that or 
pondingly, thi will be an ettort to in 
a t} ( irit tr th id dual ic hy 
I » the vn cn ninent 


The Industry Tomorrow: The Product 


All that has been said thus far is much 
more than merely background against which 
one can examine the future of the appliance 
radio-l'V industry. lor these social and ¢ 
nomic developments will also attect the na 
ture of the industry itselt 

Nowhere will thi mpact be mere ob 
vious than in the field of product design 
Consider, for example, the manner im which 
one designer approach the task of pr 
ducing a basic design philo ophy for the ap 
pliance of tomorrow 


Hle illustrate hi 


i series of concentric circk Ihe inner circle 


ipproach by sketching 
P| 


represents the appliance itself but determin 
ing it hap ire th onsecutive outer 
circles of the “kitchen”, the “hon vcd th 
world Only by understanding the fore 
it work on each of these successive environ 
ments can one understand the shape they give 
to the succeeding imner circles 

oncept, you will 
“worldh 
ind developments will have an impact on the 
econd of the 


concentric circle Fhe citizen of tomorrow 


If you accept this basi 
readily understand that tension 


ize and type of house—the 


can then be reasonably expected to spend 
more time trving to make his home at least, 
more secure 

This obviously pose problems for the in 
dividual and quite logically many of these 
have become the ver pecial concern of the 
woman of tomorroy 

ihat’s why one of th 


ipphance designers feels that the whole que: 


country leading 


tion ot cle wining tomorroyv product can be 


MORE> 





as a homemaker is reduced to the impersonal one of puthing buttons 
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Hlome Was Never Like This... But It Mav Soon Be 













WHAT CAN HAPPEN TO A SINK? Lots of things, say designer 


vision for a variety of hot and cole 


j pro THE “EXPLOSION” OF THE RANGE into individual cooking 


1 beve rages on tap units may force the housewife to mechanize herself 


LET IT SNOW outside. Indoors a 
}}) radiant canopy will make if po 
sible to sleep without cover: 





} 
| 5 w 
| peer" 
t < 
° t 
7 
TELEVISION BROADENS ITS RANGE. for entertainment THE ULTIMATE IN CONVENIENCE may be the motorized dishwasher which at 
big, on-the-wall screens will be developed whil mall the push of a button clears the table and sends the dirty dishes into the 


TV onitor will serve as built-in baby sitters dishwasher 
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MIRACLE FIBERS and new appliances may 
make possible a “‘laundry-closet” which will 
quickly wash and dry a suit ready for wear 





CLEANERS WITH BRAINS could relieve the 
housewife of the last bit of work connected 
with cleaning floors and rugs 





a 
it 

















THE HOUSEWIFE’S DREAM appliance is this 


home laundry” which washes, 






dries, irons 
and folds clothes, all automatically 













summed up just this simply: what should we 
do for women. This seems obvious but in 
I'he de 
signers attention cannot at the same time 
be focused on what the distributor and the 
dealer want if his ultimate norm for design 
l the 


tions must be subordinated to broad func 


practice it is not always so simple. 


consumer. “Commercial” implica 
tional considerations. 

In the broadest sense, of course, commer 
cial implications and complications cannot 
be ignored. Every designer at work today 
is faced with the problem of factoring into 
his work some consideration of the declin 
craftsmen 


ing number of tradesmen and 


available for work in the home. That's why, 
for example, mure and more designers ar 


asking themselves if the built-in trend is 
valid. Quite obviously, such a “commercial” 
consideration is a legitimate concern of the 
designer of tomorrow’ 


But a 


igners find less valid is 


product: 

commercial consideration which de 
change for the sake 
“There must be’, one designer 
marketing 
tools other than surface styling changes. Why 


of change 


pointed out recently, “effective 


then, must we continue product changes 
which aren’t functional.” 

Ihe demand for such changes will never 
be eliminated completely and may even in- 
crease as the industry relies on obsolescence 
to spur sales. One designer points out, how 
ever, that style changes as such may be 
harder to make as more and more production 


Thus 


conceivably be reserved for periods when real 


is automated ‘tvling alterations might 
technical improvements are to be made 

other valid 
which the designer must face. A 
product which i 


There are commercial con 
sideration 
ideal from the functional 
point of view may fail because the poten 
for one 
Such refusal 


can come even from distribution. The de 


tial market for the product refuses 
reason or another, to accept it 
igner and his product do not operate in a 
icuum and public and trade reaction must 
be considered 

Still another 
the recognition of the 
ervice. Here the de 


be to do everything po ible to simplify the 


ommercial consideration is 
problem posed bi 
igner’s obligation must 
product’ ind then to make 
easy the servicing still found necessar 


All of these are general 
which apply to applian ( is well as 


ervicing need 


consideration 
to radio 
ind teievision. But there are additional 
trend trend 
which are unique to the products involved 
APPLIANCES: In 
i trend to the 
fortunately, this is not a 


which must be considered, 


veneral, designers see 
“contemporary” look Un 
vell-defined term 


l'oday it means basically a built-in or squared 


off look. In five or ten years, however, it may 
have a considerably different meaning 

Even assuming that it continues to have 
the ime meaning in the future the on 


temporar look poses pl iblems for the de 
igner. “The basic one points out one ex 
pert is how to achieve the contemporary 
look without tearing up the kitchen.’ 

Such remodeling has become the 


biection to built-in 


biggest 


ipphiance Designer 


now think that it may be possible to “marry” 


the advantages of the built-in and the free 





standing appliance. An obvious step in this 
direction would be to get the free-standing 
to fit better. This iraplies some conformity 
to modular dimension (yet to be set up) as 
well as turning to the squared-off look 

Before getting further into product detail 
it might be wise to talk briefly about some 
other general considerations. Basic among 
these is the question of raw materials. 


While there are 


materials in development which show con 


new and/or improved 


siderable promise for application in the ap 
pliance industry, manufacturers are cautious 
in being specific about them, For one thing 
they are themselves uncertain of both ap 
plication and acceptance. For another, some 
fear that new materials might be employed 
merely for the sake of exploiting them, “It's 
true that some dream material may eventually 
illow ipplic ition impossible today,” one 
designer said recently. “If so, it’s a big temp 
tation to design such applications into a new 
product without adequate consideration of 
whether anybody really wants or needs the 
product in that form.’ 

rhe two products receiving the most pub 
licity as new materials are plastics and alumi 
num. As far as the latter is concerned, manu 
facturers fee] that new finishes and alloys will 
give designers more freedom in the future 
Now in the development stage, for example, 
are decorative finishes for aluminum which 
are brighter and more durable 

It is in the field of plastics that the most 
peculation is being done Use of plastics 
could conceivably lower tooling costs, facili 
tate short runs, and bring a new dimension 
to color by 
the appliance 

Will there be a trend to simpler products? 
One top designer feels that styling may tend 
to be | Ihere will be, he feels, 


I ittempt by “over 


ictually molding the color into 


“gaudy” 
to impr peopl 
radgetry.” Yet 


forces 


powering them with trim and 
the same man admits that there are 
it work which tend in the other direction 
lor one thing, as the product becomes more 
versatile and useful it is almost inevitable 
that it 


( ompli ited 


controls become somewhat 
Just hoy 


1 hi ille nge cngimecel 


more 
simple they can be 
made | ind designers 
must meet 

In addition, there is a human element in 
Stylists feel that the con 


sumer wants a new 


thi equation 
product to have a dis 
tinctive appearance—one often achieved by 
extra trim and gadgets 
for an electronic oven wants it te look like 


oven,” one designer 


No WoThan W ho pays 


a conventional electric 

pointed out recently 
All of the considerations just mentioned 

do little to pro ide a 


pecihic picture of the 


ippliances of tomorrow, That's because the 


color or styling can be 


question of material 
ipplied to every in the fun¢ 
tional ce 
possible—within limits—te 
tangible idea of what 
Having iid this it is necessary to add 
qui k] that 


very unsure of what the future may hold 


ipphance It 


ign of individual product that it 1s 


ome up wth a 
ibe id 


manufacturers themselves are 


In each firm, engineers and designers are at 
work on prototype units. Some of thes have 
idvanced to the working model stage But 


(Continued on page 15 





Our Changing 
Mass-Market Economy 


in 50 years we’ve developed from an agricultural 





country of 87-million people to an industrial nation of 





171-million who move more often, live longer, earn 


f 
more, work less, and spend more Do 
One result of it all is that in 1957 the average consumer 
will spend $200 for consumer durables like cars and 
appliances instead of the $23 he spent for the same 


purposes back in 1907 


By THE McGRAW-HILL DEPARTMENT OF ECONOMICS 


UKING th past halt cen kept our group Of senor member nore than nullion half a cen in the imdustrnial and farm. state 
) tus Nmerica § economy ta teadily mcreasing tury ago. Farmers have been leav f the North Central region growth 





















han | tromendou Ou Rapid population rowth = ha ing the farms to work in better ha ipproximated ¢ percent 
population has doubled in- fift been coupled with rapid movement paying industries in the citi And Because f thi hift to the 
cul \nd in the pro it ha f our population im the last five i ity dwellers the pur hases of West, th ent f the nation 
vift from the Kast to the South lecade Peopl have shifted from many kinds of goods and service population ha noved ipprox 
mal West. Prom a ninantly farms and rural areas to cit Phe have increased along with their in mately 150 miles to the West in 
itu it othe irl hia from large entral ome \ similar up rading ha the last i ind it til 
LYOl Vm i tas | ce the it into the frin mad suburb taken place for factory worke1 mi 
rant rdustria ition im th f thy t And th ha noved moving from run-down industrial 
Ju tion today has th from the eastern sections of the districts to better neighborhoods in Employment Trends 
| hest stan 1 of i vith th ation ft the West and t th the cits r the suburb Iwo em] nt trends of th 
ind per tam South Th hift to surburbs has be past 50 i tand out. ‘The first 
i And our national incon \ t on population ri pe ial] tificant in the is the ubstantial decline which 
I i edistriibuted amon 7 t 1 the United Stat mdi t two decad While the popu has taken pla e in the number of 
that America provid ited that 9 out of 10 people o1 lation of central cities grew about workers on farm Th ond 
t ma narket { high | Ider has moved at 14 percent from 1940 to 1950, th the tremendous growth of employ 
priced sun urabl least on 1 the liftim he population of the suburbs around ment in the industric 
Population Growth and Mobility “ ul . n ved th ‘ “~~ on a th i Gren a ed ibout 36 a ae ed as 5° aie iu ine indi 
evi fifteen persons in the nation nt—or about 24 times as fast a tric 
loday there are 171 million » nove nto a different county each thi population in the citi Th l'arm emp ment has declined 
ns im the United Stat raft ear—and that one out of five pe trek to the uburbs is continuing more than 40 percent sinc 1907 
is ago our population totaled ns changes residence each yeat in fact it has accelerated since 1950 while employment in practically 
nl million peopl Vhus in a In the proce of changing resi And as people acquire new sub every other major industry has in 
half ntur population ha dence i family usually finds itself urban homes. new demands for creased. In } 107 farm employment 
mist about doubled Ih biggest pendin i lot more mone‘ household goods are created totaled 1] nillon Th igricul 
increase has taken place in the 6 A significant percentage of our tural group a inted for approxi 
ind over age roup of the popula Migration of the Farmer population has ere clear acro mately one-third of it cnnplovment 
tion. While overall population ha During the last fifty years, the the countrv. The western region of in the early 1900 l'oday, it totals 
loubled, the number of people in urban population has been growing the United States has grown faster roughly 6.5 million, accounting for 
the 65 and over age group has in it the expense of the farm popula than anv other section of the na ipproximately 10 percent of the 
reased about fourfold. The dra tion. The farm population show tion. The increase in the West labor force 
matic increase in the average life i sharp decline in absolute num ince 1900 has reached 250 per : ; 
expectancy from about 50 years in bers , lodav’s farm population cent. In the South. the increase i Growth of Service Industries 
1907 to cl to 70 vears now ha totals 22 million compared with ibout 75 percent. In the East and The United States is an indu: 


Continued on page 170) 
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Populatien Shift to West During 5 Decades 


NORTHEAST | 





Consumer Spending on Durable 
~~ Goods Increases Spectacularly ———p4 


y’ 


Installment Credit Zooms 
Over a Quarter of a Century 


y 
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Billion 


Dollars 
300 a Tan 7 7. 


Consumer Spending on Goods 
=— and Service Grows 
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No people of any age or any 
nation have ever lived so well as 
the middle-income, American 
family of 1957. Witness the Jack 
Vincents of fos Gatos, Calif., who 
live fully, pleasantly, easily, and 
even richly... all because they 


live electrically. 








Because of the 





big changes we ve 


already had... 


The Vincents 


Live Electrically 
cowie LOoday 
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ELECTRICAL 


home outside the 

the Vincents In 
personal life firmly tied to the us 
| equipment W hile * the leep 
travel, work, pl 
the ire demon 
than 


a life 
e full 


MERCHANDISING JULY, 


home last summer. From chow based on 


CXPCTICTIC( CXpO ure ccononil factor iti 
fluence of industry and utilit promotion 
the Vincents went all-electnc im their new 
hom No direct selling by anyone in the 
electrical industry guided their judgment 
And at no time in his career has Jack Vin 
ent, manager of industrial de clopment for 
the San Jose Chamber of Commerce evel 


been associated with the electrical industry 


Neither has Kay Vincent, nov pie 1 with 
in accounting firm 

ctrical living 
ind as they live 
When  interviewe 
CHANDISING for thi 
itis iS Mi 


leading normal |i 


And Jack Vincent ce 
mented “We V I l of the 


ments is proof of how thoroughly a half 


entury of electri | 


i] industry development ha 

penetrated into American homes—and into 

the American mind 
What the Vincents call 


i home for which the electrical contract alone 


normal’ include 


vas $2278, including installation of an addi 
tional $625.00 worth of electn heating 
equipment 14 mayor 
195.94, 26 small apphances costing about 

} 1\ Radio, et osting >» In 

mid-winter the Vincent pa PG&E about 


ipphan ( costing 


1) a month and in mid-summer about 
month for the urrent that thie 
ood of their way of living 
In the following article, iiecrar 
( vith the \ 
ily during th 
i famal enjoying 


the i! 












































VINCENTS CONTINUED 


These Are the Sources of the Be 
Vineent Standard of Living. E 



















am 
a s 
DEALER OR SOURCE COST OR VALUE ; 
Electric Heating Equipment Pfeiffer Elec., San Jose % 
49 ft., Baseboard $ 143.00 . 
2 2-kw wall heaters with thermo $ 158.00 3 
2 l-kw ‘ 59 00 
1 1.5-kw “4 with timer 59 .5( 
| master control 25.00 
wall thermostats 58.50 
| outside control 29.00 
| load regulator 100.01 ' 
— . 
$ 628.00 
Cost of Wiring Home $2,278.00 
Major Appliances m 
Refrigerator E. A. Davis, San Jose, 1956 $ 279.00 2 
Freezer 1950 568./3 
Automatic Washer House of Kitchens 
san Jose, 1955 350.00 
Automatic Dryer House of Kitchens 
San Jose, 1955 228.26 ' 
Range E. A. Davis, San Jose, 1950 450.00 
Built-in Oven House of Kitchens : jal 
San Jose, 1956 55.00 4 "wi 
Dishwasher House of Kitchens, 4 
San Jose, 1956 215.95 
Disposer House of Kitchens, 
San Jose, 1956 89.00 2 
Water Heater, 30 gals House of Kitchens, ot 
San Jose, 1956 80.00 an 
al 4G ” House of Kitchens, ey 
San Jose, 1956 114.00 EL 
Power Tools San Jose Hardware, 1948 225.00 ra 
Sewing Machine Singer, Palo Alto, 1941 113.00 a‘: 
= ca 
$2,867.94 Some 
Electric Housewares a. 
Coffeemaker Gift, 1955 $ 19.50" g 
loaster 1929 5.50” a 
used at Vincents’ hunting shack, Los Banos, Calif A 
Toaster Won at Bingo Party 19.95 
Mixer Oildale, Calif., 1937 18.00* 
Blender The Emporium, Valley Fair 49.95 
Waftflemaker E. A. Davis, San Jose, 1947 14.25° 
lron, Steam E. A. Davis, San Jose, 1951 15.95 we 
lron, Dry t. A. Davis, San Jose, 1949 12.95 oi 
Vacuum Cleaner Electrolux, 1949 77.00 pe sre 
Exhaust Fan Pfeiffer Elec. San Jose, 1956 34.95" 
Razor Gift, 1954 22.00 
Hotplate Minnesota during 1920's 9.50 
used at hunting shack 
Vaporizer Willow Glen Drugstore, 1948 7.50 
Blanket t. A. Davis, San Jose, 1952 net 22.95 
nh exchange for model purchased in 194 
Frypan Werry Electric, Palo Alto, 1957 22.95 
Heating Pad Anchorage, Alaska, 1942 15.00 
Corn Popper Gift, 1956 9.50 
Alarm Clock Corner Drug, Los Gato 5 50 
BBQ Spit Palo Alto Hardware, 1957 12.00 
Deeptryer Gilt 9.95 
Charcoal lighter Peninsula Hardware 1957 5.15 
Portable Drill Peninsula Hardware 1954 27.0 












433.00 
TV, radio, hi-fi 








Television, 21-in, Coast Radio, San Jose, 1953 $ 465.88 
Hi-Fi Coast Radio, San Jose, 1956 200.45 
Table Radi Gift 1947 mode 35 OO 
Phono turntable Coast Radio, 1953 15.00 
Portable phono Coast Radio, 1954 31.00 
Portable Radio General Appliance, San Jose 36.00 
Remote speakers, seven with volume controls, approx 50.00 






$ 833.33 





The Vincent's total electrical investment $7,040.27 


*Electri 





i) Merchandising Estimate 











“WHAT CAN you expect of a day that begins with getting up in the 
morning?” The Vincents, as Kay turns off the alarm at 6:30, can 
expect a day in which their lives will be easier and more pleasant as 
a result of their owning and using at least 40 individual pieces of 
electrical equipment 


A! the beginning of a day that will put to use most of 
rs their 40 individual electrical products, it is ironic that 
the Vincents should begin with the most strident appliance 
in their home—the electric alarm clock 

Only the knowledge that thermostatically-controlled el 
tric heat has made the bedroom and the bathroom ple isantl 
varm Ca the pain of the alarm clock’s 6:30 a.m. ring. So, 
too, does the knowledge that a coffeemaker, plugged to the 
iutomatic outlet on their range has started operating man 
minutes before the alarm 

Lhe Vincent family starts a day that will be electrical be 
suse Jack msisted on 200 imp. Service when the house was 
designed. lor a long time to come the Vincents can add 
electrical equipment without any danger of bringing the line 
to capacit 

Why did the Vincents go all-electn By necessity no ‘ 
neighbor built at the same time in | ind put his heat 
vater heating and range on bottled fuel. lor safety?—, " 
both Jack and Kay Vincent. For convenience?—vyes, sa 
Kay, partly so says Jack. For another reason?—vyes, says Vin 
nt, who attributes some of the all-electric decision to th 


economic Observation, “Of all the available fuels, only el 


tricity shows any possibility of staying at th resent pric 
or actually getting cheaper in the future 

\s liaison between the San Jose Chamb« tr Comm 
ind the la industries of the Santa ( i \ \ t 

more than normally “alert to such fact tl 
LPG | ind the increasing t of pin atu 

O00 miles from New Mexico and ‘J Sut le nit 
that it was ea to make the decision tric hh 

it heatin ind rang We've hi t t | 
th pt peat When e had t ri { 
th ul ’ th leanne ind tet t t t 

lhe Vincents turned t t t 

f xperien ein ” bin af 
Alaska cabin; a coal ran for COOKIN tin nad tea kett 
in another cabin there; an oil floor furna ind an 
in ar: Alaska hou ill during Jack’s a nment tl vith 
the Air Force in carly World War II: gas floor furna 
Menlo Park, open-flame butane in Bakersfield, Calif nt 
gas heating in San Jose. In their last home in Alaska. th 
Vincents were introduced to elect oking 
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COMFORT comes early, and electrically to the Vincents. A warm 
bathroom, with its own 30-gal. water heater, high level lighting, and 
an electric razor for the stubble may not make Jack Vincent look 
happy, but he’s meeting the first problems of the day with every 
luxury—except, he notes, an electric toothbrush 


LUXURY of coffee brewed and waiting for her when she reaches the kitchen to 


start breakfast—from a coffeemaker plugged to automatic receptacle of range daughter Gayle. Characteristic of electrified and applianced homes is possi 
perks Kay for her favorite cooking method, broiling. Vincents kept 1950 bility and willingness of all members of family to share in work of kitchen, 
model range in new, otherwise built-in kitchen because it is ‘‘still good.” laundry and cleaning-—willingness not apparent when jobs must be hand done 


ELECTRIFIED breakfast was handled partly in dining room where Jack operated 
the toaster hooked to outlet beside table. Assistance otf electrical 


such as electric frypan is important in millions of families like the Vincents makings’ spread over the counter at the last minute, or a futile ‘here’s 
where all leave for work and schoal, need substantial breakfast. 





ectrically Starts in the Morning 


EASY DECISION for the Vincents was 
selecting electric heat—-an easier deci 
sion than selecting a necktie for the 
day. Here, and in daughter's bedroom 
a 2-kw cone radiant heater with ther 
mostat is on low for the night, comes 
up fast to warm Jack as he dresses for 
his day at the San Jose Chamber of 
Commerce 





quarter, you'd better go to the cafeteria this noon.’ ” 








FROM THE FREEZER, orange juice is prepared for the Vincents’ 


FREEZER LUNCH is packed for Gayle Vincent from sandwiches prepared once a 


servants week and frozen. ‘It’s amazing what a difference—used to be a bunch of 


Pitt 











VINCENTS continuep 





Living Electrically Means 
Less Work, More Fun 


B! FORE a modern family like the Vin 

cents returns home from it attered 
daily assignments, electri powel ind electri 
equipment have been making the family’s day 
come to a close eas ind mor pk asantly 
What the auto ha put a under, electricity 


joins togethe ind no invention has con 


tributed so much to re-establishment of the 


family circle than the electrified home 
lectricity both work ind thinks while 
the Vincents are in Los Gatos and San Jos 
for the day. Thermostats both :naside and out 
ide the home can economize on fuel during 
the day, then anticipate through sensitivity to 
i drop in outside temperatures the need to 
make heat ready for the family’s return. And 
if Kay and Gayle expect to return later than 
their usual 0 p.m Kay may have either of 


her electric ovens set to automatic to start a 


roast or oven dinner long before her return 





- 

>. 
WEEKDAY DINNER for the Vincents and millions of 
all-electric families can be as luxurious as the 
Sunday dinner of 50 years ago. A few minutes with 
her 1937 mixer and Kay has whipped up a cake 


This the Vincents know. What they had to 
be reminded of, as a family that takes all 
but the very latest in appliances for granted, 
vas that electric power and electric equip 
ment have been working during their ab 
sence in these ways—keeping 70 gallons of 
water hot for any use on their return, keeping 
nearly a week’s supply of fresh foods at a safe 
temperature in the refrigerator, keeping sev- 
eral hundred dollars worth of frozen food 
protected in the freezer 

Ihe \ mice nts have it umulated the if ele 
trical servants and entertainers over a long 
period of time, and have done so partly from 
desire, partly from habit. One small appliance 
after another came into their home, says 
Jack, because “‘it just seems to be a habit to 
electrify even the 
house 


As scen in these pictures of the Vincents’ 


mallest job ‘round = the 


‘ 
& 
a. 
3 


ae ae 
vue 6 ee 


electrified life, the family turned to appliances 
for a variety of reasons—not always the same 
reason for each member of the family. Safety 
was an important factor, says Vineent, in 
the selection of electric heat, water heating 
and range cooking. Kay concurs, but says she 
was thinking a lot about it being clean, and 
not worrying about running out of fuel when 
Jack was hundreds of miles away on a busi 
ness trip. Safety was one reason for flood 
lighting the exterior even ’though in their 
irea of the St. Cruz mountains the moun 
tain lions which the early Spaniards called 
‘los gatos”’ (the cats) are now nearly extinct 
Convenience is a reason: Kay likes the extra 
oven because she’s always broiling something 
in one, needs a place to bake at the same 
time; Jack likes the dishwasher so “‘we aren’t 
put in the position of having to do the dishes 
0 often 








PERFECTION is taken for granted by the woman with the latest in appliances. Kay knows in advance 
how her cake will come out of the oven. She has a built-in one to supplement the free standing range 
is keen on waist level location, has space below to take broiler oven if free standing range is replaced by 


surface units 
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“fs 
PERSONAL SUPERMARKET best describes availabi! 
ity of foods at Kay’s fingertips with a freezer and 
new refrigerator. She selects greens for a salad 
selects because she shops once a week, buys vari 
ety enabling her to change type of salad nightly if 
desired, relying on crisper to keep it fresh 












IT’S A CINCH to balance the diet of the family to 
day, says Kay Vincent. “You keep the balanced 
diet in the freezer—not worry about what's in 
season.’ She takes a green vegetable from their 
freezer, has a selection to suit meat course. Vin 
cents frequently buy in quantity for freezer 










TO KAY VINCENT, cleaning certain leftovers into a con 
+ tainer for the freezer is a regularly practiced economy 
the electrified home. Also, she cooks extra amounts 
freezer 


spaghetti sauce is example—-for storage ir point each week by Jack 


modern kitcher No evidence of 


LIFE restored quickly in the Vincent's 
dinner remains except for the t of the dishwasher and the ever-simmering 
ee ready for friend who dropped by to bring boy to party. Appearance 


and quick restoration of appearance—is important in Vincent's home 





2O.4) 
- pu 


SIMPLE, relatively, is the Vincent routine at dinner’s end 
dishes into the dishwesher, and there’s been hardly an interruption to Jack and Kay’s after-dinner 
coffee and conversation. Without disposer, garbage would have to be taken 


whatever the choice 


TV for Gayle, the result will be 


CHOICE OF COOKING methods gives Kay great 
versatility in preparing dinner. Steak is broiling, 
basket above it is for bread held in warming oven 
Dinner is ready, and eight appliances have been 
used directly——not counting electric heat, hot 
water and the FM radio Kay had playing 


4 4 


eed me 


ar ft? 


Scraps into the sink for the disposer 


CHOICE of entertainment can bring complication to the Vincents’ evening, but 
well-lighted reading for Kay, FM and hi-fi for Jack, or 
another of millions of families at home with 
electric entertainers at their call 


1.6 miles to pickup 


MORE> 























ia 
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LOSER still wins in an electrified home—Gayle, driven from TV this evening OTHER NIGHTS, other winners—Gayle and boy visitor take youthful position ir 
foregoes father’s “long hair’ music, retires to own room, tunes in KIBE’s “top front of 21-in. Magnavox to watch Bob Hope and millions of dollars worth of 
40" tunes, can resort to Columbia portable phono, below, right, and her record entertainment available to them here on a hiiltop miles from nearest town 
collection if she chooses 80 miles from nearest large city 


fHk VINCENTS CONTINUED 


ENJOYING THEIR family night——once a 
week, usually Sunday evenings, the Vin 
cents share the wonders of TV, taking a 
light dinner around the living room coffee 
table while they watch “You Asked for It 
and the Ed Sullivan show We feel that 
TV has an important place in our home 

but it doesn’t dominate it says Vincent 





COMFY is word for Kay Vincent's night as she turns on ready for Jack, electric alarm is in attendance to end 
her electric blanket to pre-warm bed while she changes the night seven hours later—a night completely under 
and prepares to retire. Separate water heater is set for comfort controls of thermostats regulating electrical 
best showerbath temperature, bright reading light is equipment 














RELAXING music is turned on in bed 
room as Jack Vincent heads for bed 
and a hort period witt Field and 


Stream While new hor was framed 








jack wired each roo to hief ente 


qd sever 








stall 





with 


and pat 
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The Vincents 


Maintain 


Their Home 


Efficiently 


operate” their family 


ind pleasantly with 


6 Bw Vincents can 


mvenienth 


hei iden pa kage of electrical helper i 
ha i—but the in do it only becauss 
in a home that 1 maintained” in 

idition that permit uch ea ind pl | 

if pt if 

Th in maintain their home easily be 
use long ago the pioneers in the electrical 
industi ut their attention first to the de 


maintanance electrical 
Out of their work came the first 


clopment of home 
cquipment 
fully developed and accepted major appli 
nce the electrified sewing machine and the 
clectri clothe 

t a epted of all small 
hand iron and the electric vacuum cleaner 
Only the hotplate and the toaster, of all 


ippliances, were in the competi 


powered washer—and — the 


ippliance , the 


operation 
ion 


Llow { 


tenance appliance 


ential are today’s roster of main 
is brought out conclusively 
vith more wives employed in busine ind 
country’ 
istor What used to be considered a full 


a woman's work is neve! 


industry than ever before in the 


time job at home 
om is now iccompli hed as well or better 
in a family where the wife may pend eight 
nour yy mor 
done by 
vithout the 
ill the time and energy which she has left 

from her 


in outside employment. And 
the working wife and her famil 


maintenance chores taking up 


outside job 


LAUNDRY is a “when convenient” job at the Vin 
cents. With her washer and dryer, Kay just “puts 
through a load when | think of it, or when its 
especially needed—-no set wash day anymore.” 
There is no clothes line at the new home, and with 
Los Gatos rainfall, it would be used rarely. 













CLEANING the Vincents’ 9-mos. old home is a job, but not a task, to Kay Vincent. A 


vacuum cleaner and its attachments do the work while she does the directing 


and a 


borrowed floor polisher puts on the finishing touch. In the electrified home today 
“spring and fall housecleaning” is but a memory 


Ihis revolution in home management 


which enables the modern wife to maintain 
her home with little more time and_ littl 
more effort than it took the wealthy woman 
to direct a crew of servants 50 years ago, 1 
evident in the Vincent Kay Vincent 
works until 3 p.m cach weekday in the office 
of a CPA in Los Gatos. She is an active 


horsewoman, has been busy in PTA, civic and 


home 


church group 

Kay Vincent is one of millions of emanci 
pated women, freed by 50 years of electri 
progr from the stigma of washerwoman 
ind charwoman that best described the wife 
hou ekeeper of a half century ago 

here is some general feeling that while 
the availability of electri 


pated the housewife 


ipphance Cilhdicl 


clectrical tools have en 
laved the man of the house in the trend to 


doing-it-yourself. But that is social thinking; 


A CHOICE OF IRONS for Kay to suit to the material 
shows how far the industry has gone in producing 
servants to help maintain the home. Fifty years 
ago, utility salesmen went from door to door 
leaving electric irons on free trial in not always 
successful attempts to create acceptance. 





economic thinking brings the cold tacts about 
thre iailability of the traditional ilhage 
handyman, the jack of all trades ready at beck 
md call and for a pittance to fix th 
that, and put a bookshelf there His versa 
tility is drawing him above scale in any local 
today bor the 
handyman today is the man who is on hand 
the husband. And it is the electric tool in it 


many idaptation of the prof onal size and 


I¢ ptt 


industry homeowner, th 


tyle, that are helping the man of the house 
well be 


yond anything that could have come unaided 


maintam it, or alter it, with succe 


from his high school manual training cours 

Jack Vincent keeps the physical plant at 
15100 Faundale Rd., Los Gatos, Calif., in 
lop notch condition tis electrical tool 
ire just for that purpose He has not yet su 
cumbed to woodworking or metal working a 


i hobb too min hh york to do first ég 


MORE> 


MAJOR MAINTENANCE and construction tool for 
kay is the sewing machine, Maintenance of the 
family’s clothes as they are taundered lengthens 
their life, saves early replacement costs. In addi 
tion, Kay used this 1941 model in making all 
drapes, curtains and slip covers for the new home 











. SS ta 
} a _ = Se | 


a " ; Pie aed a 


po 







MOST PROFITABLE electrical equipment for the man of the house——the power MOST USEFUL electrical equipment for the man of the house——the portable 
saw is in Jack Vincent's garage. Bought for use in making a fence and electric drill-sander is now a basic tool in maintaining millions of homes 
breezeway at previous house, is now in use as Jack gets going on fence easily and accurately. A drill is being used here where Jack wants a new 
gates, and shelves for the new home passage for another lead from the hi-fi set 


THE VINCENTES CONTINUED 


STARTING EARLY, but starting electrically champion horsewoman Gayle water, lower left, while friend Nancy entertains all three with music from 
Vincent uses electric equipment in pursuit of her hobby. At stables she uses transistor portable. Gayie also frequently uses a pair of electric clippers 
hand vacuum in grooming horse ha mmersion heats warming drinking on horse 







‘ > 
. oS 
’ Psd ” 


























. . A PATIO DINNER 
FOR GUESTS 









































PAINLESS PLANS for entertaining are evident in 
an electrified home like the Vincents’ when appli 
ances are given the major jobs. Kay starts beans 
in pressure cooker as first step in preparing meal 
for guests 





MASTERY of the art comes easier with assorted 
appliances to help, Vincent finds as he and guest 
Dr. Thomas Lyon discuss the rum to lemon pro 
portions of the daiquiris being made with help of 


mixer and blender 





THE RUGGED ART of outdoor cooking is more re 
fined, more fun and more successful on the elec 
trified patio of the Vincents. While an electric 
spit turns the chickens which Jack is basting, Dr. 
Lyon kids him about “sissified’ use of electric 
charcoal lighter which Jack used in place of kind! 
ng or liquid fuel. Weatherproof outlets around 
patio wall aid this outdoor electric living 
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Special Occasions 


Become Very 


Special 


IVING can be fun—and electrical living 

4 can be more fun, the Vincents have 
found as they put electrical equipment to use 
for jobs that are not necessarily related to the 
basic operation and maintenance of the 
household 

While it has taken more than 100 years 
of steady economic progr to provide the 
iverage family with both the leisure and the 
money to enjoy it, only 50 years were needed 
to provide that family with a package of elec 
trical equipment that makes that leisure more 
enjoyable 

In many ways, the full electrification of a 
home like the Vincents has altered the course 
of family life and the relation of one family 
to another. ‘The day when a family had to 
entertain another by taking them to the coun 
try club, a restaurant or the theatre—a trend 
well underway in the ‘20s, made impractical 
during the depression and made impossible 
during the war—now has given way to enter 
taining in the home 

I'he ease of maintaining the modern home 
with its electrical servants has made familie 

particularly the wife who has that responsi 
bility—more willing to have guest frequenth 
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Ihe ability to mechanize most of the opera 
tions has made the entertaining fun instead 
of drudgery. From such a simple change as 
that of having a continuous supply of ice 
cubes instead of chipping a block with a pick, 
to the most complex change—that of clearing 
the table into the disposer and dishwasher 
instead of spending the evening deploring 
the inevitable post-midnight hour of hand 
washing and drying, entertaining at home has 
become a pleasure instead of a problem 

Ihe Vincents enjoy bringing friends to 
Whether 


it is a winter evening with rain and wind 


their hilltop home in Los Gato 


wirling through the gaps in the mountain 
that separate them from the Pacific Ocean 
20 miles away, or a balmy evening that invite 
patio lounging, the Vincents rely on electric 
ervants to make their entertaining a pl sure 
for all members of the family. ‘This is seen 
here in the pictures of i Sunday evening, as 
the Vincents take advantage of the first day 
of daylight aving time to entertam two 
coupl for a patio dinner, another night 
when Gayle entertains, and a morning when 
the family makes breakfast together a fun 


OCCASION 


MORE> 





FLOODLIGHTING of Vincent's patio makes it useful as an outdoor dining room. Complete meal, above, with 


refreshments, used 11 separate electric appliances 


life more fun for more families 


each part of the industry’s cantribution toward making 
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IN MANY WAYS, electrical equipment finds itself contribut 
» of cold 
ple of co 


ng to the families’ activity even to having a co 


hee for the boys to nurse while the women chat 


THE VINCENTS 


CONTINUED 


AN EVENING FOR TEENAGERS 


TEENAGE FUN need not be in an 


asphalt 


ingle when the youngsters have available a 
home with electrical equipment that make 
fun possible there as on this Friday night 
When Gayle Vincent entertains five school 
friends. Helping is electric cornpopper while 
the range is used to mel? butter 


YOUTH is entertained and entertains elec 
trically here Lighted patio gives Oy ie 

group controlled privacy, a guest's record 
player works on batteries (he forgot line 
cord) for dance music and to bring them the 


Elvis 


voice of 





EVEN THE CLOSE of the party finds the Vincents relying on modern electrical equipment 
make 


lighting of the patio 
ng 


of the 


tc 


) 


more 


pleasant 


and 


r omfor table 


. * 


flood 
the departure of their guests 






























Much More in 
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id t i t that t, stood a f early Ma 
ha ; + t id { ind } ++ 
t tl \ | ne 1 th \ I i 
t t } it t that th 
° 
| +4 ty thie ( 
| tro-mechanization of the American home is a constant] 
iw | for both suppliers and consumers. One day th 
\ it Vill buying clectrical equipment that they don't 
ilize is already well perfected in the laboratoric one da 
. 
t dustry will be off ig the Vincents and their millions of 
terparts acre the nation not only electronic refngeration 
porta le batter pows red I\ ind other product nearly read 
for issue, but a further extension of electrical magic for the hom 


far beyond the vision of today’s engineer 
With at least 25 years ahead of them, the Vincents will 
ng the millions of families regularly replacing and adding 
to the present electrical equipment that has become a founda 
tion for a way of life. Maybe they'll reconsider appliances they 
now hun in ironer, for ex imple for which Kay \ imecent can 
no necessit or a room air conditioner, of little value for 
oling in the Los Gatos climate, but which may be desirabl 
hen they are sold on pollen, dust and humidity control. Mayb« 


th will succumb to the luxury of a roaster for the patio even 

t ugh they ha two oven two broilers and a warming oven 
thin 10 feet 

But, whether it is the hase of the immediate needs pi 

hie or the lization of dreams which haven't yet 

t | ni ¢ ! nto ta f clect il | n til 

{ | ioned ie b i l the Vincent i th 

nin t I lene 


KAY WOULD LIKE sometime soon to replace her 1941 sewing machine 
by one “with more features like easier forward-backward” which she 
finds during demonstration by sewing machine dealer Robertson in 


,0T0S 


The Vincents See 
the Future 





VINCENT, who in near future plans to repiace crystal-cartridge record 
player with hi-fi changer, spends time after lunch getting dope on 
plug-in magnetic cartridge for record-changer from specialist Johnson 
ct a San Jose hi-fi shop 
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GAYLE SAYS, a portable TV “would be swell in my room—we don’t 
always agree on programs—and Dad has his music’’—so she drools 
over this 14-in. set on visit with mother to Gruenig’s Appliance & TV 


Los Gatos 





Percent Wired Homes Owning 


2 OCLs 








Estimated Unit Sales Volume, Per Decade 





























——— - gmmeneer tee 
Current Rate 
Invoduced 1930 1940 1950 1957 | 1920s | «1930s 1940's 1950's* | (1958), 1865" 
MAJOR APPLIANCES: 
Washers § =| 9)/ 33.0: 593 68.8) 868) 6,600,000, 10,855,000 17,011,200 | 27,332,400 | 4,815,400 5,251,000 
lroners =| 908 29 63 85; 9.0 400,000 1,156,700 2,089,800 1,301,400 60,000 65,000 
Dryers (Electric &Gas) = 1939 11.9 259,000 6,281,900 | 1,762,400 3,826,000 
Ranges (Elactric) 1909 4A 102 8.0) 29 805,000 | 2,076,000 5,766,700 | 10,075,000 | 1,585,000 2,786,000 
Water Heaters (Electric) § =|?! 29 101) 16.9 34,000 691,000 3,871,000 5,905,000 870,000 1,574,000 
Refrigerators § = 1912 93 557 793 96.0 } 2,038,000 | 13,808,000 | 21,599,800 | 28995000 3,700,000 5,300,000 
Freezers §= =| 940 5.2; 18.0 2,882,000 6,345,000 975,000 1,170,000 
Dishwashers 1914 15) AL 25,500 85,000 530,000 1,755,000 400,000 1,615,000 
Garbage Disposers 38 4, 66 430,000 2,777,000 590,000 1,623,000 
Roem Air Conditioners = 1932 4) 7 37,000 307,000 | 6,144,500 | 1,765,000 3,700,000 
Vacuum Cleaners 190/ 43.) 481 2.9; 66.6 | 10,335,000 | 8,559,700 | 16,188,800 | 21,537,500 | 3,725,000 4,400,000 
RADIO — TELEVISION: 
Home Radios = 1920 5 | 82.1 10.2 96.2 | 14,878,000 | 50,058,000 | 75,640,000 56,953,000 | 8,925,000 10,200,000 
(Excluding Auto) 
Television § 1939 10.6) 81.0 4162,000 | 48,651,000 | 7,387,000 | 10,850,000 
ELECTRIC HOUSEWARES: 
irons; Standard, Dry 1893 92.8 (94.7 87.6 90.2 | 26,050,000 | 32,919,000 | 44,931,000 | 24,399,000 | 2,248,000 2,225,000 
lrons, Steam =| 926 91) 425 3,131,000 25,916,000 | 6,150,000 6,750,000 
Toasters 1893 367 55.1 66.7 77.1 | 6,085,000 | 16,574,000 22,517,000 | 25,347,000 | 3,930,000 4,500,000 
Coffee Makers 1893 232 323 46.2 389°) 4,000,000 7,535,000 | 16,927,000 24,529,000 | 5,100,000 4,650,000 
(* Automatic) 
Hotplates. 1910 17.4 0.0 22.9 | 2,218,000 , 4,129,000 6,729,000 6,356,000 760,000 700,000 
Electric Heaters =| 9! 140 20.1 | 21.7) 26.0 | 2,800,000 | 3,344,000 7,551,000 | 9,570,000 | 1,811,000 2,000,000 
Portable and Wall 
Mixers 1916 11124 | 24.3) 43.8 20,000 | 3,370,000 7,091,000 | 17,510,000 | 4,245,000 4,750,000 
Standard & Portable 
Shavers 1930 23.6 | 27.2} 50.3 5,810,000 | 10,770,000 | 26,207,000 | 6,900,000 7,500,000 
Clocks § 916 50.0 6.3 | 89.8 1,000,000 | 24,613,000 | 42,504,000 | 53,775,000 | 9,750,000 10,250,000 
Heating Pads = 19! 9 19.9 82/352 | 2,148,000 | 5,738,000 | 11,462,000 | 12,417,000 | 2,215,000 2,400,000 
19. lo 24,599,000 Jan. 1940; 37,18 950, 47,415,000 1957 





First Million 


Average Retail Price 
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Comelative Aunuel Per Cent Replacement and Trade-ins to Total Sales 
First Cumu- First Year | Replace- Replace- Replace. Replace. 
lative Million of Million | 1930 1940 1950 1956 | ments Trade-Ins ments Trade-ins| ments Trade-Ins ments Trade-ins 
Units Sold in Unit Sales 1950 1950 1954 1954 1955 1955 1956 1956 
1919 — 12 yrs 1934 $104 $72 | $184 | $242 | 59.4% | 348%) 67.0% | 49.0%) 71.3%) 47.7% 16.8% 54.8% 
1935 — 27 yrs 76 58 145 215 } 17.1 3.1 6.9 2.6 12.7 1.9 17.1 2.8 
1951 —12yrs. 1955 221 | 223] - ~ | 3 83 44 | 125 6.0 
1930 — 21 yrs. | 1947 | 150 139 232 260 | 378 22.1 53.3 40.8 63.6 35.1 42.7 59.7 
1941 —20 yrs. | 1947 | 81 132 115 | 29.4 3.3 493 10.2 51.1 7.5 43.6 12.2 
1928—l6yrs. | 1933 | 275 152 258 325 | 52.1 33.0 69.9 49.0 72.1 453 77.4 54.2 
1948— 8yrs.| 195] - - 325 390 Ps —_ 9.0 5.5 12.6 6.7 14.] 71 
1951 — 37 yrs. | 200 200 290 290 - _ 5.0 1.2 59 2.5 74 2.8 

| 

1951 — 13 yrs. . 135 10}; — — _ _ — _ ~ 
1952—20yrs. 1953 | 312 | 320 | ~ | 20 5 | 24 9 | 39 18 
1919—12yrs.| 1920 | 55 | 55 | 78 | 821 569 417 | 589 | 327 | 641 | 277 | 597 | B19 
1948 — 9 yrs. 1948 _~ 299 190 _ _ _ _ — 
1924 — 4yrs. 1924 78 30 44 32 
1913 —20 yrs. | 1915 5 4 12 10 
1947-21 yrs. | 1947 | — ~ 18 17 
1923 —30 yrs. | 1928 5 7 18 18 
1927 —34yrs. 1928 8 3 18 19 
1926 —l6yrs. | 1946 ; 3 8 8 | 
1927 —10yrs. 1946 5 4 14 29 
1934—18yrs. | 1946 - 22 38 28 
1936— 6yrs. | 1936 _— 13 23 21 
1929 — 13 yrs. 1930 11 5 ] ] 
1928—1lyrs. | 1937 6 3 ] 6 
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Billions 1,000,000 8,700,000 20,331,600 
Wired Homes Wired Homes Wired Homes 
of Dollars 
‘ ann , Leen, i -_ 
In 1879 Edison made a light bulb 
i In 1882 Henry Seely patented an iron | 
And the Appliance industry was born 
- Sut between 1879 and the crash of 
1929 the industry barely got started. = 
What it had it owed to thousands of 
- pioneer inventors, merchants and ——— 
makers who laid the foundation of 7 
product, marketing and distribution. 
5.0 — Despite patent fights, failures, ex- —— 
periments, and setbacks they built a 
business—$1.1-billion on the eve of 
_ the great depression. ne 
3.0 } ——- -—+ — 
2.0 re) 1929 Stock Market Crash 
| = a far is 
- . : : ; . 
4 2 3 . 2 e z 
2 = ie + = z $1.1 Bil = = 
10 e—& ~~ « Se — 2 o x S 
th es 5 S £85 « $5 2 = = 
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. ————-—._—e- Years of Experimertation - — a Post World War | Boom —————— 
Economic 


Depression 





















21,235,200 27,012,200 31,150,400 39,128,700 47,415,000 
wwes Homes Wired Homes Wired Homes Wired Homes Wired Homes 
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“ 9.0 
= J | $8.4 a9, 
- : —__—____— — sk #£- —{ 8.0 
1950 Over Production . 4 4 ae 
\ a= 3 
z Ww 
_____ Peanuts—by hindsight. = 
But it was a foundation. 
lt made possible the gains of the- i 
Thirties, the boom of the Forties. 2 
z 
On it grew the still-turbulent, still- _ 8 
° , ° ° ° = $5.0 Bil. 
uncertain but fascinating and dynamic —{— = —— 4 | 5.0 
structure of today’s $8.4-billion appli- = 
ance and radio- UV business, the story 
__ of which is told on the following pages. # ws 
| 
ia 
] 
| 
, os 2 $2.0 Bil 4 
1936-37 ¢ Over Production 3 7 a F 2.0 
| . £ 
a es. 
= = $12 814 = 8 a 
S S é 
=- — 2 + ’ — 1.0 
= Le =} 
S 
a |) | | | 2. 
1932 1937 1938 1941 1946 1948 1949 1950 1951 1956 
Pent up 
je ros Depression Recovery , le — World War ——> Caress le Le as Consumer Prosperity —>> 
Normal 
Business Growth No Production Demand cavemen MORE> 


Recession War Scare 


Production Boom 
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TWO WHO HELPED FATHER AN INDUSTRY ... 


r “4/11 t rt the applia ( ! rf i iv ct wlitan vas the Edison I inp W ork lo 


iciust j t | MIpPel j cin im a unt ited at Menlo Park, N | vhich 
1, alth ! i un portin upon began manutacturing lamp bulb 
tt nore than ft juart of | perfection f the ncan ibout two years before the Edison 
i if ld A\ct ta j t light flew iit it ind Ke lectri Illuminating ( opened 
ist j i j (dct tt | these w ‘ That kind of its Pearl Street Station in New Y ork 
| } i \ it i een d nstrated t ( Cit It nteresting to note, that 
troduce t hirst Kab man ist the la f nature ind th n the first tourteen months of op 
| it i Althon ny oth pa] ‘ i mghin TOCk if i thi nanufa tured vel] 
1) Tinie t t if f ’ t ia fallen for uch a ( yt 1D lhe intended 
i ut fort " t | lin an mn ret in that iL ear i-dison lestination t th DulbDs 1 ome 
that ! { t i itl ita yphet viiat fan tcl howeve! ince 
plete rinat ' f | i é \ t to those who spoke is mentioned above, the first light 
hold dru i shin t urd md = perhap yrnae ng mpany had not begun opera 
food pre n j in et ld A find even their vision ion 
\ ‘ 1 ti nent i | ian nited and the ihe Thi then Va thre elk tri i] Ill 
f i t { t i | for jonary dustry in 18% i plant manufac 
mot ’ that ( tion mn th la would turing incandescent lamp a single 
thi | i rele if th vn tim power company ind a few dreamer 
iow vith f 7 ir] lit tf th " th idust It } doubtful wheth even the 
effort tt t ( t ts toda nost pl lic dreamei of the day 
t ! | | i i | Ih ild I} ! th ipphian ( ill 
t f l ( Westinghou md lust fantast ontributions t 
f t ff pa vh irs his name the advancement of lization in 
i i i t ( icral Iclect ( ind nu thie ( of its existen 
i t th ‘ nuch t 
+] ; > ia aaeial 1882-1910 
{ ! t \\ i id i | ! nai tr n t p i il ip 
ln { t if is ft th ition of elect ty to domesti 
that sh t ! ist t Va 1 Id vhen Henry W 
thre i) t ( vou » d the patent f h 
re to t ! t vithout th first « t flatiron Lh ictua 
As lat is | ! t ftort r ft i mduction of the flat n, howeve 
four " tt tat { t Va till i. i iv 
Aft if tigation On t the first (if t the tirst Ihe 1880's thru the 9 wer 
find the t ht i tu l ! ! t l \ | ting the pra fl il] nad f ictual elling 
St moth | na edit | t t isin Lh vas a pel 1 of xperimentin 
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ELECTRICAL appliances in any form would probably not ANOTHER PIONEER in the field of electricity was L. M 


have been possible were it not for the pioneering Hamilton, whose development of the fractional horse 
studies of Thomas A. Edison (left), whose Pearl! Street power motor unlocked the door to many of the major 
jenerating station opened in New York City in 1882 appliances we know today 


vith the application f heat to 


ious t of resist to domesti 


us¢ and developed O rapid! that 
it the World’s Columbian E:xposi 


tion in Chicago in 1893, a full line 


~ cooking device is well as flat 
ns wel hown. One exhibit, an 
electric kitchen, crude by our mod 
n standard ut in those days a 
eat wonde vas the ut tanding 
feature of the fai The vas no 


electri range aS we Know tf today, 


wut there was an electric oven for 


making in electri p rcolator, 
toaster and, believe it or not, an 
electric frying pan. ‘These individual 
nit ipplied the ig ol 0k 


ie requirement 

It would take a book t et forth 
even the most important develop 
ments of that time, but one that 
tands out a probab the most 
ingularly significant, was the in 


troduction of the universal type 


| 
mall motor in the latter part of 
the nineteenth century. ‘This made 
p ble th equent develop 
ment r th not | n hing 
n mn icuum eane!l efrig 
t ind hundreds of other mot 
en ) luct l th market 
toda 
Lh Vasnin nachin l | the 
icuum ! th t 
t t pra tical ipp ion Of motor 
driven pow t tl h tasks 
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he very ear vasher vere of 


our;rse, ¢ 





rude hand-operated mode] 






vhich imitated the rubbing action 
f a scrubbing board. Various type 

f the hand-operated machines 
vere tried for about the last fort 

ul f the n eenth century 

th littl ! iain because 

t loth De ! tangled and 
iotted Sul que t to the r 
uction . 3 t many in 

dual Dé nted with the 

plicati f mot lriven power 
the fa d, hand-oper 

1 machines, t wasn’t until 

} that the Hu Machine Co 
itrod me tf tical mot 

| Vad h 

It wa t tim howevel! 

‘ vo 1 ill ub 

intia l 1 fact t took 
? I +i + ; n ? 

f t t | 1) 


RADIO — MOST 
IMPORTANT DEVELOPMENT 
OF THE ‘20’s... 





[he vacuum cleaner, like the 
vasher. was the offshoot of a hand 
powered model. John S. ‘Thurman 


f the General Compressed Ait and 


Machinery Company iS generally 


redited with inventing the firsi 
motor driven cleaner around the 
turn of the century 

About six vears later, James 


Murray Spangler added a rotating 


weeping brush, housed it all in a 


rude shell of wood and tin and is 
iid to have used his wife’ pillow 
lip as a dust bag In that same 
ear, the Hoover Suction Sweepe! 
Co. was formed and for the first 
time portabl uction sweepel be 


gan to be produced in quantity 


‘hese first cleaners could be con 


idered only semi-portable, how 
ever, since some models weighed 
is much as seventy pound In 
iddition to the weight, they were 
ilso rather expensive 


I 















WERE JUST THE BEGINNING 


Commenting on this, Mr. Don 
kin of the Allegheny Light Co. said 


in the November 1910 issue of 
Selling Electricity (now ELECTRICAI 
MERCHANDISIN¢ “Several year 


igo when cleaners were being in 
troduced we 
of them 

thes¢ 


means of 


endeavored to push 
the sale but owing to 


the price of machines being 
the 


custome! 1.¢ 


the average 
$125 to S150 


bevond 
pel 
unit) we were unable to secure 
Mia orde! 

lo get 
the development of both the cleaner 
ind the 


clude th 


i complete picture of 


must also in 


of Chester 


‘' isher we 


contribution 


A. Beach and L. H. Hamilton of 
Racine, Wisconsin, who introduced 
the first high-speed fractional horse 
power univel il motor in 1909 
This motor, which had far more 
torque than any other the same size 
mn the market wa ilmost imme 


diately pressed into service 


was 


Subseque ntly, a new design 
developed for exclusive use in wash 
ing machines. ‘This was put into 
production in 1913, 

Another important development 


was the introduction in 1906 of a 


itisfactory heat resisting alloy by 
A. L. Marsh, a Chicago chemist 
Ihe metal was a combination of 
nickel and chromium and could 
vithstand — temperature up to 
646°! 

[his gave great impetus to the 
electrical apphance-business — be 
cause of its long life, high efficiency 
ind relatively low cost 

\ 1 result of this discovery, 
(eorge A. Hughe wa ible to 
develop the first practi il electric 
range as we know it today 

The first range that were sold 
were primarily to utiliti that 

vanted to see what they could 
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PITTSBURGH, Pennsylvania, was the scene of tne most famous of all broadcasting events 
the opening of station KDKA on November 2, 
consisting 










or some of tne rap dly 


Ive 





called only because they could be 
> required was an electrical outlet 


developing se 


moved 








and either 
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GO speaker 















1920 
solely of news relating to the election of Harding and Cox 


the 
ceéeivers in 


wooden box 


7 oes a eae 4 Fe ret ee 


The few listeners heard a broadcast 


WESTINGHOUSE marketed one of the fir 
coming flood of mass produced radio 
1921 The Aeriola was encased 
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mn 
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and came corr plete with earphones 


THE FIRST FIFTY YEARS connueo 


Distribution 


Lh aistribution 
it da Va 


LY 10 ind early 20 


tem, as we 


non-« tent in 


Central 
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ind distribution of 


MA p Wnony 
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ell ele 


Wiring 
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re sellin 
Thus the 
the utilitie 


ipp| itt 


distribution m 

boasted 
were iN lk t ha rr ipphan 
gan to ar on the 


ibout thi 


taken more than 
vert thi first 
old-tashion 


to clect l } today but 


tire I he VCTE 
know 


i base of 


til II 
them 


ope Ta 


from the ipphance store is we 


Mainp rather 


th ve plu idd tl r ( i corm of com 


OSCTVE 


It 
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manuta 


t themselv 


il applian 
furniture 
the 
ce cloping » 
ind Montg Ward 
jewel tol in the case 
to stock 


OMIe;°ry 

f small ipphiance began 
lectrical merchandise 

marked the end ot thi 

as the in 

id out horizon 

tablish 


tally 


ment 


man type or ¢ 


The Goodwin Plan 


the d 


cmming 
influ 


Wmnong 

indust 

ibout the birth of 
probabh the first “Tait 
l'rade Policy,” known the Good 
Briefly 
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This Was the First Electric Shop 


The picture above shows the first merchandising establishment 


anywhere to bear the name “Electric Shop’—a luxurious and 
ornately decorated store opened up by Commonwealth Edison 
Co. in Chicago, on January !, 1909. 

This shop occupied the ground floor and basement of the 
Kailway Exchange Building at Michigan and Jackson Boulevard. 
It succeeded a makeshift shop started in the 1890's which sold 
both wiring and electrical appliances and had an upstairs loca 
tion on Adams Street. 

By 1919 the management had come to the conclusion that 
appliances were going somewhere and decided to promote them. 
The first electric kitchen in Chicago was demonstrated in this 
shop, and an automatic electric elevator connected the main 
sales room to the basement store 

As a matter of fact, the merchandising sales department of 
Chicago Edison Co., one of the forerunners of the present Com 
monwealth Edison Co., was established in 1891. It was at 159 
West Adams street, which were then the offices of the Chicago 
Edison Co., and lamps were furnished to customers on a special 
contract and a small appliance business was conducted. 

Commonwealth Edison Co, also particinated in house to house 
canvassing with special emphasis on selling electric irons and 
fans. 

The Michigan Avenue electric shop, remained in operation 
from 1809 through 1917. Today the Commonwealth Edison's 


wh 


Electric Shop is at 72 West Adams St., and dates back to Septem 
ber 7, 1915. 
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BY 1918 the electric shop had progressed away from rococo surroundings 
and toward appliances. Ruas in this room were used for cleaner demonstra 
tions 
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In the Twenties 
An Emphasis on 
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IN JUNE, 1920, Electrical Merchandising published 


during the 
first crticle on the speciality electrical appliance 


was added to appliance: 


COLOR 
at 1920's to make them more accept its 
able to feminine taste Back in 1925 distributor. The company, Milner-Flower of Buffalo 
this refrigerator N. Y., emphasized the thinking of the day, educate 
then cencentrate on sales 


Er g da re 


f 


ar 


was marketing 
d painted in red, black and gold the appliance dealer first 





i 


ite ’s and early 40 most industry leaders expected ition in registration, but a larg 
d er 300,000 during Considerable disappointment en umber of the names had been 
| ut it took n] it t registered some vears before ind by 
Retern to Normeter carching to find th i . that time many ne " influence 
Manufacture iad i 1} them ‘ ittecting their buying d 
igh 194 th fficia t th o-called pent-up 
\\ 1 War Il t isn t na yurely on the ba t 
Enter the Gi 
+6 that the indust i t | buying intention f th 
l m n ri rn 10 ha me | i t \ mpanying thi l in i 
Restrictions that had i declaring their post-v is a tremendous increa i th 
trate nate i int umber of outlet handlin p 
fted late in t yut ind radio Just before th 
Dup!icated Wants : ; 
inufactt f la mon var there had been on ht] 
task of mplet te n lhis tremendou t of nam more than hit thousand retail 
uld ume produ that had been iccumulating establishments of all t pe hina 
sumer d As al throughout the war, was regarded lectrical ipphance but th rea 
is 1946 before an ub by most dealers as_ the personal influx of GI's returning from the 
quantitie f 0d wert backl g of busine ind Vd in Wal quickly welled thr ink 
ited to the deale1 ome cases, the sole cnterion upon Many or these GI's opened a stor 
n 1946 the industry sold vhich manufacturers based the n litthe more than the proverbial 
number of appliances and output hoestring, and of course, thousand 
inrying a retail value of Uhe fallacy of this reasoning wa failed. But many remained, and 
t . 5 yllion Although qui kl brought to light when it i result the industry was introduced 
ilmost double the pre-wat vas realized that not only had there to a whole new set of merchandi 
f t ich the leve been an immense amount of duph ing outlet Prevalent among thi 
ee ee ee ee ee eee 


hie Lise 


ther method pre 


hants was the “discount 


Thi typ ot 


ialty sellin 


Vy me 
retailer « ired 
door-to 
various 
had 


Their 


to move the 


fol px 


technique th 


ind 


" } 
Wal GCadicrs 


ed to sell their products 


itest con 
irgest volume 


lless of the 


cThh Wa 
}.! 
ot good POSSIDKE I 


mount of pi 


ived 
Phi 
Woy 
uddenly 
many good 
down the street 


caused a great repercussion 


so-called legitimate deale: 


realized they weren't 
as the “di 


‘I he 


vho 
moving as 


unt house 


rather otten-u ed idage “it you 
can't beat them, join them,” wa 
the con equence ind a wholesal 


laughter of practically all existing 


price structures as well as an almost 


omplete disregard of any fair trade 
practices followed 
Of course, this 


mstantanecou 


no mean 
the 


was by 
reachion on 


It came about 


MORE> 


in 
part of ill retailer 














MODERN APPLICATIONS OPENED UP 
A NEW WORLD OF APPLIANCES...... 
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IMPORTANCE of the breakfast hour in the TELEVISION answered the consumers’ need for a new enter 


tainment medium, RCA’‘s ten-inch screen was typical of the 


average American'* thinking wa ar 
wered by Toastmaster with the introduc styling of early post-war period 
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market. Total apphance, radio and new status after the war because of 1946 and 6.8 percent in 194 1946 6,500 $2,000,000 
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rather convincingly illustrated u 
the NARDA Costs-of-Doing-Busi 
rie Survey, which shows the deal 
ers net operating profit plummet 
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ELECTRONIC RANGES ushered in a completely new 
concept in cooking. Manufacturers of units like the 
Tappan, above, predicted they would eventually 
completely eclipse older methods 
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Busine Mads, net found 
‘ FEW years ago, the manager of @ gas cor 
lS pany would have pooh poohed the ides of iv 
creasing his sales by supplying the publi 
with all gas-consuming articles, To-day 





practically all of them maintain agencies for 
the best makes of lamps and stoves 

Lees then 4 year ago, the weavers of Philadelphia 
sold their output through jobbers, who sold the whole 
salers, who drummed the retailers, who marketed the 
fabrics, To-day ot least taree of the leading textile 


works are educating the puitic to a knowledge of their 
cloths 
Take home the lesson, Mr Stat Man business is 


made, not found 
Developing the « ‘es of Juice is only a matter of edy 


cation. The public will buy when knows that you 
have « better commodity than gas—rot before The 
public is learning this lesson without your assistance 


but the gas company is fighting you and holding it 
tomers by every shreud means known to moder ad 
vertiaing 
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EAHLIEST forerunner of Electrical Merchandising was started in 1904 by Frank B Rae, Jr 


business magazine for central station men emphas a 


nade. not found 


Seiling 
ectricilty 





1907 Direct ancestor of EM was published by 


the C. W. Lee Co., commercial engineers and adver 
tising counsel for utilities, and edited, like its 
predecessor, by Frank Ras First issue in January 


1907, had 52 page: 
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d in this January, 1905, issue that “business 
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Born to serve a yeasty, explosive 
industry, Electrical Merchandis- 
ing changed, struggled, brawled 
and grew with it. Some of the 
things it did, some of the things 
that were done to it, some of the 
causes it supported between 
1904 and 1936 are reflected in 
these pictures. 


_Elecfrical |, 
M ing 


Tue Mowrtity Magazine OF THe ELECTRICAL TRADE 
July-1916 
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JUNE-JULY 1916 Big change in the publication came in 1916. Rae had been so successful with his 


magazine that he had divorced it in 1912 from the ( 


W. Lee Co. and changed the name, but, as he wrote, 


The industry has come to demand a commercial electrical paper of a calibre larger than this one-man 


magazine of ours could hope to aftain 
trical Merchandising 


So he sold it to McGraw-Hill Publishing Co. and it became Elec 
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Merchandise Sales in 1920 


tacos, Reoimaed The Your = Reach $18 per Capos? 
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1920 First stat stical report ever published was an estimate of 1920 sales, appeared in the 
March issue of that year. Although total dollar volume exceeded $2-billion figures included such 
ifems as street lighting, motors, contractor labor, farm lighting plants, etc. The cartoonist took 
great pride in the fact that electrical power sales only totalled $600-million and the editors 
emphasized the fact that merchandise sales averaged out to $18 per capita 
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1929—Substandard appliances threatened to create general public distrust of appliances in the 
late 1920’s so a series of articles like this one was run to conv nce te industry that if was in 
ts own best interest to build good products. Several representative cheap appliances were pur 
chased and sent to the Electrical Testing Laboratories which discovered that the $1 toaster shown 
here was so dangerously unsafe that the table stove would burn the table underneath it 
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1930 Most successful editorial campaign conducted in 1930 was an effort to persuade utilities 
to offer free wirir g allowances so that electric cooking could « ompete w th gas As a result of tt 
and otner articles severa tilities opened the way, among them the Washington Water Power Co 


Boston Edison, Western Mass. Companies, Pacific Power & Licht 




















ELECTRICAL MERCHANDISING Recommends 
This Type of Plug 
as Stendard 
for all household and general appliances 


Because: It is the type already in most general use. Eight different 
competing manufacturers make it. Any other manufacturer is free to make 
plugs of (his type and dimensions. Twenty-five large makers of appliance lines 
equip all their products with plugs of this type. It is simple and sturdy in con- 
struction. It fits into baseboard receptacles which have protected !ive parts, so 
that there are no large openings into which children can poke metal toys and 
] cause flashes or short-circuits. 


EL&CTRICAL MERCHANDIPING urges that every appliance you sell be equipped 
with this type of attachment plug. 

EL&CTRICAL MERCHANDISING urges that every baseboard or other receptacle 
you install be of a type to fit this type of plug. 





WAR A 


1920 Early campaign conducted by the magazine was 
an effort to persuade manufacturers of appliances 1 


) 
stabilize voltages and convenience plugs. Repeated on 
many pages of the 1920 issues were messages like this 
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: 15 000.000 winen woraes 
i : ARE STILL WITHOUT 
; ELECTRIC REFRIGERATION 
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1936 —crophic cover of 1936 made 0 strong—ond con 
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troversial_appeal for the abolition of the ice box on the 

ground that it was a danger to health. Despite storm of 

partial protest, Editor Moffatt kept his job until | deat 
1948 


End 
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The Development of 


A group of old-timers in the industry reminisce about the development 


of electric cooking and the history of the range industry during the period 
prior to World War Il 


but a th 
when 
' thy 
Wh , ; 
clement ly i 
iid ildl st tinue i 
to tl} Al] f " px 
oxidized unl nbedded in 
enamel, Oth t n the thigh 
heat 
S I \. L. Marsh came out 
of bh il ! t nel i 
turned. By 1914 th vere these 
firms mal nest ookit mad 
heatin ij vhuich ‘ ild 
Work 
American Electric Heating Co 
General Electric 
Simplex Heating Co 
Automatic Electric Cookery Co 
Westinghouse Electric & Mig. Co 
Hotpoint 
Hughes Electric Heating | 
Basis for Electric Heating 
While working for the Porter 
Storage Batter ( Waukegan 
Il Mars! heca nterested 
in therm | ( 
| h han I t t t t 
mad ha ( t tak 
the place of batt lle | mm 
Into possession ! il type ot 
metal mad ad t ( ne ex 
permmentin Bach it head wa 
th lea that t |} " hanyge 
heat if i t { iT 
mught } j t th 
iutomobile held 
In trying t it tricit 
with the rit i} le \l hy ort 
enough juice t | au thr park 
that would fi i i 1 ngin 
and ring a doorbell. Howe hie 


PAGE 106 


roun that th tl | 
j tt t heat 
than electi t 
Ih mcta i if | 
I i] le t t the 
t ' r 
{ | |! . | 
(‘hy ' ly f ' 
} 1} ; \ th i 
t NI if 
il I ! 1] »] nf 
Duilt i i th ! Ih 
hoy ted at Jackson, n 
la Salle St i Ch Th ul 
cible vas buried in the oal and 
Marsh ‘ it f town etting up 
ill the heat h could because the 
melting pont of chromium | 150 


leg. It took 2,646 de to 
nickel with which the 


melt the 


powde red 


chromium = wa dissolved After 
pouring th illoy into a mold 
Marsh cut out chip vith a hack 
iw 


his allov was the first resistance 
metal which would stand up under 
high temperature. It can truly be 
ud that Marsh made the heatin 


levice pract i William Hoskin 
i co fin hemist f (Chicago 
permitted Marsh t e his labora 
t I ah \ at I | 
| i ¢ I i | 

€ melt { to fj cl f 
illo lhe Un t f \ n 
na iad) san t i 
Purnia vhich h i itt t 


You have 1} 1 i how aith ult 
tf wa ro \ b thi net iil 
Marsh 

That is th cason so litth 
perimentation had been done with 
it. We finally got the stuf ductile 
by keeping carbon away from it 
We mad i 


with i hing of magnesium oxide 


crucible of gt iphite 


md put the whole thing over an 
clectn il 

Marsh set up his operations 
it 93 West Erie St., Chicago. He 
bought a small cold rolling mill of 


By TOM F. BLACKBURN 


I a fompe t 
i i trument Peo) 
t | hardenm hop ul thi 
leterm i heat. Marsh 
Hh th i brat ad dAl Ii 
{ ich +t } 
| if Ned 1} lt 1 ill 
mistant 
Lhe Marsh inte t vere moved 
to Detroit in 19( Because he had 


been sponsored by William Ho 
Hoskin 


in honor of the 


kin it was named the 
Manufacturing Co 
older man who had 
itory ftaciliti id capital 

Marsh sent out 
hi resistance wir which wa 
patented on Feb. 6, 1906, No 
11559), to various firms for experi 
ment The first use of the new 
resistance was in the 
f small electri 


upplic d labor 


imple of 


manufacture 
furnaces for labor 
itorv use 
Lawyers and busine men will 
find one of the most enlightening 
imnals im the patent litigation that 
Marsh went through. The constru 
tive diplomacy of Owen D. Young 
of General Electric made itself ip 
arent at that time, when the suit 
ettled in 19] ifter three 
lumes of patent testimony had 
been taken. An ag 
up whereb i firm took over the 
Marsh patent ind licensed other 


reement wa et 


to use the nickel-chromium resist 
ince Wire Ihis encouraged licen 
ind was so constructive that it 

e the entire heating appliance 
busine 1 push forward The 


celebrated Marsh patent expired in 
1923, and the industry was well on 


its way by then 
Road to Success 


George Hugh« 
electric 


inventor of the 
range, 


title of inventor. “It was my ability 


JULY, 


pooh-poohed the 
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i i publ it an and knowledge 


of the utility busin that enabled 


me to put th lectri in ove 
I did not invent anything. I merel 
lapted netl vented | 
omebod I he id 

Ilad George Hughes not been 
taken t the Dakot 
lerrite I} t] iftter he was born 
\ 1+ I hie would Never 
have ipp! ited the ist extent of 
territory of United State mid 
Canada _ that immot be erved 


heaply b is. Had he not 
into the utility busine when lh 
helped to convince the largo No 
Dak. town council to grant a pow 

George Hughes 


never have been in a position t 


gotten 


franchise would 
realize the need for an electrical 
device to cook on out in those tree 
rf ireas where fuel wa irce and 


distances long 


It was in explaining to peopl 
who formerly had pent 25¢ every 
day or two for kerosene that their 
monthly bills would be lower with 
electricity that he brought into pla 
hii ipacit to ontrolling pul 
licity and creating it 

None of th pionec! in th 
utility busin had any idea of 
ho fast th usin Vas f£ ! 
to ‘ ud Hugh The fact 

th tilit busine loubled 
every fi i »S vhen wv )| 
our plant in Fargo, North Dakot 
we thought we got a pretty goo 
price but a few years later we we 
to see it worth ten tim that 


mmount 
George Hughes went to Minn 
ipolis with his profit tarted in 
block 


ind lost his shirt. He came 


manufacturer 


the cement manufacturing 
busine 
to Chicago as a 
catching around 
tretch hi 
income ibout th 
Marsh nickel chromium alloy 

So George Hughes bought a ga 
oline stove, and started hanging 


went, and wa 
for ways and means to 


when he read 
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the Electric Range 


t t Arth 
Waen Sout ) rm Street 
al t t pointer 
| i vrench 
i 1] put thy 
t t 1 ) b t 
t ! i eth 
t! ( icat t i 
An t now dead 
lamed = ( | him I hie 
hit t ultimatel 
t tl lica and it fell 
; 7 ; if ti} 
tum t tan 
, 
( i] t together five 
t rf uildin 
iW » »S Ch I 
With ¢ | vhol 
t t ned a di play 
th N.E..L.A hibit held in 
the Arm 1 St. Louis in 1910 
Pa vatch him cook hi 
Ipp th first food 
prepar on hj mig ind 
topped to ta 
I formed a company after the 
C1OS« f the exhibit, calling it the 
Hu hlectni Heating Co.,” 
id H } Wi i inged to 
} nm st Lho bold 
’ | bed t tock 
it t t 17 to ich dollar 
cn v id ou 
npa t ( ieral Elect 
lo th f th ectri 
heatin t f ipp] ince, General 
lect ( | iht together the 
Hotp t ( ’ vhich had 
peen b | t flatiron ind 
table ip] lan if (Ontar Calif 
id H i to f n 
it t vhich t 
turnes i f its heating device 
t 1) S " )} ( \ 
Hugh I im | ident of the 
Fdi ( eral | t Appliance 


The First Sale 


In far-away Billings, Mont., Jack 


Roch managed the utility in 
that cit | ught home a irload 
f Hugh ect ranges, loaded 
them int i in yvered with a 

1 that | Electric cooking 
ha irrived in Billing and 


paraded down the treet behind 
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He installed a range in the utilit 


office, h i bewildered housewife 
to do cooking on it, and when she 
fluttered about with the unfamiliar 
device he purchased — loave of 
bread from a nearby bakery, stacked 
them in the window as a display 
Ja } Ro it vas (core Hugh« 


Westinghouse and Everhot 


told We 
tand 


Utilit men tinghou 


ouldn t i draw ot 
i than or ¢ 


rie Ihe ideal t pe 


imiper in the 
of range, the 
kind that 


ind mad 


1 orn 
t d hot all the 


demand on the 


tim 


powel tem at meal 
\ i Westin 
tarted to work on a 
of electri 
to put the heat in the range at a 
satisfactory to the 
to take 
thought 


COn CQUCHICE 
hie LiS¢ stor iv 


type range. The idea wa 
constant rate 
utility. ‘The 


it out as needed. ‘This wa 


housewife was 


necessary at the time as most hous 

had #10 gage wire running into 
them and bumed only a few incan 
descent lamp Something Wa 


needed to us when the 
light not turned on. The 24 
hr load of ill that 


could be ind most utilitic 


powce! 
wer 


ibout 


ip A 
carried 
1914 
ing their inv 

Phe turst We 
range, therefore, wa 
tove ind using 3 to 4 
kw. Now the problem of the en 
neers was this: If you are going t 
1 continuous heat, yo 
illow for radiation lo It i 
to insulate igainst heat |e 
than for clectricit There is wm 


you can put 


iround didn't envisage jump 
tment im plant 

tinghouse clectri 
ictually a ga 
made 


Ove! 


provide for 
had te 


| 
haTaCT 


wound a 
hot body that will keep the heat in 
lor heat flow 
even radiate iCTOSS a 

Che Westinghous« 
tried 


heat 


insulation 


through everything 
vacuum 

range experi 
many methods of 
Salt and 
used, and finally it was di 
overed that a chunk of cast 
held heat best 
ulated box which had lid 


holes. By 


piece of hot iron came up to the 


mente! 


toring even rock 
wer'e 
iron 
It rested in an in 
over the 


four pushing a lever, a 


1957 


urface and a trving pan could be 
et on it Lhe 


OO to 


ion Was around 


900 deg in temperature 
which the cooking dropped, but not 


too much 


It was found that a heat storage 
type range took 50 percent more 
cCHncres than cirect clectric cooking 


Nor did the publi cotton to the 
idea of a range containing a red hot 
hunk of During the 
mental period a 
is hired to cook 
v stove, but it wa 


Won exper 


home economist 
meals over the 
ilways noted 
o home and 


i different 


that she preferred to g 
Ook her own meals on 


t tove 


pe of 


rom an economu tandpoint it 
vas found better to take electricity 
throw it 


form of heat a 


from the line and mito 


food im the needed 
than to store it up and have a con 
tinuous loss 

Lloyd Copeman had the idea of 
fireless cooker. Te put 
i clock on a thermostat 


in electric 


witch and 


thus got away from the straight 
fireless cooker idea. His first range 
was built of wood, and he got a 


Westing 


in giving up the storage of 


patent on his principle 
house 
ick i made 


heat i deal with ¢ Ope 


man and bought out his firm in 


1917 
Ihe T¢ 


made during the 


only 5,219 range 
year 19] hear] 
them by 
until 19 

electric range 
lat 4 


i real tool up job 


wer 
day workmen made bend 
ing metal. It was not 
ind 1926 that the 
olume of We 
cnough to justif 
Single di 

OOO and single presse ran up 


0 7a YUU ind the 


tinghouse got 


costing a much a 


t had 


Whine! 
to have a quantity market to justi 


the investment 


“Dutch Oven” Range 


Over in |] urope 
Switzerland 


itt place like 
have plenty of 
vater power to turn dynamos, a lot 
of the electricity for 
I'hey had tea-kettles, 
hot plate 


en triple oven 


which 


early use of 
heating began 
vater cooker single and 


The heating ele 


ments for these devices were in 
ulated with mica or buried in 
lay. They were slow, but they 
vorked 


I hie first Westinghouse 
ould called 
ice box. It was wooden 


this first We 


Tibbapic 


ilmeost be in clectnitied 
llowever 


tinghouse range wa 


completely jutomaty ind had 
both time and temperature con 
trols. Current was turned on at a 


predetermined time ana turned oft 
it a predetermined temperature 


Oldtimers called it a Dutch 


oven It cooked on contamed 
heat. The insulated oven piled up 
heat which first seared the meat 
md then cooked it 

Most ranges were made of cast 
iron im solid stove tradition 

boarl Westinghouse men were 


rather courageous im taking a chan 


celain enamel! 


On pol ig ib an oven 
Many folk nicl that the chip 
would shower off through heat 
hock and some would get in th 


food and kill 


ome of the goo 


customer Karly range vere fin 
ished in black japan, with porcelain 
enamel outer panels, The first all 
pol elain enamel rAlipe Na tii 


veiled for the 
1923 These 
flapped over cast won 
Phere was cast 


Sal 
aoo!l 7 Wien 


publi in thee cul 
panels imecidentall 
were coyly 
ind sheet 


iron on the 


metal 
oven 
wanted a door to “clan vhen it 
vas closed 
Ihe earl range vert wa 
black and white. When We 
tarted ifter 


busine m 192¢ thre 


hing 


house going ipart 


ment house 
policy on color was loosened, and 
by 19 Westinghouse range 
blossomed out like 


rainiboyv hven 


rea model wert ria 


Legs on range 
ing in 1926. We 
car brought out cabinet 

As late as 1929, We 
range thermostat had 
the dial. They didn’t dare 


lay to put down exact 


tarted disappear 
tinghouse that 
model 
tinghouse 
numbers on 
in those 


te mipera 


tures, for it was a job to figure out 


just how to calibrate a thermostat 


It was a terrific battle to lick the 
thermostat. Too thin metal will 
pick a ‘set’ and will tire out. Result 


is, you don't get temperatures that 
you set the thermostat for. Bi 
metal will not curl in the position 
intended. The difficulty wa 
licked by 


(Continued on page 194 


finally 


bending a piece of bi 
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CHANGING STYLES 
IN EARLY RANGES 





PLUGS AND JACKS f LARGE family ranges like this were made by A. J BLACK MARIA, General Electric DUTCH OVEN is what oldtimers dubbed 
trolled heat « 1909 West Lindeman & Hoverson Co. and sold under subsidiary range of 1913, had electric heating this wooden range made by Copeman Co 
inghouse range Unit had trade name of Bon Ami about 1912. Note extra coils imbedded in heavy metal glas: in 1914. It cooked on contained heat, had 
witch by year’s end ovens, multiple control switches Oven had exposed heating coil: time and temperuture controls 

HERE 1S a Rutenber range made sometime around 1913. One-piece rounded ovens GLASS PANELS in the oven, master and subsidiary heat switches were features of 

and enclosed surface units were features. Oven vents came later this apartment house range by Standard Electric Stove Co. about 1917 
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MODERN Notpoint range nade 1934 





OVERHEAD OVENS in Universal ranges dis 
appeared by the time this model came 
out. Note the high backsplash and the 
netal shells over each burner 


. 
DRIVE TO cuT price to ul 
d $100 in a modernly 
q tyled range produced 
t 1930 this curved-leg 
1, porcelcin enamel mod 
f ty ¢ 








from 1909 ‘first’ deve loped by George Hughe right, with open coils in asbestos brick 












KEROSENE oncestor of modert 
Preway electrical range wa 
built in 1929, stood on four 
graceful legs and provided a 
high backsplash 


FIRST RANGE by Frigidaire in 1937, a one piece procelain unit, got close 
scrutiny from GM executives R. H. Grant, left, and A. P. Sloan, Jr 









i Cleansin nm and, im fact, fo 
yeul iy othe i e¢ mountain 
illed the Bu Ta Via 
Old which washed clothes by an 
endl ction of the inment 
through roll 

Durne the ce pre on m the tall 
of 190 A RR. Nich 
paper on i bread board in his hom 
in Ievanston, HL, and undertook to 
work out mechanically an idea that 
be NN. Eberle Sr., of the Hurley 
Machine Co.. had for produ ng an 
electrically 


ick it 


on put ome 


operated wa hing mea 
chine 

iat vrote that vorking out i 
wringer roll wringing device was the 
toughest thing in the job. He came 
ooden trame holding a 
three-roll, reversible wringer 

Phe thing needed tor the wringer 


itsell wa ontrol. The first pre 


up with aw 


ure ntrol vere linked up with 


i cw vhi hy ly Ib 


Cll placed On 


top of the wringer to ippl uth 
ent pressure to the roll, Loosening 
th topped the sque 
mhon Later on a ourt wa to 
decide that the peed vith which 
thi vringer pressut vas released 
constituted patent 

Automatic controls for wringer 
were first visualized in the Hemin 


way patent vhich tuken out 


by an engineer in 1914 and 1917 





The Birth of the 


Patents on washers go back well over 100 years ago; in this article a 


group of industry pioneers pool their recollections of the development 


of the home laundry business prior to World War Il 


About the Zenith ¢ th 
it) n tlund ( ind a fe 
ith, first ad th I] stop im ad 
ition to th ure ntrol, but 
itd not gam icrally until | ( 

Because th i twistin tion 
1} thy rubt t the 1] thi | 
Compan brie Pa perfected 
method of ipplying cath nt kind 
of rubber to the roll so as to pro 
ong it lif 


Bar Release Improved Safety 


SOM p yp ot hurt on wring 


ers and efforts to make them safe 

ulted, im $93 n the bar re 
lea Walter Kauffman of — the 
Lovell Company report It wa 


imstinctivel 
ind got the desired result. ‘Touch 


from an miele qucez 


omething you struck 


topped the 
ing action of the rolle 
Ihe early releases caused trouble 
\s one old-timer put 
it When you pre ed the release 
the part hot all over the base 
ment by 


mn re-setting 


1940 wringers with tog 


gle mechanisms tied the whol 
thing together and th vringel 
was stabilized until it worked 
moothly and could be re-set with 
no difficulty 

Hard wringer rolls were generall 


used on wringers until about 1929 
Manufacturers had great difficult 
in making rubber stick to the steel 
hafts. Although soft, safe 


nut of balloon roll 


dough 
had been used 
is early as 19 it was not until 
1934 that thi 
tually every 


thus ending the destruction of 


became a part of vu 


washer on the market 


millions of button 
Wringer roll were 


wood until manufacturer 


made of 
learned 
how many pounds of pressure per 
quare inch were needed to extract 
the maximum amount of moisture 
they had 
established that one kind of pre 


from a garment. By 1937 








aot the best work for wool 


mother kind f otton, another for 
n and silk. So, in came 
mgel which toda ire 
d perfected 


new ideas have come into this field 


mctal 
consid 


Ma much I fr 


Early Washers Copied Hand Methods 


Ihe machines of 40 years ago 
nl ittempted to wa h clothe 

Ih \ hook quivered rolled OVCT, 
pla hed the vate vith cups, ind 
manufacturers thought that every 
tub had to have ribs on it like a 
Wa hi board 


tempting to unitate bi 


Inventor were it 
machine the 
crubbing board 

This tenden goes back to the 
first washer produ ed 

i. HH. Smith, Pittsburgh, took 
out a patent in | ) for a wash 
ing machine, No 1 909 
rotary unit and « 
ble ll, 


the wash 


hand oper ited 


It was a 
iused endless trou 
tangling and destruction of 
Hlowever, Mr. Smith 
persevered and in 1563 obtained 
patent protection on the first self- 
reversible motion attachment for 
his machine 


Ihe funnel-on-a-stick washing 


machine of 1877 wa copied by the 
vacuum cup maker 

About 1900 the “milk stool 
dolly” agitator began to come into 


inventors had learned 
that sloshing « lothe 


use because 
through water 
ilone did not get them clean. ‘Thi 
oscillated back and _ forth, 
tirring up the surface water in the 
tub and the clothe 
pened to be in contact with the 


cle vice 
which hap 


legs. Although it was an improve 
ment, there was still some tangling 


ind some tearing 


Invention of the Agitator 


When John Ericsson 


the propeller tor 


invented 
us in moving 
boats, he hit upon a device that got 


a greater grip on the water than 


JULY, 
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Immed 
paddl 


teamel mad Oat for boat 


inything so far ¢ 
ite] thie 


vheel 


manutfactu of 


dropped in 

When one 
on the market was born, mad 
the Hurl Machin Co md 
called the Thor it employed i 
rocking motion which splashed th 


water through th lothe Thi 


tartling quantity 
of the oldest washer 


widel 
the 1910-1920 period 
vith it was the milk 


which had been used 


tem wa opied in earl 


makes during 

Competing 
tool doll 
on hand oper ited washers 

Out at Newton, lowa, the Mav 
tag ¢ 0 
improved doll 

One of the men who was pre 
ent at the time tells this write 
that an assistant got the dolly in 
upside mistake It ink 
down the shaft to the bottom of 


and tub and observers were sut 


was experimenting with an 


down by 


prised to see that it did a much 
better job there than at the top 
of the agitator 

Work was turned in this dire 
tion; fins were put on instead of 
milk stool legs, and 
of John Ericsson's 


born, which was destined to revo 


n adaptation 


1] 
pl IPCuCc! was 


lutionize washing just as Ericsson 
propeller had revolutionized steam 
boating 

\ patent was issu 1 to Mavtag 
and the subsequent fight of whether 
or not all manufacturers should pay 
royalty to the Maytag Co. was one 
of the great rows of the 1920’ 

Later featherweight 


won popularity ar 


iluminum 


d refinements in 


agitator types got results in a r 
markable water action. One manu 
facturer found that in an ewht Ib 
load of clothe 1 colored handker 
chief could be 
the top of the tub every 
second In short, every 
the tubs was thoroughly 


made to come to 
40 to 50 
garment in 


washed 
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Home Laundry Industry — 


ly tl i tat p! fl l ( d | 
l tiis¢ if it mooth 
urt ()n ( Nl patent ittor 
n ip tent | running tw 
nachim full t loth ti ( 
ad ind then h in that 
tl ti tat 1 | lint 
| nent 


| icmust who has ever stood 


in hus laborator vatching the cen 


efhcienc' 
It was only a matter of time until 


iimuired it 
this principle of extracting moisture 
ipplied to the washer 

As early a 1920 the Laundr 
ett long extinct — used thi 
method, and the Savage came cn 
the market with it in 1923. In 
1926 kasy Washing Machine ¢ orp 
it Svracuse New York, brought 
destined te be 
known for this qualit 


out i machine 


lhe trade dubbed the new ma 

hine a “spinner,”’ and it took it 
place i 1 desirable method of 
laundering 


It did a remarkable 


ing buttons on the 


job of | 
clothe ind 


in gently drying almost 


inything 
Ihe difficulty lay in teaching the 
housewife how to 
her clothes into the 
Laboratory experts alwa' 
load their centrifuges; M1 
vife did not 

It is interesting to note that 


properly load 
pinner basket 
carefully 

House 


the pump, since pumps are mad 
for old washers today, grew out 
f the necessity of the spinner to 


have on 
The Electric Washer Motor 


l’om Behan, one of the founder 
of the Nineteen ( Orp., which 
later became Whirlpool, main 
tain it was the 
the fractional horsepower electri 
that brought 
reation of the washing machine 

Ihe General Electric Co. wa 


deve lopm nt of 


motor ibout = the 


producing at that time an indu 

tion motor for a OmMpresso! ind 
i lum tank pplication which 
Va easil idapted to the new 
vesher apphance A motor made 


Or iSsning machine ipplhi 


MERCHANDISING—JULY, 


cahon wa pul in produc fon im 
1913 It consisted of a 
otor which 
induction squirrel cage was in the 
tationary part of the frame, ‘Th 
urrent wa ent to the rotor by 


means of 


wound 


revolved while the 


tational irbon brush 


riding against the revolving bra 
rings attached to the motor 

The year 1920 marked a mil 
machine 
Up until that time there wer 


tone in the washing 


rating ol 
vasher one 


everal models ind 


motors on machine 
would have a certain horsepower 
rating of vhich differed 
from all others. Another would 


require a different haft for it 


motor, 


installation. Practicaily every wash 


ing machine required its Owl 
pecial motor 

loday so standardized are cle 
tric motors that but one set of 
mounting dimensions are provided 
motor 


50 or 60 evel 


regardless of whether the 
can be used in 25 
yw for direct cul 


urrent OUTCE 


( 
rent operation. A 4 hp rating only 
is supplied 

Today, says A. W 
the fractional 


ection of General 


Bartling of 
horsepower 
electri thi 
motor used in a washer 1 
physic illy, yet if 
times greater than the older motor 
Starting torque (or cftect) of thr 
that of 
1 motor manufactured before 1920 


motor 


It lle I 


output 1 4 


modem motor } ix times 


lormerly it was necessary for 
i housewife to oil the motor on 
started 
l‘oday’s motor 


lubricated at th 


the isher every time she 
the family laundr 
ire lifetime 
factory 

They are quieter than 
those furnished 20 to 25 year 


Trt hi 


igo This comes from the use 
ot ist 
climination of brushes and com 
mutator ind the use of carefull 


designed resilient mountings which 


iluminum type rotors, the 


absorb torque pulsation of th 


motor 
Gas Engine (ays 


In the early da washers wer 


built and operated by miniature 


gas engine which were jargel: 


1957 


produced by the Briggs & Strat 
ton Corp. of Milwaukee L hese 
were sold mostly to country peopl 
line Poday 


out beyond power 


this busine is almost an extinct 


on 
Why Tubs Became Steel 


lhrom the begining it wa 
obvious that the wooden tub wa 
doomed. It would leak if allowed 
to dn out hook 


there wa 


would slip and 
trouble aplenty 

Ihe galvanized iron tub came 
into the picture, rolled and seamed, 
with the points of contact soldered 
It was hard to keep clean, and 
the tub tended to rust after con 
finuous use 

Copper followed which wa 

found it 
luster and take 


corrode d 


non-rusting, but it wa 
would — lose it 
on ill ugly, ippe Alice 
Bumps showed up and were hard 
to hammer out 

Horton, Altorfer Brothers Co 
William Hogensen of Chicago 
Vitreous Enamel Products Co., 
ind ‘Terry Craig of Mullins Mfg 
vere among those who saw a 
porcelain enamel tub as the logi 
cal end of the chapter 

Pressed out of one piece of steel, 
That this could 
to old 
timers, but steel in those days 


ductile as it has 


it had no seam 
be done was unbelievable 
vas nota 
to be today 

Moreover, im the 
of roll 


come out very 


Conic 


onginal wat 
caming, enameling didn't 
well because during 
the firing operation expansion and 
contraction caused 


many reyect 


Ihe proc of porcelain enamel 
ing helped 
In the 


enameling tub a 


proce of porcelain 
temperature 
1500 deg. | iS 


é 


of approximate 


reached, and in a tamped or tab 


ricated article there is a chance 
for warping 

cobalt 
highest affinity for 


known metal, is used 


An enamel high in 
which has the 
iron of any 
It imparts a dark blue color to 
the enamel illed roval blue 
ind wa the color of the first 


porcelain enamel wa her tub. Once 


the tub ver porcelain enamel 
only on on ide, but ian 19 

developed 
flexibility 
quality rack 
it practical to coat the tub 


Virtual ill tub 


porcelain enamel! Wal 


to the point where if 
ind it idhering 
inisicle 
ind out loda 
are porcelain enamel, because ot 
its resistance to. stron vashing 
powders and cleanser md to all 


tomperature of water 
Leaking Troubles 


One otf the earl dithculty 
with the washing machine was the 
fact that tubs leaked water. On 
looked as if you’ could 
put enough wound = the 
igitator leaking 
but in time the water got down 
md wet the diluted = the 
oil and caused plenty of trouble 

A. W, Altorfer of Peoria 


who hit on the idea in 1925 of 


papel it 
pai } iy’ 


post to prevent 
motor 

It wa 
i hugh, center wringel post which 


lifted the joint ibove the 
fluid Ilis center post rose ibove 


ishing 


the water line and wa ife, and 
became an enduring principle i 
washer construction 

Because women habitually neg 
lected to oil washing machine 
thus shortening the life of them 
he also hit upon the idea of pack 
a thought 


which Callie down from his imple 


ing the gears in grease 
ment da in ls old) hardware 
tore in Roanoke, I] 

hrom John Seelhg and Joe Bar 
low, who had a hardware tore 
in’ Ripon, W1 carn 
more washing improvements 

In 1915 they devised a 


wringer which would operate in 


is ¢ ouple 
Vinpine 


my direction 

In 192] the firm hit upon the 
double-walled tub with the pus 
holding the heat and 


protecting the inne 


pos ot 
Oppel tub 
vhich dented ry easil In thi 


Ripon factor vas also born the 
idea of having rubber isters on 
Wil her chinimating i ot ot floor 


Haw 


Making the Washer Rustproof 


Ihe greatest enem ot the 
washer is moisture, It in apph 
Continued on page 4 
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WASHERS HAVE BEEN 





DEVELOPING FOR NEARLY 
100 YEARS 


Early Machines Were 
Crude But Workable 





A WOODEN TUB WASHER, patented by 
Davidson in 1865, complete with eccentric 
paddies to agitate clothes shows early 
theories of good design, was probably 
highly thovaht of by the housewife of the 


period 





THE INTERNATIONAL EXPOSITION of |8/¢ " 
held ) Philadelphia, brought with it br 
flood of new desig n washing mach 7 
among them the cone-on-a-stick plung 

mode! illustrated above 











“MILK STOOL” types of washers, so called 
because of agitator construction, typified 
one phase of early development suffered 
because of the tendency of clothes to 


nag 


Introduction of Power 
Speeded Consumer 


Acceptance .. . 


ELECTRIC MOTORS provided the key to 
greater consumer sales appeal. Thor unit 
of 1907 utilized metal tub of unique de 


sign, but oversized wheels and unenclosed 







chain drive proved unwieldy 














ALTORFER BROTHER’S entry for the year 1909 
featured unit boasting of motorized washer, rins 
ing and wringing tubs. In an era of oversized 
homes unit’s proportions did not affect sajability 











NINETEEN-TEN saw tne ntroductior by Easy of 
their first electrically powered washing machine 
Unit and tub followed ma 

with the consumer of that da 


proportions popular 



















owt 





—_ 


ae ee 
POLISHED steel and copper tubs were selling points during the period but basic styling and 


problems of open bottom carried over from an earlier era. Not until later did the first 
fully enclosed washer appear on the market. 


. 
INNOVATIONS began to make their ap- 
pearance shortly after World War |. Laun 
derette Mig. Co., of Cleveland produced 
yne of the first units which eliminated 
wringers in 1918, drying by centrifugal 
force instead 


‘ / SQUARE LOOK of Federal Washer, com 
In the 20 S, LARGER MARKETS, plete with top mounted work surface, pre 
aged things to come, Unit pictured was 
manufactured by the Federal Electric Co 


of Chicago in 1922 









MANUFACTURER’S were beginning to realize the need for more compact units by the middle 
1920’s and a trend had become apparent. Three washers of the period by Voss Brothers 
Automatic Electric Co. and Sunnysides, left to right, illustrate the first faint advances in styling 


and overall size reduction 














MORE AND MORE attention was being given by de COFFIELD WASHER of 1925 utilized hori 
sign engineers to enclosing legs and motor of the zontally placed tub and oscillator type 
washing machine. Barlow and Seelig and La Salle agitator. The company prided itself on 
units pictured show two solutions to the problem radically different method of suspension 









WASHERS (¢ ontinued) 










Advertising Helped 


Convince the Public Floor Display Was a Problem ... 


EARLY-DAY appliance dealers were often hard-pressed in setting up in-store displays. 
Size of unit, and angular construction of washers of this period made efforts to utilize 
space most effectively a problem 


Wringers Grew Up With Washers .. . 








PUBLICITY shots during early period of LOVELL window display of 1933 illustrates manner in which wringers paralleled growth 
development varied little from those of pattern of washers Safety features in wringers, not known prior to the turn of the 
century entered picture with introduction of enclosed gears and safety bar release 


today. Labor saving and safety features 
of machines were pointed up constantly, End 
usually in conjunction with a= smiling 
housewife, but with an occasional man 
showing interest in the proceedings 
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Dishwasher 


It was weli over 100 years ago that the first dishwasher was patented 


but it’s only been 


spread acceptance 


FT AHL. dishwasher had its begin 
| ning 1 a small way, in the 
upstate New York village of 


eden. Th 1 an era when the 
onvenicen f the woman of the 
nouse wa dom, if ever, allowed 
t in t upper hand, J. Hough 
ton pe fected and patented U.S 
Pat. /,3¢ | rude wooden 
le h destined to be 
the forerun t the ipphliance we 
Kn tod 

It 1 probable that, like most 


innovation 


Hou mhton yifent wa laughed at 


| om ondemned by others 
What mportant 1 the fact that 
t was an idea which caught on, 
ind in 1S¢ econd patent wa 

ued for nilar device, thi 


Alexander 


Growing Pains 


Bb LS86, the pred ( com 
pan f the pre ent-day Hobart 
Manufactur Co., had decided 
that here i device which wa 

neday going to make its mark 
\ | t company devel 
ped and marketed a hand operated 
ishwash ibably differed 

it ttl f irlier prot typ 
(oth icin thems¢ 

f th t if the prod 

t } d and 
th t rt n than 

/ ; ) ad ; 
| 

N than it it 

t n my the 

( ( th nvet 
tion t t f great ( 
t the ! f the 
yunty \ I t ialf i century wa 
to pa cf vasher sales had 
eached a point where more than a 


handful of American housewive 
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were to become aware of the “great 
good 

Some of the early impetus to fu 
ture iles of an ipphance till en 
during growing pains was to b 
furnished by two more York stater 
Willard ind lorrest Walker 
Developing and perfecting what 


Via ck 
ft the pre 


tined to be the forerunner 


nt-day General Ele 


tric unit the brothers Walker wer 
marketing, as early as 1910, a unit 
which retailed at $20 The basi 
concept of this machine wa i 
imple one \ dasher type unit 
the Walker dishwasher boasted of 
three plungers which forced wat 

up ind over the = dishe to be 


overtaxed hou 
rank By how 
ever, it va be ipparent 
dish 


washer was not the answer the 


leaned as the still 
vite turned a ¢ now 
Oming 
that hand operation of the 
wanted 


consume! Upgrading of 


mechanical detail progr sed to 
drive b 
j 1914, fra 
tional horsepower motors had taken 
duty of 


motivating 


point where gas engine 


came practical, and, by 
over the upplying — the 


DOWCI ike 


nece ir 
finements were many during the 


ears preceding World War I. and 


the introduction of such important 
] connection 
obsoleted thre 


water by 


iles features as a hose 


to the 


water 
need for supplying 
By the end of 1919 the 


NICCTN Wa Ciing an 


Ource 
hand 
Walk 
innual 
unit priced at the 
msiderable figure of $120 
Hobart 


upgrade it produ t 


then not 


too, was continuing t 


during th 


period mac ine which in’ tarn 


, 
became mccor powered utilized 


centnfugal pump washing stem 


ind which, in the words of com 


pany literature embodied all of 
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The Evolution of the 


in recent years that the product has achieved wide- 


By JOHN DECKER 


the better principles of commercial 


ind domestic dishwashing 


Flies in the Honey 


study of the history and 
development of the dishwasher it 
that 


bi ng pro 


In any 


is well to remember many of 


the early units wer 


duced by under-« ipitalized and 
perhap over-enthusiasti manu 
facture I'he results were to show 


up in mechanically imperfect ma 
chine i heavy mortality among 
the early manufacturers, a generally 
ipathetic public acceptance 

Keven the dishwasher of better 


than average workmanship suffered 
end result 
ibsence of detergents, it could not 
to get dish 
clf-clean 


Hhite hing 


mn oat because, in’ the 


” counted 


upon 
really clean and was not 
hort, the 


to convince the 


ing In early 
did littl 
of the day 
that he could not well do without 

Keven the 


electric 


Comnsumect 
that here wa something 
introduction of the 


motor as the prime motive 


force wa decisive a 
i ile factor Ihe 


1920's wa 


not to prove 
machine of 
d heavy, overly 
large affair, and in keeping with 
the styling of the day offered little 
in the way of streamlined design 


Ihe dishwasher’s day had still not 


By the Wayside 


By the early 1920 n than 
lifferent dishwash ( iT 

k ted Phi ot ly hi iif 

, wn toda Included in the 
te vere many familiar name 


a) ’ 
m the Amencan scene, Black and 


Decker Kohler 
Standard Sanitar\ 


luller srush 


and others. The 


preduct of these early manufac 
turers bore little resemblance to 


the unt we know. today most 


hndncal, and 
plumbed an 
Advert ing oof thre 


being « none bemg 


x nod wa 


replete with trade mame uch a 
Quaker Hydrola Crescent 

Kehoe Planet Cinderella 

Mermaid few of which wall be 
recogmzed by any but the elde: 
tatesmcn unong — the Ipphancs 
deales of toda hie rRical 


MERCHANDISING in its. me prod 
ucts page howed no fewer than 
4 distinct manufacturers entenng 
the busin through 193 Hany 
of whom faded from the picture 


VCI hortly after thew initial entry 


onto the 


CCl 
The ‘30's——Things Look Brighter 
Phe thirty iw the beginning 
of the first small breaks in the dam 


which had for so long stifled the 
ile of dishwasher In 1930 the 
first of the square, enameled cab 
inets was shown, A portable model, 


it cncompa ed some of the fea 
tures of Lewis Jame 
unit of 192 In 


thy particular 


expermmental 


mobile iddition 


unit 


featured top 


| 


md front contro! 


t mad for the 


opening Na 


unazing! compa 
period howed remarkable restraint 
im ats design 


lhe Conover Mtg. Co iS one 


manufacturer of th id ho 
viiile the had entered the cme 
later than either Hobart or Walk 
fostered a produ t which had con 
iderable = popularnt Wmnon con 
wine! As earl is thi ear 19 
this company was producing a front 
model, an movation for 


pt Hhidil’ 

difficulties 
howe 
patent 


the time binancial 


| , 
jagued the compan ver and 


| 
in 1934 assets and 


old to the Westinghouse ¢ orpota 


wee 


(Continued on page 212) 
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An informal collection of reminiscences relating to the development of 
the electric refrigerator prior to World War Il, and, of the men and com- 
panies who made them. 
| { { i f , { () \ In Ml i making it crt t t 
tica f i ul 3 | Ba iit Chi mal Ih t . 3 
{ \ { Nic md, Chica | t Make boots durin h it 
; ( Ch Guardian, Detroit: ( not stick, and it 
i f {J ! Blast (a Ch ft rubber tra 
Volf t f 1) f | | hich th t is not easy f t 
nal | t to kred Wolf's first machin f domest f ( 
It M. ri. ] I] f it th Dome] 1Ou ial machin ten : 
. ( TH Ith | l t i t ! ! i ta If int tand l t if 
| i | ( t it t d tl first to ha ! ) them lh dome I it 
j r j ( ' i } < | | i lce Refn j iad to | ibs ' 
bine . Merrcn f t J. Walt on {| \ 14 id | 1) t k. It 
t f 1] \ t \ ) ++ ! I tin by experts, but nat It had 
' Mi | )p t t t | | k | t np to pert n ! t t 
| | ihimnost thi i I t ind ft I itt I t upp! | | 
‘mn \nyonm it tradem | h mn was th tricity an hour to operat melting ipacit \ t 
iwthing n 1) 1 and offer itl tt f it t John R. Rep!) f Detroit, 1 iutomati ntro] fheult 
t to lim. He 4 1 bred W 1] if tit h Refrigeration New id that Frigi dl lop ; 
W olf wat dal iad started the Guardian Re Lhey had to } t it tight 
lhough | | Wolf mav be th Whil kK vat produ f tor ( of Detroit Lhe tw i ul yvomel Lie t stand 
hin li hit t hat est t t I914, t nen | founded th pan th d f « 
7 t} first domest ct t mn i t { I i bea r j th jant men might 
{ it shor id h 19] ) ( lin tl t Wayne fact that ha It had f f 
hat th TT | 1 ft i} net i | Yat l tha i} th Audit j i i! rit t u 
| nest f it ( ad market Most of W., ( Durant ht th it Ih hrst tempecrat it 
if Hnharket ft the Audit th tallat ! 1 St ts in 19 \t this tim nl Di-meta nt | 
{ ped ! t { it " | 1 Cjuardian id mia i furna ulatin ( 1} 
uit | t isement \l Durant ted i t th bi-met f 
te me 4 i T Some 4 thy ’ : p thy f that it did not exp tract 
tons » the United Stat , 1 th re ry much uw dit 
\li \ ! ! id Hen st | t t I t \n lhe | daire trademark i th is it did th heat t 
i t Unt t nt I l¢ | pin f NM Replog| tw ot tistact | ta 
’ \ tt Ice Ret t t \ d Ben M. Stod hing « trica tact. Whi 
t { i \ \ t | dawe pl lent. D it is-hilled bell - 
i | the ¢ t At N ) t \ Ni Y wd Cjuard ind rsonal md and it t 
th A ( the 7 ( t Pen | it to General Motor Lat vhen chilled—the trich 
| t 4 Dubuqu WW | t firm took over t | patent In handlin frig 
| ( nan | ich h me down from | tin had ! rt { t 
\. HL hich the f Wolf and Henry B. J f Pa bs. ‘They di 
f the ( t Nlot ( t f it Autom rf | ite tin t iV 1ron tin tt 
| Ih | J. ( the Sat | | t te that the first | laire, Mod is to ik Out 1] that 
N. B. V \\ Ve | tM 8 1 19 retailed f U noistu nt t 
its f ) t \mong t t In | ) Gen Mot nd mn and freez I 
! hich he th iit uld tin i t \ i Pont f ned a sida n New. standard r « | t 
{ lomest ! il 1 It \\ Dom t " idl illed it Kinet Ch ! he KCC t Th that 
\lr. ( dvanced some money t led | Detroit \utomat ls ¢ his organization rh th V-belt é 
Nir. Wal t mod He did h | tn B} ’ \l iuh ut the widely used ref int ¢g Ol 
k in h ond st hop on Bachman Pittsburgh; Brunswick eneral empl | toda illed 


» St. Det t When Mi Automatic. New Brunswick. N. ] ’ Domestic Refrigeration Engineer 


mn 
| t ti t ud Naxco. W ipak neta, Ohi (,irarad While Fred Wolf Domelre had kred VW Heide rman of Det t 


down the model without Springheld, | Ha Portlan t for ice cub the first step became the world’s fir 


td nest 
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the Electric Refrigerator 


lect t it | igin I 
l li i 1} r fo ll 
ntists and saw a market for a 
+ ; d by] i if 
teet p ) nto those new 
} utom tire 
| um kred W. Wolf came 
b l Hip f I hi do 
I frigerat M HH I 
hye I bi nd 
T + \\ } 
W unted hy 
nd motor on top f th 
( ir in iad th vaporatol 
itl thie a iid Mr Heid 
in t i th first If | 
tained iit think He was hav 
t le because oil was slogging 
iporatol Lhe machin 
, hur dioxide and for 
i th tat had a brass U which 
\ itt d with long trip ot 
ist netal to the trip hammer 
vhich n th vit h It vorked 


hop over on 


Will St., in Chicego, and wa 


trying t et his model going a 
he had a prospective purchaser 
Mr. Heiderman relate The cu 
tom 1 Hen P Joy vho 
inted to retire and thought do 
mest trigeration oftered some 


pla ound with Ihe 
machin ked to Mr. Joy if 


{ Hon } } 4 . SOOO ¢ 


Wolf f t. In the old Peter Smit 
Buildin » Mt. Elhott and Mil 
ik St., in Detroit, Henry B 
} t i shop and pr fected 
t { erat Lh il 

lam 1 th devi is th 


na hin 


M Heiderman 


i iid VU hye i th i 
n Mr. J lost interest 
! to Liberty mot I 
A. Y. Gowan of Chi 
if t J ind n ed 
t to Ch He brought 
t type ma hine which wa 
not iccessful, and eventuall 
] npany dissolved. The pa 
tent ent to the Frigidaire Di 


ion of General Motors Sales Cor 
Mr. Heiderman ined | J 
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Copeland in a firm which was Jate 
to become Kelvinator 

One of the difficulties of the 
early dav was the delay in avoid 
ing leaks,” he i\ We had a 
tufing box around the electri 
motor haft but it 


iwphut dioxide Wa ily 1\ OOZINE 


cemed_ the 


ut. One day I called on a man 
hose othice wa lluminated with 

heht. He 
him a ga lamp which Wa 
Krom this ball and 
ocket combination I got the idea 
f a shaft seal. When you realiz 
that the early Domelr 
took a 4 hp motor to do the work 
of a | 
how much friction there was in the 
old stufing box to keep out ga 
leak I saw I could take the idea 
of that swivel fitting and create a 
evice which would fit in a con 
like a ball bearing 


pull d over to vard 
yung 


i) all elbow 


machine 


10 hp job, you can realize 


Kelvinator Got in Early 


Of ill companic making electric 
refrigerators. the Kelvinator Cor 
eems to stem back far 
thest into histor There is a tale 
in at irchive of how Franc 
Bacon ight his death of cold 
tuffing a chicken with snow to 
preserve it; of how Lord Kelvin had 
found things that the government 
laborators Kel 
relate that a Mr 
Singer turned out in 1590 a unit 


por ition 


] } 
uld tax in In 


nator men 


motor and a 
Kelvinator Heid 
Hodesk turned thei 


hand to a thermal regulator in 1914 


vhich contained a 
ompressol 


nan incl 


lake a look at an old pre 19 


Kelvinator and it will have a brin 
tank. Brine tanks were somet 
that sold very easily as thy pub 


understood perfectly the principle 
f freezing ice cream and how th 
presence of brine kept everything 
id about it. In an electric re 
frigerator, the brine had more tin 
to absorb id, and as a result 
lowed up the peed with which it 
operated. Brine tanks had a limited 
life, because leaks were likely to 
lead to corrosion. Early Kelvinator 
ind at that time 
treatment for alumi 
num—which permits the metal to 
tand up with all sorts of water 


had copper tray 


the innode 


1957 


vas unknown and expensive copper 
was used because of its dependa 
bility 

Prior to 1936 Kelvinator com 
pressors wer the non-sealed type 
\ shaft had to reach into the com 
pressor to keep it in motion In 
ide, there was ga 
Now it 1 
opening which 


haft entirel 


under pressure 
impo ible to make an 
would idmit i 
proot ivainst ga 
leakage lrue a seal of a sort wa 
invented, But many a family shut 
off their old open-typ retnigeratot 
for a few 
out of 1 
on again 

In 1936 Kelvinator began using 
i new hermetically 
or which took les 
crate I'he 


was inside with the gas and there 


months only to find it 


when they turned it 


caled compres 
current to op 
reason was the motor 
was no packing to hold back thi 
peed of its shaft 

On the earl 


iry to have 


units it was nec 

1 fan blowing against 
the condenser to carry away the 
Later, this con 


denser was air cooled and aid flat 


heat generated 


in the coolest part of the cabinet 
near the floor. The fan was elimi 
loday, the Kelvinator i 
cooled by natural convection 

The 1936 Kelvinator was in 
proved by the use of safe, non 
Older boxes were 


nated 


odorous freon ga 
loaded with 
vhich, while not dangerou 
tears to the eye 


ind it i 


ulphur-dioxide ga 
bring 
when it ¢ ip 
known to make familie 
panicky, One story is told about 
1 woman im New York who smelled 
ras and called the police I hie op 
ime up, sniffed the refrigerator and 
tossed it from a 12-story ipartment 
building into an alley, scared it wa 
going to explode 

Hieat Jeakage in later models wa 
lowered by 
1K of the insulation 
ign of the front of the 
new type of breaker 
the heat losse 
(oie piece 


an increase in the thick 
proper a 
abinet. A 
trip reduced 
up to 20 percent 
extenor ibinet con 


truction made them tiehter than 
Frigidaire and Two Improvements 


It used to be that when you 


vanted ice cubes you had to hold 


the tray under a faucet and 
run until the ice cubes melted 
ind dropped out. Many a man 
vondered what would be the 


wav to get them ut without 


Fhree men in the | 


vision of General Mot 


vears to find out h the ¢ 
might be tured 

A man gets an inet 
ork on one particular thin 
S. M. Schweller wh head i 
frigeration enginecerins inch hie 


does nothing else from then 


either he discovers th ution 
Vi drop the proposition fter mans 
firtile experiment 

A nich man was having an ¢ 
tr retry it nstalled " 
house in 919, Andy Kucher 1 
late It cost him | LOQ 


cubi foot (Dive ada Ku het 
i CrVice ill 


aL nd the uyel | 


necessary that this thin lisa 
whole house?’ Every time it comes 
on the refrigerate hake like 
hin 

\ steel platform had to be put 
in, almost doubling the cost. But 


that was what refngeration was like 











in the good old da | model 
had plywood cabinet vhich 
to piece Ihe brine tank 
roded, Karh 


buyer had th pl i 


ure of bemg first, but the 
plenty of worre tor 
The first motor tailed iW 

poor motor bear oMmpr 
tufhng, box leak bad belt 

ise of insufficient lubrication 
hiarly models of ret rato ver 
requentl cooled | vater which 


mecant a () pumping in tallation 
mad i 5p ial vate ! to i i 
mg of occasional treez ) 

Phere Vcr Hie I il | wr 
mpges between the 19] 
19 (ne-one-tho math ! 
mch wa ibout the limit ( 
pressor had from { to 6,000th 
of an mch clearan th the 
ult that there wa ett nN 
to leak ig Thank HIN proves 


gage we spe ib f 1/10, 000th to 
day like they did 1/1000th twent 


Cal iva 
Kefrigeration engin ha 
losed in on mince tails such a 
Continued on page . 16 
PAGE 
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REFRIGERATORS 
BEGAN 10 SELL 


AFTER 1913 





FOUR OPENED DOORS reveal food racks and exposed cooling coils of first 
commercially successful household mechanical refrigerator made about 1926 General Electric 
1913 (left), Apartment refrigerator (right) by ElectriCeé 


i 


vided 5% cubic feet of space, had three ice cube 


NICKEL TRIM and rounded corners were a Style 
note on this 1926 Electro-Kold refrigerator. Firm 
offered units in 6.5, 8.5, and 10.5, cu. ff 





drawers 





COMPRESSOR AND MOVING parts 
refrigerator 
in 1925 pro stairs in hermetically-sealed steel case 





eeeeeos 


in ivory enamel was $295 
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HOID ICE MACHINE Corp 
frigerating unit in 1928 
gave more storage space 




































































made this electric re 
Condensing unit on top 














this BUILT IN 1924, ‘Kelvinet’ refrigerator by 


was up Kelvinator featured modified condenser 
Cost coils to fit in bottom cabinet. Note shelf 


peak-through for tall bottles 





SULPHUR DIOXIDE was refrigerant for this Superior 
refrigerator, also made in 1928. Single cylinder 
compressor was operated by 1/6 hp motor. 
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HYDRATORS BECAME standard equip- THIS SEEGER cabinet for ice refrigera FIVE-POINT cold accelerator, enclosed BY THE TIME this unit appeared in 


ment on Frigidaire refrigerators after tion from 1928 permitted installation ice compartment, chill tray, and re 1931, hermetically sealed units, ther 
introduction in 1930. Porcelain moist of electrical unit in ice section at any fined ‘Rollator’ compressor were fea mostats, temperature selectors were 
air compartment had ventilated lid time. Note full-width vegetable bin tured on this 1930 Norge refrigerator standard with Westinghouse units 
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IT WORKS 
ITS A 


Gibson , 





| ITSOLD 
+ ITSA1933. 


Ge 














THE YEAR THIS Gibson refrigerator came out units had 
automatic defrosting und 12-point temp controls. One even 
had ‘Press Toe’ door opener 








~——eee 
~~ 
ed 


— 
pple 
_ 


‘i 


SS 
-? 








t 





YOUNGSTOWN PRESSED STEEL'S enlistment of Stepin Fetchit : 


in 1942 to enhance its kitchen promotions gave refrigera BUILT-IN PAIRS of refrigerators and freezers became common by the 1950's, like these units by Reveo 
tors a prominent role in modernization introduced in the early part of 1954. 


END 
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Like any other husband, J. Ross 


Moore occasionally puts the fam- 






ily wash into the clothes dryer. 






But there’s one important differ- 






ence: After many other inventors 


had failed 



























» ' ; ; , 
y il MBEAN ! I l higurin t th rect way t i rotatin Dasket, heat « end teenth St Minnea bairst 
h nom aon vashin UG a Su ful home d a In a tating cvlinder moistur ustomer for a dryer ¥ i nan 
i NO ) my } | ‘ ‘ ‘ , ( , ‘ , hy 
| ; 








knie ' th th th I icn he start ut they used | t hh 1 in an old house, he vent the f ) 
ig nat otesqu hap bel team im thi ition ine had t ntent himself with \ for the verdict. Th ! n 
mu in hang them u ht leal thing that a h vite didn’t ha heat 1] rot heatin clement it down. and iit y nt 
to be dreaded nd couldn't handh vired to two circuits to do the job know what vou have done for u 
It isn vond that | hott \gain, other pr ypl had tried ¢ d had only 3,000 watt it hi women.” Ro Tr carl 
fj. R MM it I nvent war t ai loth but nninand at that burst into tea 
nea 1) Daal turned = th Int i that a  domest Ihe idea of a ing drum 
hasket ' helo ay ae ee vith, fe ip aie tint T From Coal to Clothes 
| i I 1 Till inn iS! hin 
han t on-expert Ih nvention had been done I Noo did t t fh 
Bein , i l { loth nice brown | Thermostats wer nportant. Lay ir] VOTK Im an it n 
int tt t i nd were unsafe to ng im Minnesota, he found twe 10] owned | IN Merrick 
, 1 f t f hiya vonen. When Mo firms that uld fix him up with 1 Fourth Street Viinn 1] 
the prol ) { , lone the d r idea had them—White Mfg. ¢ id Min In lus eftorts t t 1 
1 fam iM \I putation neapolis-Tloneywell | | tn i 
he wondered | vibly R Moor u 1 accordance with his view of th several firms. H 
uld hb t have fort 1 the tact that he didn’t put ' ling too much heat, he used 1 obtained an 
oth ‘ I ! ! reat under the the hy pl i fan to carry the heat Va ion nd build an aut 
nventin hic] This heat 1 vith moistu but didn't bl t rf i hote 1 M 
Phis was the start of th th nel with the quantity of moistu through the laundr it at the With the money i ‘a put 
dryer, the laundry d that ma casing iused the damage bottom. Here was the basis of In together a gas heated th 
i onex<lay | f taki t Mir. Moore put the heating el patent, the carrier current, which vhich attracted th ttention of 
ipparel. Last ir 160 OO unit ient—clectricity or gas—in the top was patented April 193¢ the Universal Drver ¢ vhich 
td f the dryer, to on de. He mad Ihe first clothes dryer was tried was organized to mak t Che 
that with out ina home at 901 South Four untimely death f Jer Calloban 
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, l {hy i Ii. ¢ Gowran, th pr ident 
Nit ( ompan iv t and \Ir. Gowran and Jack W orth, wit 
lit. J t model weighed their wiv vent to Minneapoli 
I boul plat ma ind put i drver through it pact 
tical. The second mocel When they came back, they had 
00 Ibs., and 60 were sold 1 contract to produce it in ‘Ty 
ment hou River 
calls Ro Moor The Hamilton Manufacturin 
d out to learn mor Company of ‘Two Rivers, Wi 
nachine In one ipart mn wa founded in 1580 ind 
he discovered a | nade dental cabinets, wood print 
hairpins. te was at ng type, drafting furniture, labora 
im how the ot into the to equip nt and urgical ib 
fil one woman I nets, but no Ipphance It had no 
t th irls who | perience im consumer good 
th t dried the ha ith apphan 
nea 5,000 Units Before War 
‘ } finan | f ‘ n 
iv a I] t hi 
| ( ' ‘ th ap , 
\I f » I) { 
I ' | { 
t I] t | t ! fi t 
ft | Ik : i 
( ' 
Ile ft t \\ 
' 
f ied « } 
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Developed 


CARRIER CURRENT of air forcing 
heat down through clothes 
heart of Moore 


EARLY HAND-MADE mode! incorporated 
Moore’s basic principles. This drun 


wa 
opened on side 


; development 


i 


f 





PORTABILITY idea expressed in this model didn’t work out 


It was too heavy to be easily moved 








FIRST to make 
Storm Mfg. Co This 
1937 


the dryer commercially for Moore was tt 
weighed 6865 pounds, was built 
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’ ’ wat 

tly ric ti j il 

| | ty t th / 

t of ft i it f 1 that af 
th i 1 th hah 
r better 1 hdnt ta 

tent nt lea but David 
DD Kenn hd ain th iw IY 
i behind Herbert Booth ho 

t th iW idea | don in 
| | 

Phe Kenn patent oO broad 
that n loaner uld be made im 
thy United State Kcept under 
heen Kenn formed the Su 
fion Cleaner Compan md pro 
ecded to heen i number of 
manufacturer 

Apparent! th int earch 
patent histor ( wefull be 
cause a man named \ieCatt had 
ilread pat nted a suction cleaner 


vith a hand operated iano | 


It wa illed the Whirlwind and 


contamed all the locment ot " 
modem elect lean except 
the eclectne motor. Th leane! 
i model of viich t inthe 
Hoo muscum at North Canton 
Ohio vould have | ked th 
Kenn patent high cle nicl 


handsome if it had been exposed 


It Vil Nun Span | vho 
brought the ruin ier | 
W. TL. Hoo Spangler took 
job as a janitor ina | depart 
ment store in Canton. Ohno Lhe 
Clouds of dust h t dad up made 
him feel the rhitist ( in Casi 
vay to clean carpets and he brought 
mechanical ability to bear on th 
ubjyect lo suction cated bi 
mm clectric motored fan, he added 
i rotating veep! rush driven 
by the me met 1 produced 
j portable tict ! ‘ ) Lh 


How the Vacuum 


The first suction cleaner was patented before the Civil War; collected 


here are a number of milestones in the product’s development as recalled 


by a group of industry veterans 


! p from ti 
I! il t ’ i ti lirt 
mad it ad on rf the 
test aiff It } icuum 
i iD i t thi 
ist 
VI pay lads financial 
t iI i hed r to th 
I| th th lea of sellin 
Hi] iCuulnn lean for a 
lil 1 I} I] } 74 ited ' 
th i id nd tiarne plant 
dH. W.H thi n, used 
t ( ut i the road t ll h 
ty mm rood 
\l reat wd luc onsisted 
in finding out the neht way to 
ell vacuum cleaner rather than 
the cleaner itself he iid | 
vould stock up a hardware for 
vith cleaner rm 6out two month 
later and find none of them moved 


1 would get busy and demonstrate 
them to housewives and move thi 
tock. Quite unwittingly, I stum 
bled on to the fact that pecialt 
demonstration were the orrect 
to sell vacuum cleaners, Oth 
tried to 


them through janitor 


manufacturer market 
upply com 
penne ind failed.” 

Mr. Hoover called in Frank Cas« 
of Cleveland, who redesigned thi 
leaner to use an aluminum casting 
He gave Hoover the idea of th 
uction nozzle, and put the wheel 
on the cleaner to the rear so that if 
ould be lifted when thi uction 
Val ipphed Ih patent ( rv 
this expired in 19 

The first Hloover mot veighed 

pounds, and it is interesting to 


note that We 


recommend a motor at that time 


tinghouse wouldn't 


vlich ran over 1700 rpm. It 

ud it couldn't safely be done. ‘Th 
Oldtimers at Hamuilton-Beach wer 
the first to put on a metor which 


ran from 5,000 to 10,000 rpm 


Ih incidental brought down 


the weight to tine Lh 
high peed motor appea 1 first in 
lean round 191 


First Tank in 1910 


While the horzontal tank typ 
of leaner was brought out b 1 
man named Sturt int in LOLO, it 
vas also the brainchild of (¢ hap 
man im California. On Chapman 


nachine the dust wa ucked up b' 


two-stage t-in. turbine fan and 

harged ito a tin can mounted 
m th hana It weighed 50 to 
OU i 

Chapman hirm—Skinner A 


( hapman tarted out in the ¢ irpet 


cleaning busine heir idea wa 

to back up a suction cleaning 
igon t our house, imtroduce the 

hose through the vindow ind 
lean the carpet at o-mnuch pel 
ind 


After the 1906 « irthiquake iy 
Noe, Chapman’s backer, came East 
md helped start th Invincible 
Cleaner Co., Canal-Dover, Ohio 

(One wa old to the Shubert’ 
Century Theater in New York Cit 
lhis theater advertised it was th 
only theater in America cleaned b 
clectricity. About 1905 the manager 


put a headlight on his cleaner which 


vas later hailed as a it advance 
ment 
Lhe can-t pe leanes developed 


from the w igon-type but on a 
maller scale. Dirt was drawn in bi 


? 
tl 


on, caught by a bag inside the 
in and the air filtered through 


The great advantage lay in the 


w-elving nozzle vhich made it 
easy to reach under furniture 
Hoover Sums it Up 
Il, W. Hoover drew out a blank 


piece of paper and wrote on i 
one-third as much weight as 1908 


ten times as much efficiency.’ 


That was the way he summed up 
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the vacuum cleaner Phe vert 
five objections to the early cleaner 
if ording to Mr. Hoover. Th cost 
too much vere too heavy, too 
noisy, too hard on floor coverings 


ind too difhcult to operate 

I'he company started its advet 
offering cleaners for ten 
days’ free trial. Women who r 


tising by 


ponded to the advertising wer 
isked to name the | | dealer 
He will uncrate it and deliver to 
ou the housewive ere told 


When the housewit ent m a 
name, such as the Star Hardwar 
Company, Mr. Hoover wrote the 
firm and asked, “Will you deliver 
ind demonstrate this cleaner? If 
| to buy it, there will be 
2 out of the $69 sale tor you 
Dealers liked the ide o well 
they often stocked cleanei Mi 


Lloover r irls expericn ( lay ll go 


i¢ de ide 


ing out and making demonstration 
for dealer 


on their merchandise. Gradually it 


who had bogged down 
dawned on the Hoover Compan 
that it took specialists to sell these 
novel devices and the routine of 
hardware torekeeping did not in 
lude this kind of tramuing 

Iwo great advances in the art 
f vacuum cleaning, in the opinion 
of the chief engineer for Hoove 
were (1) the idea of setting whecl 
back of the nozzle, permitting the 
lifting of the carpet from the floor 

the agitator which beat the ca 


pet developed in 192¢ 


Originally, the Hor had 
brush and its action was irregular 
iid this gentleman Ry using a 
troboscope we ver to d 
over that the end of the brush 


vhich first hit the rug lay flat and 
only the latter part ot the trok¢ 
was good Wi tried 1 nous t pt ot 


brushes under t strobo pr ind 


found that the first tuft oi a helical 


haped brush alway | down 
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Thus, the brush was weak on on 
ide and strong on the other.” 

D. G. Smelhe, chief engineer at 
Hoover, used to beat rugs with a 
vire Carpet beater. He got the idea 
of putting some single fingers of 
metal on the revolving brush and 
found that he had hit on a new 
basic principle. It worked—but for 
use in a vacuum cleanci it had to 
do more than that. It had to be 
ife with no chance of the hous« 
wife getting her finger iught in 
the revolving roller 

He thought that ridge of 
metal close to the body of the 
brush would do the work and yet 
be utterly safe. He abindoned the 
idea of fingers striking the rug and 
employed a spiral of metal about 

inch thick 

Phe 1920 model Hoover weighed 
around 15 pounds, and model No 
50 m 1936 had dropped three 

: pound 

he bag of the Hoover was im 
proved in 1923, the belt in 1922 
ind cords in 1924. Hoover made a 
motor that was greatly improved in 
1922 and 1923. ‘The early induc 
tion motor used was crude and 
1,700 rpm did not balance well 
Small, high speed motors came in 
ind, at first, commutator trouble 
vas common. One of the improve 
ments lay in undercutting mica seg 
ments between the copper bars, so 
is the commutator wore the harder 
mica did not stand out and damage 
the brushes 

Karlier Hoover model salesmen 


PAV i 


) oil can to purchasers. In 
1926, self-lubricating motors came 


In 1936 Hoover worked out 4 
device that would adjust the cleanet 
to the carpet thickness on the floor 
Very few housewives used the hand 
idjustment and changed their 
cleaner when it ran over different 
types of rugs on their floors, it was 

. discovered. The result was loss of 


efhcienc 


J. P. Kirby and Apex 
The father of James B. Kirby of 


Cleveland Ohio, was a marine 
engineer and his son, Jim, inherited 
his mechanical abilitv. He got in 





(Continued on page 228 
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Cleaner Began 





1599 


1853 


1858 


1859 


1894 


1902 


1905 


1909 


1907 


1909 


1923 
1928 
1940 


Milestones in Vacuum Cleaner History 


An Englishman takes out a patent for a mechanical street 


sweeper, 


James Young obtained an English patent on hand-sweeping 
appliances for floors, carpets and pavements. First known ma- 


chine that was adapced lo car pets, 


Herricks of Massachusetts patented the first carpet sweeper in 


the United States. 

MeGaffy patented a suction cleaner with a hand-operated fan 
Made by American Carpet Cleaning Co., Boston, under trade- 
name of “Whirlwind.” It contained all the elements of the 


modern electric cleaner except the electric motor. 


And probably earlier, compressed air was used to blow dust off 


furniture, railway coaches, ete. 
David T. Kenny (Herbert Booth got the idea in London in 
1901) made the first cleaning system in which suction was used. 


Under basic Kenny patents, the industry grew up. 


(or earlier) Chapman and Skinner of California experimented 


with wagon-type cleaning machine. 

Semi-portable tank cleaner apparatus appears on market, Pro- 
duced under name of Duntley, Santo Keeper, Pneu- Vac, Regina, 
Vacuna and Spencer. 


Spangler (Hoover) Brush-driven cleaner is manufactured. 


High speed fractional horsepower induction motor produced by 
Beach and Hamilton of Racine, Wis. 


Ball bearings first used in motors. 
Hand cleaner makes its appearance. 


Canister-type cleaner invented by Ed Younker in Chicago, IL. 
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EARLY FAN, of 1850 
rful clock spring 
gears and turn wooden 
Kisco 
blades 


Vv ntage 
1 two powe 

to dr 

propeller antique ac 


quired brass in 1900 


~~ 


SHAPE OF FUTURE in smal! appliance 


ELECTRIC 


HOUSEWARES 
WERE THE FIRST 


APPLIANCES 


Before electricity there were spring wound fans, but by 1906 there already 


was an electric skillet on the market and by 1926 automaticity —in the 


shape of a pop-up toaster — was starting to become important 


JULY, 


s seems foretold in the 13 individual plug-in units comprising this 1906 model of a General Electric range 
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How to Live Better Electrically—1910 





WANAMAKER AND G-E display of 1910 featured electric bottle warmer 


ELECTRIC CASSEROLE for preparing after-theatre snacks 


AFTERNOON TEA tableau, with an electric plate the attraction, and 






ELECTRIC CIGAR lighter for Dad and electric corn popper for Junior 
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ELECTRIC HOUSEWARES WERE FIRST = (Continued) 
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EARLY CATALOG page from the 1920 EARLIEST FAN bearing Gilbert trade SYNCHRONOUS ELECTRIC wood case HUNTER’S ELECTRIC ceiling fan catalog 
highlighted heater, iron, and or and name pre-dated period of World War | clock introduced in 1917 was one of of 1911 highlighted this alternating 
two-burner hot plat anufactured by when stationary and oscillating fans the earliest made by the Warren Tele current unit with non-adjustable blades 
Dominion Electrical Manufacturing Co formed basic part of many far nes chron Co It was 11 inches square and slow-speed motor 






SHAVING HEAD and motor, separate but attached BROILER GRID attachment introduced on Westing THIS 1930's version of Sunbeam’s Mixmaster fea 
by flexible shaft, on first Schick electric shaver is house electric roasters about 1937 meant units tured adjustable speeds to serve a variety of mix 
in marked contrast to later model could roast, bake, broil, stew, toast, grill, and fry ing purposes. Motor tilted back to free beaters 













ALSO FROM the early 1930's, this Mirro DIRECT LINEAL ancestor to today’s FIVE SPEEDS characterized this two ONE LEVER lowered bread and turned 


electric percolator utilized a single, flat Osterizer is this first blender made by handle, portable mixer made by Dor on the current, a second clocked the 
electric element in contrast to today’s the Oster Co. in the mid-1920’s and meyer sometime between 1921 and toasting time on this automatic toaster 
high-speed, immersion type used primarily as a drink mixer 1927. Note guard around beaters introduced by Toastmaster in 1926 
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ONE OF FIRST Hotpoint automatic irons made by BATCH OF EIGHT electric housewares, including BREAKFAST SCENE goes back in time to 1939, but 


Ed Electric was this 1926 model in which cur toaster and casserole each at $5.95, cost $96.65 side-at-a-time toaster, a gift from the baby’s 
rent cut off at highest temperature as pre-set by in 1935, according to ELECTRICAL MERCHANDISING grandmother, was a type which was still popular 


records of the period in the 20's 
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Pd 
a ‘ ATTACHMENTS ON MIXERS constantly TWO-HEADED SHAVER by Remington, AS EARLY AS 1922 this Hamilton Beach A TALCUM POWDER box provided: the 
broadened the scope of their uses introduced about 1939, was the fore hair dryer was on the market. In an basis for Nutone’s 1936 chime, which 
a Here a slicing attachment on an early runner of multi-headed shavers by the aluminum case, it could be held in the sounded a single note. Today's chimes 
Kitchenaid model works on cabbage firm which today use up to six heads hand or set in a stand while in use can sound eight chord tones and more 
War 


EARLIEST FAN-FORCED heater made by 
Arvir 732, left, contrasts sharply 
with newest glass panel automatic ra 
diant | t n the market today 


MERCHANDISING—JULY, 






RADIO AND TV SHARE | 
A COMMON HERITAGE 





MARKETED FOR TWELVE YEARS, from 1912 to IN 1927 RCA introduced this model 10-50 phonograph which the 
1924, this Victrola XI was extremely popular company describes as the first automatic record changer. The idea 
It boasted a self-contained horn obviously caught on 


~RIGIDAIRE 


DELCO-LIGH, 
(@) warer sale 4 


PRODUCTS OF celvenar mores 
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NEARLY A HALF-MILLION of these Radiola |! models BIG STEP FORWARD came in the late CHANGES IN DESIGN AND MERCHANDISING ore apparent 
were turned out by RCA. Introduced 1924, it Twenties when radios plug into hous this 1930 photograph of a promotional activity undertake 
was one of the first mass-produced receivers on current. EM said this would turn radio into by Hope-Williams Electric in Eugene, Ore The apehart 
the market an “electrical appliance radio-phono was called the ‘musical marvel of t! ge 
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EARLY RADIO with its complicated dials and ear-phones was far different from radio as we know it today but publicity 
techniques were pretty much the same. In the early Twenty’s movie star Jack Holt posed for this handout, a far-cry 
from the Westerns in which he thundered across the screen 








IN 1930 THIS CAR RADIO built by Paul Galvin, STYLE HAD BECOME IMPORTANT in radic design as tech PRICE APPEAL was packaged in this 1930 


founder of Motorola, Inc., broke the price barrier nical developments made more compact sets possible. The Emerson “Enfant” which the firm adver 
and marked the beginning of mass production of wide variety of furniture styling used by radio designers tised as ‘‘sensationally-low-priced at 
such sets. The unit sold for $109.50 is apparent in this Stromberg-Carlson display room $49.50.” 
MORE? 
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THE WORLD AT YOUR FINGER TIPS 
WITH A MODERN RADIO/ 

















LIMITED MARKET 


which put in an appearance in Chicago in 1934 The radio was a 





attracted by this radio-equipped baby buggy 


mplex and it was powered by air cell batteries tuck d away n the 


4 


LONG DISTANCE RECEPTION was the theme of this mass display of expensive es by 
the Electric Institute of Washington. Of six sets identified, two famous names runow 


AND TV CONTINUED and Atwater-Kent) are no longer being marketed 

























































SLOW PACE OF FARM ELECTRIFICATION provided a 
good business in battery-powered sets long after city 
radios had been electrified. This 1936 Kadette farm 
radio retailed at $29.95 (including batteries and 
tubes 








PRICES WERE HITTING NEW LOWS in the yeors 





mediately prior to World War II. This 1939 ‘Emer 
sonette’’ measured only six inches wide and five 
SMALL SET trend was obvious in 1938 Majestic Model 130, described as ‘world’s smallest portable inches high and retailed at $6.95 
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EARLY IN 1928 Dr. E. F. W 


A € xande ! 


on of E demonstrated his first home 
TV receiver it sed revolving dist 
with small holes in spiral formation on 
the outer edge. Sound was received 


on separate radio receiver and amp! 


fied by loud speaker in foreground 
Control held by Dr Alexanderson 
helped keep eceiver disc in synchro 





nizat 


BY 1941 RCA was demonstrating this 13% by 18 inch screen-set for 
the FCC. Picture was projected through lens to a mirror on the 
underside of the cabinet’s uptilted lid, then reflected on to the 
viewing screen. Latter was retractable when not in use 





ALSO IN THE LATE TWENTIES, D. Viadimir ray TV set. Broadcast images were pro HISTORIANS ot RCA call this the first commercial table model TV 
Zworykin, then with Westinghouse (and jected on mirror on top of the cabinet, receiver.” It was made available to the public in 1939 during the 
later with RCA) demonstrated a cathode making it possible for a group to watch World’s Fair for $199.50. It had a five-inch picture, no sound 


End 
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NAED 


The Wholesaler’s Story 


Since 


1908 associated electrical 


distributors 


have been 


doing their share to strengthen the electrical industry by 


pushing for better merchandising and better business methods 


By ARTHUR W. HOOPER Executive Director, National Assn. of Electrical Distributors 


a ' ! b i 
iu f tl ( nomic law that 
i uppl ecks demand and cd 
liall if uppl Hi 
| welt t the demands of 
if | 
! i bards vhich the 
t mcan yf purchasin 
Before the turn of the centu 
distribution Vi comparath cl 
mpl It had it unique problem 
nt with the time but it wa 


i far cry from toda compl KX mcr 
Indeed even 
mad the year 1900 


ttv much of all selling done by 


handising structure 


it iderab] Ty 


thi lectrical dustry wa iccom 
lished in tl ! m of contracts for 
i equ nif 
\! i t I i i i 
that cist ' hould t noth 
i | pt ! th 
r | rect eq 
it iin 
ractt t if t i 
t t the idea that 
thing t t th 
, 
| nt of ft 1 
il i 1 th | 
f i Nut i \ if | 
le lect i dist utor In dl t 
ni t ' th arly « tra 
| lit prot n 
! it} rn igo Wholesalers in 
| ! iL th lclectrical Suppl 


Dealer \ ition the word 


efer to the pre nt 
Primarily a 


mal organization, it never ew 
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ind went out of existence about 
cight years lates But the need for 
1 strong group was still present and 
the I lectrical Supply Jobber \ 
ociation the N.A.E.D Wa 
formed in Niagara Falls, Canada 


m 190 

lrom the very start it was truls 
national organization 
than it 


Vare hou ed ind old 


iimuch mor 
int haracter prede r OI 
Its member 


practically all the products of ex 


isting manufacturer Lhe tray 
celled ilesmen And what Va 
more important the new «associa 


tion did not limit itself to combat 


ing industry evils but in addition 


embarked on busine develop 
ment ile traiming and il 
timulating programs in all of the 
nations market 

le lect il Ip] hance were in 
their infan ind were sensitive to 
the highest d if public opin 
on. ‘The overwhelming number of 
hom were not wired for electri 
t Popular feeling was that th 
price of elect il home equipment 
vas te pensive for atl but the 
vealth 


Appliance Missionaries 


Ihe | trical Suppl Jobber 
Association undertook a great deal 
ofm ional vork in the ipplian ( 
held Lh had man familiar 
problem Patent trouble wer 


iboun l¢ d 


insurance rates for electrical 


constant. Pirated lines 
hire 
were high. Codes were vague and 
\ ined widely L he lack ot knowl 


edge at all levels was a serious limi 





tation. ‘The appliance items which 
ippe ired in the di tributor ita 
logs were mainly electrical washing 
machine irone! toasters, door 
bell ind ome electric heating 


about it. 


market was nal 


equipment. ‘That was 

he ipphiance 
rowly restricted. lor many yea 
the distributor was faced with a 


disparity in the ratio of hi ile 


to his capital invested. His chief 
competitor was the central station 
he early utiliti old apphance 


for load building 
did not have the 
ind the 


important lhe | 


purposes. They 
distributor's cost 
motive was not as 
S.J.A. began 
merchandising of ap 
lor the next few 
ettorts of it 


bogged 


profit 


urging active 
pliances in 19] 
ycal however, the 
distributor 
down along with the rest of th 


members were 
industry. ‘The en 
market 


have been in a state of inertia 


home apphanc 


tire residential eemed to 


Ihe United States entry into 
World War I found the countr 
with a powe! hortage Lhe short 
iwe was not so much of generating 


onnecting the 
tation » that 
urpluses of power from one point 
utilized in another. ‘Th 

acted as th 


brought into existence th 


ipacity but of 
mmmunity central 
could be 
war ettort catalyzel 
which 
now familiar utility system. Power 
ould be obtained as che iph in 
Industrie 


could 


inother 


New market 


one place al 
could relocate 
open up 

The curtailment of th 
harp drop in im 


labor 


upph ind the 
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in increase in the 
had to b 


worker. So 


migration meant 
imount of powe! that 
placed behind each 
ciety had 


old way of doing 


uddenh outgrown it 


A remedy 


in order for the na 


thing 
was necessar 
tion to continue to maintain it 
standard of 
future It was 


it effected virtually everyone 


high living in the 


not long in coming 


Radio Built Distributors 


1920 through 


‘rrowth and rapid ex 


| he dec ice 


1930 saw the 


from 
pansion of the electrical wholesale 
distributor as we know him today 
The commercial development of 


radio led the way During the 


PTOWINE Veal the issociation 
Racio Committee conducted in 
numerable meetings with pionce 
radio manufacturer hese meet 
ins contributed greatly toward 


lving the unfamiliar distri 


bution and set 


ial 
cing problems of 
Within th 


in infant industi 


pac of four veal 192 to 19 
distributor iles of radio zoomed 
from near zero into the million 
Year-after-vear radio ile often 
followed b il of incand if 
lamps, wet 1 major part of the 
distributor ipphiance busin 
While other item competed f 
the distributor ittention, if 

not until 19 due to an o 


duction of radio sets, that the prod 


uct dropped from the very top of 
the distributor's dealer busin 

[he members of the Electrical 
Supply Jobbers As 
with the Society for Electrical D« 


Continued on page 25( 


sociation, along 
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| ——~__ RGA VICTOR_ANNOUNCES 


WORLD'S FIRST FAMILY OF HIGH FIDELITY 


/ 
/ 


DESIGNED FOR STEREOPHONIC SOUND 


OR LATER 







es E - 
ce 
ra aoe ; 
. oe 
es _ 
Here’s ail 


Newest Sensation Tr Seund — 
The~Future Sond” of High Fidelity 





t's Hi-Biwith 
i 


extra sales built in! 


One sale leads to another! 


Most powerful, most feature-packed 


Miakes every customer an immediate 


“Sell-up” features that show! With every 
increase in price, new RCA Victor High 
Fidelity gives you features you can demon- 


strate for increased sales throughout the line. 





"465" HI-FI! Luggage-type case PORTABLE with 5-speaker Pano- \ 

Vark X1T/1. (BUF ASP) $69.95 ramic Sound! 4-speed changer. FINE FURNITURE styling 3 speakers. 4- ADDED POWER! 3 speakers. 4 speeds ‘ 
Mahe oak, maple finish. Marl Stereo switch, Brown luggage-type speed changer. Stereo switch, Four rich wood Stereo switch. Four smart wood finishes 

Vill, (7HPAS) Mahog. $79.95. case. Mark XI. (SUF9) $129.95 finishes. Mark 1X. (SHF8) Mahog. $139.98. Mark VII, (SHF7) Mahogany $159.95. 





LUXURY CONSOLE AM-EM. 4 speake L speed Stereo switch. SUPERB CONSOLE b speake } speeds. Stereo switch Praditional in mahogany finish 
Mahogany, maple or light rift oak finishes. Mark 7/1. (SHF3) Mah. $375. modern in light rift oak finish or natural walnut. Mark Il. (SHF2) Mahogany $795 
‘ 
Tnere’'s never before been a High Fidelity line like this! ready t piu i! i i \ hat os {! ust ad ) trat thre 
lt i! RCA \ fia tome { peaker Par i ‘ ‘ | 
a | \ {} ile | { I ht “ ‘ ( i See how ma cat ( fhiat 
, inne ire eqUippe Show them the I-speed Floating Action Changer that handles records 
Stereap tehes that let y tomer ldamatehing Reeordet 
; — , wiltly llently ently. Let them try fast. accurate tuning on sets 


Viet tere | ’ ) . . . \d | wa unit along with Puitt-in \\I | \l radios Point out tow the \I vic hove ruldes 


vill thy } } rele t\ or " | p . thi, fisture : 
Witt ‘ li i | th en to pinpotnt tuning wccuracy Show how \| ivi h i\ | ighting 
, lets vou find the controls you want —even in a darkened room 
Loaded with f iti insia in put RCA Vie i } 
, 
| t \ i For the fashion-conscious, there are magnificent finishe Ke 
" | ' rf ethve I bie i mahogany, natu il walnut. light rift oak, ma ‘ ) ick - 








d | High Fidelity in RCA Victor history! 


e prospect for “Add-on” Stereophonic Sound! 




















, 
} : 
; 
; > 
| 
; 
i 
ole 
“ds EXTRA-POWERFUL CONSOLETTE. 3 speakers. FULL CONSOLE! 4 speakers. 4 speeds. Stereo switch. HAS AM-FM TUNER! 4 speakers. 4 speeds. AM- 
hes 4 speeds. Stereo switch. Mahogany, light rift ozk or Provision for AM-FM tuner. Mahogany, light rift oak, or hM radio, Mahogany, light rift oak or maple fin- 
95. maple finishes. Mark V1. (SHF6) Mahog. $189.95. maple finishes. Mark IV. (SHF5) Mahogany $229.95. ishes, Mark IVD, (SUFI) Mahogany $299.95 
® 
« 
sath 8 SPEAKERS — Built-in Stereo unit —tape recorder, AM-FM tuner. 4-speed changer. Moving coil pickup. “Magic Eye” visual tuner, 3 
95 matched cabinets. Traditional styling in mahogany finish. Modern styling in light rift oak finish or natural walnut. Mark 1. (SHF1) g¢2000 
the But for the big pay-off—demonstrate Stereophonic Sound, It's a 
i sure-lire tles-clincher that turns the lookers” into buyers 
- For stereo demonstration tapes and details on how to arrange 
rds i a store demonstration contact your RCA Victor distributor today! 
ets 
é = - : 
‘ v7 , ¢ 
Re RCA NICTOR 
\ y 4 4 Here are matching Add-on Recorder Victrola Stereotape Player 
oil “ . units you can sell to customers who buy RCA Victor High Fidelity 
_ M Left: SUTRA for with Mark XP. Comer: SURO for Mark VI, Mark VI Pees 


r Mark IX vigil PR2 f Mark UW, Mark Ul, Ma WD or Mak 









LOOK AT THE SELL-UP POTENTIAL 
IN THESE GREAT NEW FEATURES 


Front-mount 
Stereophonic 
Switch 





STEREOPHONIC SWITCH # STEREOPHONIC SOUND is recorded with THE TAPE IS THEN PLAYED BACK through two mul 
bhidelity bru ; ‘ 1 j econds. Co re n doubletrack hi-fi tape. In tiple-speaker sound sy-te one is in your RCA’ Vietor 
ently located mn tl f , i bidelit { i t nt itt left are picked up more High Fidelity Vietrola the other is ino your Add-on 
ply fliehk the j cf bewe ! i © taupe nig tr mone track nstruments atthe r hit Stereotape Plaver. You hear a re-creation of the original per 

Nclal-on tereot ‘ P | re read te dist ine packed uf re tre ly on the other trac formanes with the full directional etleet of natural sound! 


“Victrola’’ Stereotape Players also record single-track tape 











2—PANORAMIC SOUND t 3—SUPERCHARGED CHASS!S |’ rte 4—STYLED FOR SOUND! The beautiful 5 —FLOATING ACTION RECORD 


ine vew ROA Vietor High Fidel ‘ le nol these cabinets started trom within CHANGER. | bespeed changer 
reater ittauve than ever before. | In | fidelity, the cabinet must actually be di] records quickl ilent 
hit | / t thie ind ter Phat hy RCA Livhtwe t tone a th 
byl ! 1 \ il ! j ipeyper d ni te l t | ! ee t eu n 
net | ib I I t re nt ri I I record I 























6 FAST ACCURATE AM.FM 7 MAGIC EYE VISUAL TUNER nn SB—MAGIC RAY LIGHTING CONTROLS yg ON-OFF LOUDNESS CON 


TUNING | , t igh bachelit th AMEEM ( the M dt, Ul. A sott woof light TROL. Most instrument th AM 
rate. ) can se ently nted at tl ntoof tl ! el each | fual knob on tl Masts t\I lios let vou preset | d 
fil ot i vel i tl hut RCA \ tev ext hid ( trol” Panel. \ ican tune your seteven iu | t pull the Knob and se ‘ t 
| to liainespedil mots i duarhe I I t th int 
riAht rerrTrTind CON LIME fe ADVERTISING Witt Te wt Y UH cus 
rOMERS ABOUT THIS GREAT NEW LINE | k for ads inl Read ‘ f v ’ ~ 
1) t nd | i Radio and TV eo erctals will be broadeast Be Oy MOTOR ie 
“1 : . 7 
ol perated iad i nety KR leleVisiol and radio program ~ 
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‘all the 50 years during which 
I I LECTRICAL MERCHANDISING 
has been serving the appliance 
ind, later, radio-television indus 
try, only one national organization 
of retailers has existed with any 
ippreciable longevity. This is the 
National Appliance & Radio-I'V 
Dealer Association, Inc., mor 
commonly known as NARDA 
In 1942 a young employee of 
the Edison Electric Co. of Chi 


cag Malcolm Rodgers, was a 

igned the job of co-ordinating th 
ippliance dealers’ efforts toward 
helping win the war. In Washing 
ton he found that the federal r 

ords he consulted for facts about 
this industry showed it didn’t exist 
\pp! inces were considered just a 
department in furniture, depart 
ment and hardware stores 


HH ime back to Chicago and, 


with the he Ip ot J  * obbe Vv. a 
fal thted Chicago attorney who 
till serves as NARDA’s chief legal 


NARDA: An Answer 
to the Dealer's Need 


Until 1942 every dealer association that was formed seemed only 


to prove that retailers were too independent to work well together. 


Then came the National Appliance and Radio-TV Dealers Assn.—and 


stature and permanent industry representation for the dealer 


By A. W. BERNSOHN Executive Vice-President, NARDA 


counsel, the industry's business 
papers and a few others, NARDA 
then known as the National Ele 
trical Retailers Association—was 
formed 

On April 18, Mr. Cobbey and 
two legal associates formed NE-RA’s 
first Board of Directors. The hand- 
ful of dealers who met to form the 
organization elected C. B. Sikking, 
i recently retired retailer from 
Springfield, Ill., as the association’s 
first president. Mr. Rodgers was 
treasurer and later the first manag 
ing director of the group, and Mr 
Cobbev secretary. Offices of NERA 
were set up in the Merchandise 
Mart 

The — firet ignificant CIVICe 
NERA created for its member 
was the ‘Trade-In Guide which 
now ha developed to the NARDA 
l'rade-In Blue Book This wa 
in 1945. In 1946 Paul Kees be 
came NERA’s president. 


Ihe next year the struggling 


NARDA Leans on Men Like These 





President Ken Stucky 





Past-President Don Gobbert 
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Coard Chairman Mort Farr 


young organization elected Herb 
Names of Denver to its head and 
Ken Stucky, today’s NARLA presi 
dent, as vice-president. Clifford ( 

Simpson, now with the Chicago 
Electric Association, became man 
iging director and to him fell the 
formidable job of creating mem 
bership-development techniques 
ind developing a group of services 
the association could render it 
membership. Most of the service 

then established are still m effect 


today 


New Name, New Blood 


In 19458, the new name of Na 
tional Appliance & Radio Dealers 
Association was adopted by the 
group and stronger leaders began 
coming into NARDA. Many of 
them—Ed Kuehn of Belleville, Il 
Vergal Bourland of Fort Worth 
Phil Urner of Bakersfield—are still 
ictive today. Herb Names, a driv 
ing, peppery little guy with sharp 


Exec. Chairman Harry Price 


wit and a ready smile, barnstormed 
the country and laid much of the 
groundwork for the present organ 
ization’s development 

James Lee Pryor of Wilmington, 
Del., was NARDA’s president in 
1949 and 1950 and it was in this 
period that an even more substan 
tial calibre of retailer joined the 
issoclation and it began to attain 
stature. ‘The team that was to bring 
NARDA to” significance, Mort 
barr of Upper Darby, Pa., and 
Harry Price of Norfolk, Va., wa 
clected to the board of directors 

In mid-1950, Simpson resigned 
from the managing director's post 
to accept his position with ‘The 
Klectric Association and Ira Lavin 
publicity director of NARDA, wa 
given the r sponsibility of acting 
managing director Other ke 
members of that early staff wer 
Mi Alphild Guyette, 
ind Norman K. Brahmstedt, di 
rector of member services 

The following year, Mort lar 
became NARDA's president and 
A. W. Bernsohin was brought from 
RCA Victor's publicity staff to 


hecome managing director, Var 


secretars 


tremendous personal drive and self 
less dedication to the organization 
in two years, resulted in a ver 
substantial influx of member i 
far sounder financial position for 
the association and a strengthening 
of NARDA’s standing in the in 
dustry at all levels as well as get 
ting it recognized in federal circles 
is the spokesman for the retailer 
of the industry 

After Farr’s two years as presi 
dent, Wallace Johnston of Mem 


(Continued on page 235 
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dries all fabrics 
safely and fluffier 


Anything washable can be dried 
by the “just right’’ temperature 
selected from 5 automatic settings 
in the full range of drying heats. 
Clothes are never exposed to high 
temperatures because heated air 
is tempered, and then directed 
through the tumbling clothes in a 
scientifically correct pattern for 
most efficient drying. The full size 
cylinder gives the needed room to 
dry up to 10 pounds of clothes 
fluffier . . . softer! 


easy-to-set dial 


o convenient to use with 5 auto 
matic marked setting plu an 
infinite number of heat in be 
tween! “HIGH” for woolens and 
rugs; “MED” for cotton and 
whites: LO” for nylon and 
ilks; “DEL FAB” for synthe 
ti AIR” for fluffing or simply 


airing out clothe 
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washes cleaner with 
less water 


It’s brand new . . . and entirely 
different! Show your prospects 
how clothes circulate and recircu- 
late through a constantly filtered, 
powerful stream of sudsy water 
. . » penetrating every fiber to 
loosen even the most stubborn soil. 
Each individual fabric automati- 
cally gets a thorough washing. . . 
yet uses much less water. It’s a 
soap-saver too. . . using just 14 
cup per wash load! 


FILTER- | 
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| STREAM WASHING 
AND 5-TEMP DRYING 


cK ee oe 
17 © eee eR Se 












... the big “extras” that make the 


ka) Whinkpoot 


washer-dryer combination 


EASIER TO SELL! 








DEMONSTRATE... 


these other easier-to-sell features! 


Filter-Stream rinsing . . . built-in Lint Filter... 3 temp water | 
selection . . . built-in water heater .. . 10-pound capacity ) 
. . . built-in bluing and bleach dispenser . . . automatic 
door shut-off . . . porcelain enamel top . . . available in 


pink, yellow, green, white. 


RCA WHIRLPOOL Home Appliances 
Products of WHIRLPOOL CORPORATION St. Joseph, Michigan Cy 
% 


Join up!... it’s easier to sell RCA WHIRLPOOL than sell against it! 


mA ond OCA 
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ELECTRICAL LEAGUES 





Sponsors of Market Development 


By O. C. SMALL 


Oth Anniversa of 
bi eOrRicAL MERCHANDISING 
i¢ record would not be com 


thout reference to th on 


t n that the electrical | 
TIAL t progr of th 
tri rhe 
1 movement wal t 
i d our electrical idust 
bedison edited with producing 
tha t commercially practical 
tric tammy IS79. The first el 
tr lea was organized in N 
\ me time im the | {) If 
wneone kn the exact date and 
il tablish another ty 
torical ta We do know that 
the electric club) organ 
lin Boston m 1887 The date 
was June md it ws recorded in 
issue Ne Vol. IV of “Modern 
Lig md teat publi hed im Be 
ton on pur | bic re hin 
th t anmiversa f thy 
VI of further imterest te 
kn that among the man 
lea n Our mdustry who a 
epted invitations to attend 
l Rice W. Holtzer, T. ( 
Nlartin, ¢ W. Price, k.. M 
in thy Among those sendin 
their regrets were the then P 
dent of the United States and such 
rh is Thomas A. Edison, Elihu 


hom on 
Irv thee 
York Club as antedating the 


New 
Boston group 
fact that 


movement 


PAGE 


140 


Leverett Saltonstall 


record is reference to the 


This establishes the 


the local cooperative 
started before 1887 


Ever since the founding of the Boston Electric Ciub in 
1887, the Electrical Leagues have been initiating, devel- 
oping and expanding cooperative promotions for the 
benefit of the entire industry. 


Formerly Secretary, International Assn. of Electrical Leagues; Manager, the Natl 
Adequate Wiring Bureau; Manager Business Development, NEMA; Manager, Business 
Development Dept., Society for Electrical Development 


Since that time, scores of ele The general idea had been dis 
trical leagues have been organized cussed at the same place in Sep 
throughout the country. Some fell tember, 1912, the overall intent be 
by the wayside while others hat ing to broaden the base of national 
continued highly successful opera electrical cooperative operation 
tion to the pr ent da Man In essence, the SED resembled 
changes have taken place in organ in electrical league on the national 
ization detail and name but th plane in that it drew its member 
fundamental purpose — persists—t hip and support from all branche 
undertake programs designed, b of the electrical industry. It wa 
cooperative mean to xpand ui rencraliy recognized as the um 
markets for products and service brella over the league movement 

It Started in Cleveland “e — industry ADR. AI 


planned for cooperative promotion 


Undoubtedly the organization were carried forward nationally by 
looked upon as the mother lode of the SED and locally by the leagues 
the league movement is the El It is not suggested that the SED 


trical League of Cleveland, launched ontrolled the league Far from 


in 1905 and still performing ' it. Thev had representation on the 


man service for the electrical in Board of Governors of that organ 
dustry in that city This organiza ization and to make thei position 
tion was the brain child of J. Rob clear and to assure them a voice in 
ert Crouse, then and still regarded national electrical affairs they set 
is the prime mover in cooperative up the Electrical League Council 
endeavor im our industry. ‘To him in the mid twenties. This group 
is given mayor credit for the forma passed out of existence with the 
tion of the Association of Licensed demise of the SED in 1933 
Manufactures of Incandescent 


Lamp 1900-190 In 1905 h First Marketing Help 


discussed operative market d lor almost 30 vears the league 

clopment before the utiliti it confined their efforts primarily to 
the NELA (now EEI mivention ocial activity on the principle 
in Denver. In 1906 he reported on that more rapid and_ satisfactory 
the organization of the Cooperati progress can be made by better 
Klectrical Development Association knowing the problems and person 
which in 1913 took form in Th ilities of one’s competitors. ‘The 
Society for Electrical Develop vear 1919 marked a great change 

ment, at a meeting of electrical in Vhe Cleveland group decided that 
dustry leaders held at Association the time had arrived for it to ex 
Island, Henderson Harbor, N. pand its program into the business 
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field and out of this came a series 
of market development activiti 
While everyone of these served well 
the interests of electrical concerns 
in Cleveland they, at the mn 
time, became the pattern for simi 
lar operations in other cente: 
throughout the country 

There is no need to provide a 
list of Cleveland programs here and 
it is hardly necessary to say that 
they offered something of interest 
to all branches of the electrical in 
dustry and promoted all its ser 
1C¢ lighting, hie iting, power, com 
munications, etc. At the head of 
this operation was a man whose 
hatha should be recorded John 
Jack) Kk. North was the Cleveland 
League president and manager for 
more than a quarter of a century 
ind to him goes credit for a display 
of independent, hardheaded, pra 
tical thinking that gave real sub 
tance to the possibilities inherent 
in local cooperative action 

As one reviews the scene, it 
comes forcibly to mind that not 
only do too few in our industr 


} 


he electrical 


realize how useful t 
leagues can be but they also seem 
ignorant of the fact that many of 
our best promotional program 
were thought out, initiated and 
proved practical by one leagu 

mother. They do not appreciate 
the infinite variety of league ap 
proaches to a common problem 
made necessary by reason of differ 


(Continued on page 240 
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_BUILI- IN LINT FILTER 


... the big “extra” that makes 


= @ Whinkpoot. 


automatic washers 


pe EASIER TO SELL! 


nothing interferes with loading or UOOEING 
gives ‘lint-free’ clothes with partial! or full Lomdiad 

















plus all these most wanted features 


wx 2 SPEEDS, 2 CYCLES &3-TEMP SELECTOR 
% MOST THOROUGH RINSING %SUDS-MISER* 


RCA WHIRLPOOL Home Appliance 2s 
Products cf WHIRLPOOL CORPORATION ‘St. Joseph, Michigan hy = 


Join up!... it’s easier to sell RCA WHIRLPOOL than sell against it! 


‘ demorks mA 4 #CA 


iG 
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EEI's 24 Years 
of Industry Selling 


Out of the efforts of its 60 committees come industry promo- 
tions like Housepower, the Coordinated Calendar, range-water- 
heater-dryer campaign and the appliance sales training course 


-all of which help the appliance industry sell more goods 


By PAUL DUPRES Edison Electric Institute 


t I { I rt t iil 1) i iuft t 
7 j it i than { { 
rst ( i i nim i t t | | t | in ur prom 
t I | ! Inst t t i HH l OV h 
t t t t | ! ( Pithh ed) ] l il th trac l ) if I | ! i 
t itt issified NAWB, NECA, NAED, NEMA 
it t rouy lx it Commute | the | Better lectricall 
Comm ial Sale Farm, Residen program t uted substantia" 
t \Ii dustrial | in Ileatin to th nat nal prom tf n of th 
| 1 | i t ’ S ial Service Fach m ipaign | trical manufact 
i t] | mitt initiate ind produc i ticipating utilities have als« 
th both dontion f tui report ind promotional ested heavily to make the pl 
t i | i \ nent cl i ind mat is te erve th i both n nat } 
in t ha f the elect } i Ih rect f ti 
t kh ninitt i t ( t that fal vithin it pr i idust Vice oordinated advert 
ng | now howimg im increased 
Ih kin ninitt f BEI ile of wiring equipment lh 
it I t wousspower roal of the program 1 the modern 
il, Engineering and O One of EI-I’s principal program ization of the wiring systems in an 
Comm i mad A ntin irrentl in effect 1 the Hous estimated twenty milion nade 
Lina each f th divi n il WCI wram directed by th quate vy wired home which it 
1 th ou nitt ’ Wirn Promotion Committee helieved. mav take about ten ve 
f +] fy Begun on a national ile in Ma t ichic 
f th istitut 19 S¢ I OM d 
pea ake ‘ ; 1v promotion which wa Other Resideniial Promotions 
titut board f | t iunched th ante ive national Industry-wid dinated 
t] dm trat rt Ha 1 xd tek 1 adverti notion l Ilousepower art 
ful iv-to-da iff bebo 1 if 19OS¢ i nahonwide not a new idea Man nn 
lat n 1 but high I test i held ll lential 1 notio ha | } i 
t tT | hy h th th | nftrant requ 1; t | t ] iat I 
| j t] t hin t th hy In j t In | t 
\ | | et 1 2 Wort f t bet he] | 
ft | t bh tions of th if n ! em bett hom 
{ t idust ntain th hecke tin ot va ta \ 
bbl t NX \ t | nt it ft t {Tila lighting im 
t () { t i ufilit mpan t 1 ! ( nducted during | 
t l ! Ih l ( th ind | med it fa t 
] pa 1] bi uti yl 
I 
tot ' tet | rie l/ {){) ; j iterested 
EE] tries wa Eq 4 t that v 
' +} | ; . ; } ; 
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pee them all at the July 


HOUSEWARES SHOW 
in Atlantica City 
BOOTHS 1823-25-27 














NEW osrTer-icer 


for the 


wi 
uh 


* Automatic feed guides cubes into chipping blades 
at same time closes feeder opening so chips can’t fly out, 
* No Catch bag necessary patented dispense: 
discharges ice into @ngle glass or container, fast as cubes 
are fed. + Safe impossible to touch blade 

from feeder discharge opening. * A $ 95 
NEW 3-spcep model to fit all OSTERIZERS 16 


PORTABLE MIXER 






































Speeds crentifu ully se lected for 
proper mixing whipping stirring, 
heating and folding. * Automatu 
heater release no need to touch 
messy beater * Rubber bowl rest @ i ¢ 
ind guard frees both hands 

keep howl tree of nic ks 
Lightweight and_ perfectly bal 


anced. *« In Chrome “a 
White 


In White and pastel Pink 








' 


Yellow or Blue $19.95 


a 











NEW DELUXE KNIFE 
AND SCISSORS SHARPENER 


Double-Acttor harpening wheels 
hollow grind both sides of knife at 


once, from cutting edge up, thu 
eliminating feather edge (which f 
quickly dulls) common to single 
wheel sharpenet * Geared motor 
turns wheels slowly so that knives 


do not heat up and lose temper. All 
other sharpeners have direct drive 
motor. * Aluminum oxide wheel 
are softer, actually hones knive 
i without scratching or gouging 
¢ Mounts on wall or can be u ed at 


table black with copper 549” 
witch cover and trim 















NEW SPECIAL 2-8SPEeED 


4 * Exclusive Osterizer features grad- 
é uated, heat-proof glass container opens 
, at both ends for easier cleaning and 
| emptying grip-tight seal holds 


container firmly in base yet releases 
quickly no posts or slots tapered 
cutting well for constant and continu 


All Custom-crafted ous feeding of ingredients to cutting 


by the blade * Processing blade: fit: stand 
- ( 1 car , ares Chrome 
MANUFACTURING CO. via gga aad irom 544” F 
Dept. J, 5047 N. Lydell Ave, Milwaukee 17, Wis White enamel base $39.95 
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from coast to coast... 


- DEALERS-LIKE THESE— 
‘ARE MAKING MONEY 


SELLING NG & Whinkpoot 


REFRIGERATOR- FREEZERS 


it’s easier to sell 
RCA WHIRLPOOL 
than sell against it! 








Ll Weehin Ld 


ti —— ~—-— —_— a 


A 
ae 


Ask any RCA WHIRLPOOL refrigerator-freezer dealer . . . he'll tell you 
he’s handling and selling the hottest line in the industry! He’s got 
more features to sell like Air Purifying System . . . more real con- 
veniences women want — like the Instant Ice Cube Ejector... the most 
exciting styling on the market and the brand name that al] America 
knows and buys! See your RCA WHIRLPOOL distributor now — and start 
making money selling RCA WHIRLPOOL refrigerator-freezers! 


RCA WHIRLPOOL Home Appliances 
Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 
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AFTER 50 YEARS... 





so YEARS AGO: HOUSEKEEPING at the turn of the century was a time-consuming, back-breaking job. This old-fashioned 
kitchen lacked adequate storage space, had no provisions for keeping fresh food, and was dominated 
by the incouwvenient and inefficient coal range 
TODAY: 
a THE WHOLE CONCEPT of the kitchen is new. Modern appliances reduce the time and labor needed to 
keep house well; the new approach to kitchen planning makes it easier to use these new products and 
at the same time tailors the kitchen to the family’s way of life 








pth Sih 21 MOE: ‘ . 
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THE HOUSEWIFE KNOWS 


It's an Easier and 
Better Life 


By BERNICE STRAWN 


Consultant; formerly equipment editor, Woman's Home Companion 


whe 1) 


HAT do women talk about 
they get together? 


One thing certain, their housework 


th kitchens come up for more than 
ist passing remark. And for the most part 
t I inging the praise tT new ipphance 
() nall f course, ther 1 discordant 
t bout how long it took the service man 
t et there to fix the washer or about a 
le iit pl »blem 
lhe genera! tone with younger women 11 
t it i foregone mclusion that hou 
ork must be done with the help of auto 
t quipment and what th don’t have 
they re tt ure they'll soon find a 
? + 
B i n t practi i}! 1 nec i! 
! i homemaker ) irs ago—but since 
t 1 kitchens and laundries have come a long 


Now da 


to help with the hard work 


iin doesn’t need to make i big produc 
ut of getting meals and cleaning up 
tomat juipment can take over a number 

i j ll ) 

H ! Ihab l r ill othe it 1On 1 
p I I t )] Hiow to find time t 
ll the tedior 1 th t losing track 

t +} itl n int tin rie how t 
tch ¢ to last thr ul h the da 
t it int atmosphere in which 
lge the frustrations which are 

t h » on each of these count 

t t iern ipp] n 
Time On Her Hands 

| I rie Back t 
t a ent ra man didn’t 
t in ining and 
t f dren, ther vasn t much 

t 1 t n it wa 
; } hy he ; 4 ; 
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outside the home onl 1 few 


1957 


unmarned 


| in offices or as teach 


women were employe 
el Politics was not open to women, they 
ouldn’t vote Also aire pectabl 
place was in the home 


Contrast thi 


married 
ind still is 
with toda 


working in 


woman 
iccording to man 
vilen OVE! milion women are 
1 wide variety of occupations outside thi 


home and over 16 mullou of 


ial ied 

Something had to happen to release thi 
been the ad 
vance in modern kitchen and laundry equip 
It has ud that the greatest man 
power reserve in the United States i 


Our automatu equipment has had 1 part iW 


time, One potent influence ha 
ment been : 


women 


creating this reserve. It’s a two-way street too 
the more women employed, the more income 


there is for purchase of new appliances for 


the home 


Occasionally someone take i poke it thi 


t energy that i ived by our new 


time and 


way of life-—what happen to it? ‘Ther 
plent of evidence that women make good 
use of it. In the first place homemaking is a 


! 
broader job than it used to be. Isolationism 1 


outdated and a woman can share in neighbor 


hood and civic activities especially if she 1 
not emplo ed outside her home. The job of 
hopping for a lar part of her husband 
ind son lothes falls on her hy the famuil 
hauffeur taking children to hool or scout 
meeting, her husband to the train if they are 
uburbanite or maybe all the way to the 


othce. She often does the famul ccounting 
ind frequently pla 
vith her husband’s busine issociate Some 


yvomen also manage to di ome type if 


in important ie social 


vork in their own nes to supplement the 


family income 


[inne ived oft } Orne from routine JOD 


them are 


for which the ipplian in Substitut 


climinate lake for instance the freezer and 


the use of frozen foods which cut down on 
KP duty. Old directions for brench-trned p 
tatoc tart by saving 


‘ 


toes into strip heat fat im de p pan, et 


wash, peel and cut pota 


gut the modern way is to take a packa 


place contents ma pan md 


from the treezer 
heat. ‘There are also fewer utensils to wash 


took pl ce if in 


home Or 


because the preparation 
either un the 
A lot of women lke to 


a hing J 


earlier tim 
he bought the food 
ook but the cle nmup and di 
mother matter, With the waste disposer and 
dishwasher to do this ther 


ibout who will do if 


ie no complaint 
no bickering 

One time and energy waster that man 
till put up with is hard water, lor 
three months an Indiana famil 
of time involved in various household task 


with hard water and then repeat | for a tke 


family 


kept record 


period ifter installation of an automatic water 
oftener. Th 


ibinet ill 


homemaker washed her kitchen 
minute vith soft water while 


r 


minute vere required to do the job with 


hard water. She also used percent more 
cleanser during the hard water period hie 
nuisance value of harsh bath towel va 
clothe hard water scum on clothe loud 
glassware, the ring around the bath tub and 
pre ble i Wh pel onal OOmMnNYG iHinp 
ble to me ine 


Planning Plays Its Role 
lo cite ¢ ry de 


clopment lh iT CISC T 
l 


human energy and time would be pO ible 
but surel torage and good planning rate 

high on the list. The old-fashioned kitchen 
with almost everything stored im a pant 
Wed for a lot of eri trips. Toda 

kitch planned fe t th ome 

MORE> 

PAGE 
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It's A Easier 
and Better Life 


CONTINUED 


i fi t j Ih KA Kit hha 
taken th if ( ( ition tf that 
uten te i il ! i th , ! 

I lit le a ict I j la ( vith 
ection plann at part uch 
nc-row-d hy t b 
f food lic be f ' 
mad tke ! t Vith J pit 
rion j iple t TT iF 

' p \f te) i ¢ i 
ppl i ( ib it} iil ! t 

i crn ini Hint 

Phought has be it hit 
ituble for sittin t b \ sit i 

1 1) ra, iweome tik thi re I nt t 
ill wiice motil j j thy if 

i ( )f T thi wit j j ( 
onvement working height af | pel places 
n relation to the heaght of th Orb 

\sk a group of women what the adishike 
most about housework md cleanmg wall be 
Frequent! mentioned, [There till room fo 
iniprovement in this field but the muulm 
cleaner mentioned again and agam a i 
boon to easier Cleaning. These ommnents ar 


iso backed up 1) laborate test Bit 


mount of energ pent per hour under dit 
ferent conditions has been measured, Sweep 
meg a rug with a broom Luise im mcrease of 

9 percent im use of ecnerg ibove that 
needed while at rest. Cleanme the rug with 
i vacuum Cleaner, by comparison, increase 
the energy con umption only 10 percent 


Ilanging clothes on a line from a basket on 


the ground classify i hea VOI vhaich 
meres energy expenditure from 150° to 
OO percent above the amount used while 
resting. No wonder women think thew dryer 
niake laundry le trenuou Walking up 
tuirs is one of the greatest draims on energ 
this require im mcrease of 1156 percent 
ibove resting If to this uw added the work 
of carrying a basket of wet clothes up th 
buscment tai no further proof hould 
be needed that the welllocated automaty 
hatin 1 WON saver 
The Happy Worker 

Phe best stimulant to ener is happin 
\ pleasant itmospher i lorful a Ta 
tioned ell lighted i give i tremendou 
htt to on pirit Cheerful colors in apph 
mice ibimet floormeg. ace ri mniter 
toy drapern mad wall ria in 
long way toward a happy itinosphere where 

h il | le tiresom it i] i 
fact that a woman ts om tired when 
the job does not m to be | righitt 
work Here again, apphane hrannctl 
monotonous details treem th lOMMCINAKE 
for job hy fecl ire ist ti ind 
itistying 

Running a household is a three-ring circu 
while she clean up milk spilt by the baby 


vegetable boil drv and the door bell mng 


148 


‘To help avoid frustration, automatic control 
for top-of-the-range cooking are like an extra 
pair of hand She knows that at least the 


food cooking there can be ife] put out 
of mind while he concentrate on other 
thing here 3 n iutomati device et 


that feeds the bal or greets her husband 


hen he comes home ind she doesn’t want 


Small apphance vith automatic heat 
ontrol iso { i long way to tcheve h 
nind so that sh in divert her attention 
to job vhere he 1 per onal} needed 1 hye 
IreCeczcl in help hey hoose the time vhen 

doe ome too preparation ( that 

isteminute frustration it mealtime 

i zed 

Ihe direction of recent kitchen Plannin 
has been to study human nature and mab 
the kitchen fit the oman, her family and 
thie living habit Back i) vCal wo. the 
farmil had t fit into the kitchen and make 
tl nost | t But at that tim th 

i houschold h p by W orld 
\\ 1 the lomest crvants f 

| | I ther for ¢ 

‘ But istead thre t il ervall 
i i isin t ‘\ twice Wan 
kind ot Ipphanc nave com nto wus 
ther vere before World War I Also mor 
farnals in ik of like n have th 


type of servant 


The Environment Changes 


Ihese changes im kitchens and laundri 
havent been confined within the walls of 
they're much farther reaching 
than that And those kitchen walls have 


been disappearing — toc lhe family room 


thr room 


merge with the kitchen and cooking gov 
on any place inside or outside the hous 
vith portable apphance 

Right in line have been changes in stand 
ids of living 


hon Controlled heat mean \ Vil 


mcluding health and nutri 


freezing offer i greater varict 


it ooking I 
ot nutritive foods throughout the vear \ 


vot mothe ide of better healtl no to 
the onstant supply of hot water and aut 


matic dishwashers which have been far mor 


cthcicnt m removin bacteria from food 
uitensil than ordinat hand dishwashing 

ording to one study by the Department 
f Medicine, Universit f Louisville ind 
mother at Ohio State Universit Lhe waste 
disposer has gone a long wav toward ndding 
the home of fli ind other pest by dome 
wa vith food waste before it comes under 


the heading of garbag 


Launds tandard have hanged too, 
Lhere no need te rimp on clean clothe 
md linen Many garments and towels go 
into the automatic laundry and out without 


1 hand Work roninegs \ nit hae 
for old tamular tabri ind the man-made 
hiber have unplified laundermeg Never 
ctore thought of a vashable are women 
it ind even men ut Now man 


of these can be washed automaticallh 


The growmg populanty of floor cleaning 
ind poli hing equipment attests to the joi 
it doe o well, making it po ible for the 
homemaker to keep her chin up while shi 
does this lowly jol And the standard 1 


higher according t 1 study made a fe 
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vears ago. In a research project, a group 


of homemakers used their vacuum-cleaning 
equipment for rugs, dusting, walls, draperi 
ind the many other jobs for which it is d 
removed an average of mor 
than two and one-half as much dirt from 


their home as when they used old hand 


ined. ‘They 


methods. There was a big saving of time t 


Family Interest Grows 


kamily life changing alon; ith t 
levelopment maybe this is a cause and 
i result. In addition to housewive h 
husbands also participate in ne ch 
Ihe whole family tends to be home more. A 
0 nment survey of fam ‘pendit 
hows that in 1940 the n took 2 
vercent of the famuil ecreational budget 
but only 10 percent in During thi 
time, the category of xpenses { radio, ‘TN 
ords and musical instrument e fron t 
to 23 percent. There has a en an 


rease in other activiti vhich the famuil 


sroup ind this extends t oking t 
basy-to-use plu ‘In apphance itrigue fa 
members to help vith me \lmost an 
one 1s likely to run a load of clot through 


the washer and drver Ni oubt a colortul 
kitchen or family room is a help im luring 
children closer to the jobs to be done 

All this mean 


risen to a higher plane. The woman is in th 


that homemaking ha 


role of making decisions, doing the creat 
part and operating the equipment to 
form the repetitive task 


it All Takes Learning 


Thi o-called kitchen revolution exper) 
enced mostly during the last two decades ha 
et off a chain of reactions. Even education 
is affected. Many high schos ncelud 1s 


ind care of ipphance in their home « 


nomics Cours¢ 
Homemaking is a science and much of th 

responsibility for teaching it t he younge! 

generation ts carried by the sch Apphianes 

manufacturers cooperation has been m 

irv to make this effective that student 


in Use up-to-date equipment Younger 
ple are constantly exposed to a better wa f 
life which filters back to then 
within a few short years these students will be 
homemakers themselve 

Before 1940 only a handfu I eg rhe 


universitic ottered training i: househ 
equipment Now _ practical] CO 
offermg Lome economu ich ul | 
equipment at least a part f irse and 
many Offer advanced degre« pportunit 
for research in this field 

Adult education classe na been I 
for more help on selection and f apph 
inces as well as how to plan kitch m 
ment Ihe extension sen iT ocationa 
high school teachers are alert to this n 
U tility compan" home economist I 
tor adult groups in the interest of satisfyin 


his desire for what's new. And to these th 


magazine articles on ipphan kitchen 

laundry planning, educational t ion 

ind vanous exhibition pen to the publ 

vhich are a big drawing card 
Consumer-education literat movies, film 
trips and exhibit prepared | manufacture! 


Continued on page 
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NOTHING LIKE THE 


















LINE... ANYWHERE 





@ THE ONLY TWIN-BRUSH POLISHER FOR $39.95 


@ THE ONLY $49.95 TWIN BRUSH POLISHER WITH 
THE FAMOUS SHETLAND RUG CLEANER 


@ THE ONLY COMPLETE LINE OF EXCITING 
CONSUMER PRICES, WITH FULL DEALER PROFIT 


MODEL T-8 


TWIN 
BRUSH 
ELECTRIC 





SHETLAND DECORATOR-STYLED MODEL 


Terrifi istomer magnet. Only twin-brush model any 
where near the price. Handsome, canary yellow, gleam 
ing chrome. Scrubs, waxes, polishes linoleum, tile, wood 


any type floor. Twin brushes give 12 inch polishing 
swath. No vibration. Perfectly balanced for easy fin 
ger-tip control. With 2 scrubbing brushes, 2 polishing 
brushes, and 2 felt buffing pads. Powerful, air-cooled 
universal 110 volt, AC-DC motor. Steel geared. No belts 


Shetland-guaranteed for one full year 






MODEL H-3 


SINGLE 
BRUSH 
ELECTRIC 


SHETLAND ALL-PURPOSE POLISHER 


Complete kit in handsome, fast-selling gift display carton 
Bes! single-brush floor polisher value anywhere. Polishes 
scrubs floors, buffs furniture. Used as do-it-yourself ‘A 
in. drill and sander and car polisher. Has super-power 
universal 110 volt AC-DC motor. Kit contains power 
unit, 9 in. polishing brush, lamb’s wool bonnet, rubber 
disc, sandpaper, dritl chuck, detachable metal handle 
Rug cleaner attachment and special scrubbing brush 
extra. Guaranteed one year 
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MODEL T-7PB6 , MODEL T.62 














* 
TWIN SPECTACULAR 
SHETLAND PRICE-BARRIER BREAKER SHETLAND IMPERIAL 
For America’s most sensational promotions, Combines Most beautiful model of all. Has eye appeal, sales appeal, 
handsome floor polisher-scrubber with Shetland’s sensa work appeal, profit appeal. Perfect to trade up to, Comes 
tional, self-adjusting rug cleaner. Lets customers clean with Shetland’s exclusive, self-adjusting rug cleaner 
any type rug easily, quickly, with professional results Cleans any type rug easily, quickly, with professional 
One round of average-home rug cleaning pays for com results, Twin-brush floor-polisher, waxes, polishes, scrubs 
plete unit. Twin-brush floor polisher waxes, polishes, 1 U ine 2 
scrubs linoleum, tile, wood, any type floor. Unit provides linoleum, tile, wood, any type floor Ua provides ; 
2 scrubbing, 2 polishing brushes, 2 felt buffing pads and scrubbing, 2 polishing brushes, 2 lamb's wool buffers, 2 
rug cleaning attachment, AC-DC motor. All guaranteed steel wool pads, Rug Cleaning Attachment and can of 
one year Electrowax, AC-DC motor, All guaranteed two years 
You're really in the floor polisher business for big, fast profit 
when you take on Shetland — America’s Only Complete Line 
Zao ger er, N ; ‘ 0 « 
F’Guoranteed by > Not just one high-priced model. Shetland starts at $29.95, 
Good Housekeeping single brush, on up to $69.95, twin-brush with exclusive rug 
#07 we aa 
conan GE t cleaning attachment. These great Shetland models get you 
5 \ Ly every possible sale, with wonderful trade-up opportunity 
4 | 
—s Write for name of distributor or agent covering your territory 
Do it NOW 
THE SHETLAND COMPANY, INC., LYNN, MASS. 
VISIT US AT SPACES 1318-1320 
NATIONAL HOUSEWARES EXHIBIT 
CONVENTION HALL, ATLANTIC CITY 
AMERICA’S BIGGEST FLOOR POLISHER VALUES 
PAGE 149 
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BRAND NEW 
sales-producing 
PROMOTION 
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FREEZERS GIVE YOU THESE SALES- 
CLINCHING FEATURES... 










al 
FESTIWAL 


~ 
aa gas 






" : a , . 
Join up!... it’stgasier to sell RCA WHIRLPOOL than sell against it! 
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AFTER 50 YEARS; _ “anted the choice and were op 


posed to being completely depend 


mmmercialls pr pared 


ome expert thi 


ent mn 
i effect the hy Le ewe’ la t cre 
of ooking he 


rg’ . 
The Biggest mea 
' Why should this be so? Becausi 
‘ a | 
Changes Ares itineiisstés tn 
five aomain nd while will 
CONTINUED; ve] on itchen so aut 


kitchen 
‘ . undoubted] velcon iny device 
Still Ahead sich eat te mean 


1 homemake 
' 
Mipersonal on 


And some di 


repr 
other d 
think ma rnne | That 


of ipphance i 
nto smaller 
vnuld tl 
th kit hen 
the programm 

Kam ple 
i pe if 
from th 
It would 
other refi 
wroce rate | » | imilarly isolate 
ngineer lve don na ' t i onvenient 


Similar! 


ynent mayv under 


ible ombination o 1O or ri i ei 
i familiar ippl 
OMparay metam rphosi 


W ould i | cle 


otore mcan 


new apphan 


ina i in Cropimch 
mnemad 
ram Diult-in juuipT CCT 
that a pomted 

vould TI i iilable ar ail Wilt ( inher 


Most of what 
the laborator 


roblem ) | wi built-i 
Manufacti 
ould — bye ihied more iv 
ouping problem 
IM proves Cw modula 
ire cine Pilahnee 
familias ) these pi 
produ 
mm the 
tak 
C)ne mat 
feels that 
irchal 
lenge po yomen 
ll only want their applian 
norro ’ fit togethe etter HH 
any expe ( is that the trend 
ichion ‘ reverse itself. No 
dream ill-in-one mnbination 
olution P bly 
yvoman Ihe | may be 
oker which G-E de 


Thi han 


ment of 
Va expherty al HICK to omething ike th ro 
ooker—bi | move 


mpl tel 


ither commercially frozen 
foods prepared at an hort of 
ore convenient time by kitchen 


cwite herself Lh G.-1 Yet i 
things ditt nt Hle fee 


mn pe titor 


bviously felt that women 


trend to built-ins will continuc¢ 
lwo other manufacturers expect 
that we will continue to have built 
ins—but not as we know them to 
day Rather Ome marriage of the 
free-standing and built-in will take 
place Perhaps, suggests one manu 
facture the 


in be sold as either a free 


ultimate appliance 


tanding 
rx built-in unit. Still another sec 
i growth of the built-in look” in 
free standing product 


Manufacturers—even some who 


hay don on iderable work ilong 
1 


these lin ire having sober ( 


nd thought ibout pa kaged ip 


plan hor one thing, they ar 
orned about handling obsolesen 


problem im a unit ombining 
thire uur product One 


time. Another, discussing installa 
tion, says the “only real way to get 
them to modernize is to get them 
out of the house 


point out that this may become 


He goes on to 
progressively easier to do if a trend 
to “trading up” housing develops 
As a house is 


moving on to another, the original 


vacated by people 
in be modernized before it is 
T¢ old 

At thi point it may be 
to take a functional look at tomor 


row ippliances, using fun tiona! 


useful 


descriptions rather than specif 
ippliance nam to describe what 
may happen 
COOKING: Ther 
two very good possibiliti One 


1 trend to “* 


ippe ir to be 


( xp! nding” the fun 


Technological changes in warehousing and trans 
portation have combined with a number of other 


developments to make 


imperative to relieve 


the distributor of all but his most important func 


tion—-selling 


phan may become outdated but 


the homeowner, they fear, would 


tend to retain the complete unit 


ither than replace it just to bring 
me of it up to date 
At the very least, if such modular 


units do eventually develop one 


ompomne nt 


requisite in their design will have 
to be ea repla ement of the com 
ponent product vhich go to mak 


t up 
I 


Manufacturers also worry 


ibout 
how broad the market would be 
for such produ t lwo problem 
irise: the cost of the unit and th 
installation. Som 

ire skeptical as to how many 
ifford to 


vhole group of appliances at one 


ippliance mak 


peopl in replace a 
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tions of a range 
one spot urface ooking im an 
other, 
the table, et 


ncouraged by the 


warming facilities right at 
This trend may b 
continued de 
velopment f new 1itomati 
housewares which facilitate the “‘lo 
ilizing’’ of specifi voking fun 
tion 


ountering any such 


Perhap 
rend is the second major develop 
ment ahead for cooking—electroni 
ooking Manufacturer 


development 


surface 
igree_ that uch a 
must be considered inevitable in 
the light of 


electronic oven 


idvances made with 
Such a device 
could mean infinitely faster, more 
yutomatic cooking 


Continued on page 159 
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New Dormeyer MixWell } 


A lot of mixer for the money 


‘Ten full-powered speeds, electric food grinder. Complete 
four-piece juicing attachment, two opal glass mixing bowls. 
You'll love the detachable, portable, mixing head, the 


automatic beater release that drops beaters out without 
messing fingers. ‘T'wo nickel-chrome beaters, bowl-size in 


Model 5100 


dicator 











Dormeyer Silver Star 
All-Chrome DeLuxe Mixer 


It mixes, it grinds, it slices, it shreds! Truly four distinct 
and different appliances in one—and offered at one unit 
price—no extra charge for individual units. Powerful 
electric grinder grinds meats, vegetables. Sandwich meats, 
cheeses, sliced readily and neatly with the Dormeyer 
slicer. Vegetables for salads; meat, fish or poultry for 
casserole dishes, shredded easily and quickly. Plus these 
famous Dormeyer extras — Magic-Mix Arm, detachable 
head for portable use, bowl-size indicator, automatic 
beater release, 10 fuli-powered speeds. An all-chrome mixer 
with two sparkling stainless steel mixing bowls—easy to 


keep clean. Model 4400 











Dormeyer Polisher-Scrubber 


Takes the hard work out of housework! 


Polishes and scrubs floors electrically! Now you can stand 
up to scrub, wax, and polish floors! The PS ends back-breaking dirty 
work — and is hundreds of times more efficient. Big double brushes 
move at 660 rpm —a child can guide the PS with one hand. You get 
the Dormeyer PS— plus two scrubbing brushes, two polishing brushes, 
and two felt buffing pads— all at one unit price. The PS is ideal 
for homes, small offices, beauty shops, stores, etc. Model 11 


New Dormeyer “Wi 


featuring the Dorma- 


Amazing new Dorma-Stat Control plugs int 
you choose the temperature you want and 1 
on the Dorma-Stat. Then — when the cookin 
is unplugged—the whole unit can be immers« 
Beautifui, gleaming forged aluminum. Hands 
minum. The new Fri-Way is an appliance yo 








Bee Spectacular 58 










we 4 New Dormeyer Princess 


. chrome mixer for kitchen beauty 


Grinds as well as mixes —to perfection! The beautiful new 
Dormeyer Princess, with an all-new, all-chrome mixing 
head —so smart and modern on your kitchen counter, so 
easy to keep clean. You get an electric food grinder, a 
mixer, complete juicing attachments—plus another big 





feature—the mixer head is detachable and portable for 
use anywhere in the kitchen. There are ten full-powered 
speeds, too—for the right speed for any mixing job. Auto- 
matic beater release, two opal glass mixing bowls. 


Model 5700 


Dormeyer Portable 
Mixers with 9 full speeds! 


Che only portable mixers made with nine full-powered 












speeds —do every job a big mixer does and give you the 
advantage of port ibility, too. Dormeys are lightweight 
easy to use easy to store only eight inches long! Extra 
large beaters won't slow down in even the heaviest bat 
ters. Dormeys are available in Chrome —and in four other 
kite hen matched ¢ olors ‘Turquoise, W hite, Pink and Yellow 


Model 9500 series 





There's more —take 
a peek on next page! 





VA 


«{Dormeyer 


Toaster 


Beautiful 24-carat gold plate gives an appearance of rich 
ness and luxury to this fine Dormeyer ‘Toaster. Actualiy 
thinks for itself. Unique mechanism takes the temperature 
and judges the moisture content of bread—then adjusts 
to deliver the kind of toast selected, light, dark, or golden 
brown. Extra wide wells for warming or toasting rusks, 
English muffins, waffles, etc. Hinged crumb tray for easy 
cleaning. Heat-resistant plastic handles and feet 


Model 6306 


serrate 


Dormeyer 


Coffee-Maker 


A companion piece to the Golden Goddess ‘Toaster. Sweep 
ing, modern design, with base and trim of rich 24-carat 
gold. Perfect Perk Selector delivers three kinds of coffee 
mild, medium or strong. Stainless steel —the finest metal 
available for making good coffee. Warm and Brew Se 
lector keeps coffee hot, or re-heats cold coffee without 
re-brewing. Special “‘jewel’’ signal light flashes on to tell 
you when coffee is ready. Model 22 





Y Electric Skillet 


Stat Control 


» socket in the Fri-Way Skillet 

egulate it from the control knob 
: job is done and the Dorma-Stat 
cd in dishwater for easy cleaning 
me matching cover of polished alu 


ill be proud toown Model 20 


Dormeyer Grill-Well (family-sized electric griddle) 


... and it’s immersible, too! 


If you have a large family — or if you do a lot of entertaining —this new Dormeyer Grill - Well 
is just the ticket. It’s big enough to hold 15 good-sized hamburgers —over 215 square inches 
of cooking space. Made of bright-finished, cast aluminum. Sparkling aluminum cover with 
easy-to-adjust steam vent—optional. Heating unit is sealed in. Dorma-Stat Control governs 
temperature —and when removed, whole unit can be immersed in sink or dishpan for quick 
cleaning. Drainage channels, with reservoir to trap basting liquid. Just the thing for party 
fun or patio picnics. Model 9900 


Makers of: Electric Mixers, Electric Skillets, Coffee- 
Chicago 10, Illinois Makers, Hurri-Hot Electric-Cups, Deep Fryers, Toasters, 
Broilers, irons, Electric Floor Polishers. 








AFTER 50 YEARS: 
The Biggest 
Changes Are 
Still Ahead 


CONTINUED 


Another possibility is the use of 
induction heating for surface cook 
ing. In Kitchen of 
l'omorrow the range was actually 


Frigidaire’ s 
1 smooth marble slab. A pan of 
water placed on this boiled quickly 
but the surface itself remained cool 
to the touch 

Combining the electronic oven 
with a small freezer and a control 


mechanism would produce a pro 


grammed cooker which wovld 
make push-button cooking a re- 
ality 

Such control mechanisms may 


of food 
shown 


ilso be used in other phases 
preparation | rigidaire has 
i kitchen in which dialing a speci 
fic recipe results in the ingredients 
measured and 
issembled and the recipe itself pro 


jected on a TV screen 


being automaticall 


REFRIGERATION “Explod 
ing’ a refrigerator into self-con 
tained integral part i salad box, 


1 meat-keeper elsewhere, a frozen 
food compartment near the range, 
et is the most obvious of the 


ral possibilities ahead in refrig 





ition design And perhap the 
iblicized po ibility in this 
neld the in ised use of irradi 
if food 
But ther iT till other poss} 
litie One is the electronic re 
frigerator, long talked about by 
n ind now ceded to be a 
t th earcher if 
pro n There are 
mong them cost and 
th t loping new 
nat i 
» noth lit Is dé 
t of a third basi type of 
ile) fo torage appliance Such a 
isically different refrigerator might 
pl le a temperature intermedi 
ite tween the fresh food section 
-Well vf a refrigerator and that in a 
nches fi 
with \s far as irradiated foods are 
verns on ied, ippliance manufactur 
° ittie to worry about One 
quick firm whi h ha been doing consid 
party ible research on the ubject ha 


mcluded that irradiation will 
what the 
d what it contains but it in no 


bsoletes it’ 


refrigerator does 


Left-overs will 


ind even irradi 
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foods 


ated 


require refrigeration 

the radiation merely lengthening 
the time the food can be kept inso 
far as taste and appearance are 
concerned. Foods irradiated enough 
to el‘minate the need for refrigera 
tion have, in many cases, developed 
undesirable changes in taste, odor 
Finally, there are 


many foods for which refrigeration 


ind appearance 


is desired from a standpoint of 
taste (rather than sanitation). An 
obvious example is soft drinks. In 
any case, although significant and 
widespread developments can be 
expected in radiation of food, the 
long-term future of the refrigerator 
industry seems to be in no way 
threatened 

Actually, 
advanced technique of food preset 
Another 


dehydration of 


radiation is only one 


vation now under study. 
is the electronic 
food while it is held under vacuum 
at below zero temperatures. Once 
dehydrated the food 


further freezing or 


needs no 
refrigeration 
I'he housewife immerses the de 
hydrated food in water to restore 
it to its original condition 

LAUNDRY KFOUIPMENT 
I'he ultrasonic washer has bounced 
back into industry speculation and, 
if developed commercially, would 
be the most spectacular new prod 
uct in the industry’s future 

(Perhaps this needs qualification 


At the 


American 


spring meeting of the 
Mfrs 
\ssn. a brain-storming session on 
products of the future came back 
often to the uper-dream” ap 
which the housewife 
ind takes out 
folded 


interest 


Home Laundry 


pliance in 

drops in dirty clothe 
ironed ind 

LD« spite th 


hown in such a product, however 


lean, dry, 


laundr 


the group renerally agreed that an 
uch de lopm« nt was well beyond 
its target date of 1965 
Other innovation 
the AHLMA 
of perfecting devices al 
market They in 


luded suggestions for 


uggested at 
meeting consisted 
primarily 
eady on. thi 


Hn pProy ing 


yAp ind ble ich ind for better 
means of using thes product te 
the vashel 
Ihe development of new fabric 
iowever, may utimately requir 
Ippance Westinghouse 


' I 
Will Kline has de 


dro-closet in 


ribed a “‘laun 
which a dirty suit 


ould be hung. It would then move 


m a track through washing and 

drying compartments, ending up 

in a conventional clothes closet 
KITCHEN UTILITIES: The 


industry is intrigued with the idea 
the dish 
today but 
make it 
much more than the word “dish 


of not only improving 
washer as we know it 
adding facilities which 


washer’ impli Thus, in dream 


1957 


kitchens, the dishwater is a motor 
a setting 
of dishes to the table, picks them 
up after a meal, washes them and 
In RCA Whirlpool’s 
Miracle Kitchen a press of a button 


ized cart which delivers 


stores them. 


even changes the type of dishes 
stored in such a dishwasher so that 
the housewife can choose good 
china or everyday dinnerware 

Perhaps the most basic change 
contemplated in the dishwasher is, 
as is the case with laundry equip 
ment, a switch to ultrasonic wash 
ing. Such equipment would wash, 
dry and _ sterilize the dishes in 
minutes 

New methods of food waste dis 
posal are also being studied, ‘The 
most radical suggestion is a varia 
tion of a septic tank in which all 
waste is treated. ‘The 


only discharge from such a sys 


household 


tem would be clean, re-usabk 


water. Incineration may also pro 
vide a scelution to waste disposal 
and even now disposers are being 
incorporated in dishwashers 
Considerable work is being done 
on redesigning even such a pro 
saic item as the kitchen sink 
which dispense hot 


laps 
water or a 
variety of hot or cold drinks are 
envisioned by some designers. If 
some sort of refrigeration could be 
engineered into the sink, ice water 
or a constant upply of ice cubes 
could be supplied 

Improved storage is also occupy 
Among the 


motorizing imacce 


ing desiyner: basic 
approaches ar¢ 
sible parts of cabinets and con 
ections of the kitchen 


cabinet would make it 


VCvVorizing 
An clectric 
pos ible to 


utilize almost every 


ailable inch of storage, including 
so-called dead storage areas in con 
ventional cabinet 

AIR) CONDITIONING: ‘The 
po ibilities 


inherent with heat 


pumps have been well publicized 
for some time. So too have been 
the ros 


tral air conditioning 


prospects ahead for cen 
Perhaps the 
most significant recent develop 
ment is a renewed confidence on 
the part of many manufacturers in 
the long term future for room air 
conditioner 

‘here are two trends already ay 
which, if 


could justify such 


parent in unit design 
they materialize 
confidence. One is the continuing 
trend to reducing the size of the 
unit (facilitating installation); the 
second is provision for heating as 


well as cooling with the unit 


Enough progress has been made 


in room air conditioner develop 
ment that one of the biggest manu 
facturers in the industry predict 
flatly that “the room unit 


to beat out the central unit He 


omg 


bases this on the expectation that 









the smaller, more versatile room 


units now being developed will 
allow room control of heating as 
well as cooling 

HOUSEWARES: There will be 
changes in function as well as in 
application. ‘The 
ample, illustrates a change in ap 


The appliance may pet 


mixer, for ex 


plication 
form much like the mixer we know 
today but there may be several of 
kitchen, built 
into various food preparation cen 


them in a single 
ters 

For an idea of a_ functiona! 
change in product consider the 
predictions made about the cle 
tric blanket 


retaining the blanket concept but 


Some designers favor 


adding a cooling function to its 
present warming abilities, Others 
would replace the blanket as such 
with some type of canopy over the 
bed as a means of providing either 
heat or cold, 
lloor 

drastically, 
remote-controlled 


machines may change 
Some designers see a 
floor cleaning 
unit which washes, drys and pol 
ishes the floor at 


A transistorized version of this ap 


the same time 
pliance could be preset so that 
all the cleaning would be done at 
night after the family has retired 

RADIO AND ‘T'V 


of appliances the emphasis is, as 


In the case 
we have seen, not only on what's 
new in a technical sense but even 
more on what's new in the way of 
better utilization of these product 
Ihus, our study of tomorrow's ap 
dwelt at 
of the 
kitchen and the work pe rformed in 
the kitchen. In this 
the regrouping of apphances we 
ilre idy 
tant a 
cally new merchandise 

In the radio and ‘T'V field, on 


the other hand, the emphasis must 


pliance ha nece arily 


length on changing concept 
connection 


know is virtually as impor 


the development of radi 


be on the technical side of thing 
It true that styling chang in 
IV, tor example may affect the 
placement of the instrument with 
in the home but in the field of 
cntertamment electron the 


primary attention must be accorded 
to technical innovation 
The phrase “entertainment cle 


hardls J 


ind mor 


trom l familiar one 


but, mor something like 
it is going to become a necessity in 
the industrs lor 
could — be 
After the 
it became necessary 


i radio- TV” 


is inade quate 


i long time the 
called simp! 
idvent of ‘TV 
to identify it 
l'oday, even thi 
High fidelity, tape 


recorders and phonagraphs are al 


busine 


I idio 


ready playing a significant role in 
the industry 
ment and acceptance of thes prod 
ucts makes it ther 


(Continued on page 162 


Continuing develop 


obvious that 
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*New compact design . . . it's not just “thin.” 
* Adjustable 360° air direction control. 
* Air flow control with 2-position fan switch. 


*A complete line . . . with a model for every need. 
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Imperial model... 1 and 1 hp. 


protects your profits... guards against 





inventory risk... lets you stock up and 
sell strong all season long! En) 


“omer” 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 
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air conditioning ie X 
selling SEGSON «ee and make more 


money from now through first frost with 


| &A) Whinkpook 


AIR CONDITIONERS 





amazing new 
electronic filter 


* Helps hay fever sufferers more than 
an ordinary filter! 


* Stops pollen, dirt, and dust parti- 
cles os small as 1/25,000 of an inch 
in diameter! 





STOPS DIRT. . 


* Holds air-borne particles in an 
electronic “grip.” 








STOPS -POLLEN.” 


RCA WHIRLPOOL Home Appliances 






ot, Tee. Products of 
STOPS DUSE™ 


WHIRLPOOL CORPORATION 
St. Joseph, Michigan 


jemorks Sah ond RCA ovthorized by trodemork owner Radio Corporotion of America 








ELECTRICAL MERCHANDISING—JULY, 1957 


ATTER 50 \ MA RS: ; UuCk Ie mediate two prob rola’s Robert Galvin foresees do ire not yet revolutionary in nature 


m hethe ich a tube can be mestic production of such sets in a Ihe seeds from which each chang¢ 
ry ” produced economically in commer fe Cal materializes are already apparent 
| he Biggest ial quantit TY iat mp This interest in high-fidelity is ind it is much more accurate to 
a) . ents would ha to b evelope having a marked eftect on phono talk of distribution in terms of 
‘ efor ich a tube ild be t iraphs and tape recorders. Per evolution rather than revolution 
( than FAS A re zed haps the most spectacular oppor This does not mean that the 
, [here is a more immediate p tunities ahead are to be found in changes are going to be neces 
1,8 ipplication of this new tran the latter field. Here there are tw irily gradual or that they are go 
Sill A h acd ent tub uimnin t in thie idical po ipbilitve vhich ing to please everyone in the in 
allies < yroduced in mercial quantit uld dramatically enlarge the dustry 
CONTINUED ind price It ft narket In broad terms, distribution in 
derable advant f 1) Increased level pment of 1976 will still flow from manufai 
transistorize batt ited t f ionic reproduction of taped turer through distributor to re 
; ce |e irrent uld be need tailer. But the functions of each 
™ f — than with the picture t is W Development of video r may well be drastically different 
: : 5 : know it toda ding for home use than they are in today economy 
| i tl ma tisfact his tendency to a true portable Ihe latter means that in the That's because there will almost 
f pplication of electron , t and the advent of color ran fit 1 TV set (or the home inevitably be a shuffling of roles a 
"T me levelons a idl is the two outstanding ¢ clop electronic entertainment center distribution 1 treamlined 
4. think if ma if ¢i nent mimnediat ihead in tel night incorporate a tape recordet No ingle level of the industr 
ar et ee se onshcte ision hich could be set to record a will escape in this proces It 
quipm n uld easons Ly Anothe po t i the ) pecin television program Ihe ilready clear that there has been 
Hed neumer 4 ron Ps illed “wall set’ or picture frame family could then enjoy the shov 1 fairly drastic “shaking out’ of 
hans the hest name { ere 'V which uld utilize a virtuall t it onvenience and could. if manufacturers, distributor ind 
Rr imp thy id dust flat picture tul Here again mil desired keep thre taped record dealer here will be even more 
uld be entertainment el tary and rnimnent entists are ng of the show for future us At the manufacturing level there 
tron doing considerab vork but the Chat’s in the future. But stereo seems to be general agreement that 
Despite this broaden + of difficult fa ng thei shonic recording is already a com 1 relatively small number of full 
the indus ee P Riis mm “ : ial realits Vhere re till line firms stand the best chance of 
interest til) at n the te tO De meast blem ome technical and some urviving but that there is every rea 
aed tee Aad | , Probab till furth i the f nmercial. Among the latter a on to expect that a limited num 
ts) talk about th { t of tl dim { , t and rather limited ber of independent single-line firm 
7 2 , Saar ial tel , ' ; f stereo tap There i will also survive here is som 
' if t \l vf th i ha n, howe r, to beli that kepticism ovet the future of th 
f ' ' But th Kt these problem long with certain private brand nce lowered rst 
‘ tod if ' ' aie p iction probk i n branded m handise have m 
Pp ' P insformat ot | in the n t in isingly difficult for privat 
P ' , , th th fit label merchandise to be ffered at 
os ‘ lvent t ' ' t Ih ; f th igh fid ; i pri ! Ih l I 
P { ind ft r f r nd r igreement, fh r, that mpet 
r tran t ( { f ) ' f tion from Ss Roebu & ( 
ext r 1 continue at present 
init } \ It M1 ot mat thy ind m even pt nn I 
r t that t ! 1 \ t t hi Man ef | ) l 
, ' . lth n t nt it othe bol 
< } 1 SIN { 1 1 il I 
j ' t | tat ( l 
\t thy | al } ! | t i l li 
' ( | f ; n 7 } { t t War np il 
' ' } tf tt n ifact ud t 
j ' 4 th ut ra t 
P , that p f tant functio 
n { ) f It n t theref t 
ist \ t hon nine first the techni 
' } » fa | t nm cliuminate n I 
‘ ‘ , ‘ ; t t t nventional 
Transportation. mm 
ny Tomorrow's Marketing - wre sin ¥ 
t t If th " ispect of th portat l takin la nt ! 
’ \I \\ f ist | itain exp id 1th i n prop 
j ; t ft Dilit t tl d t ut 1 wate transportat l ran kind 
"hy" P , ' f the | ’ We ited = fact fo 
t " t ill ) \ duction is been stepp im} nab . 3 D t hij 
t uct t iS manutacturin sts ha t it least t third rf domestu 
| i t ltoa t t i hii. | 1 pared downward the pre ire markets | vater. Such hipm nt 
ts t rk ! t t Ta nanufact thi nm dist uit t Keep pack ha do tak longer t nake but by care 
ite th ’ il ot t pl cl ed loda the distribut ful heduling tl vater transport 
t irent cathode ray ti ib n the forn f racio-phon trad face insistent demands to can also serve as warehouse spa 
trat these ESIC tion \ unbination ind a renewed in verform more efhciently and mor Thu ideal] 1 manufacturer 
t } uch a tube ught hold t t in FM-radi Alread mn momicall ould produce room au onditioner 
nsideral prom f " lkuropean M-auto radios are b Yet despite th pressure, the on a year-round basis by combining 
tion in lor f ers W i sold in th unt ind Mot anges taking place in distribution transportation with storage Early 
Continued on page 164) 
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Major as well as traffic appliances from Graybar Graybar salesman and L. E. Walter, Sales Man- 
are displayed, demonstrated and sold in excellent 
volume by The Southwestern Electrical Company 
Wichita. Shown above are Tom 


of 
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L. E. Walter, Sales Manager of 
Southwestern Electrical Com- 
pany, Wichita, Kansas, believes 
that two major 
ssful sales operation in 
the field of electrical merchan- 


any UCcCCE 


dise are balanced stocks and 
good healthy turnover. He likes 
buying via Graybar and work- 
ing with Tom McBride, his 
Graybar salesman. Tomisalways 
ready to help with advertising 
layout, display arrangement and 


special promotions like Saturday 


factory demonstrations 


Your Customers WANT rhe popular appliances... 


objectives of 








McBride, played on the shelves along the wall. 


ager of Southwestern, checking over major appli- 
ances. Electric clocks, in a wide variety, are dis 








Reminder displays in attractive variety, says L. E 
Walter, Sales Manager of Southwestern Electrical, 
help to keep small as well as major appliance 
moving in good volume. Shown here are some of 
the fast selling electric blenders, coffee makers and 
egg cookers featured by Southwestern 





Here are Tom McBride, Graybar salesman and 
L. KE. Walter, Sales Manager of Southwestern, plan 
ning a promotion on the latest equipment in 
electric cookery 


KEYS TO OUR BUSINESS HEALTH ARE 
Speedy turnover and balanced stocks 


.. Via Graybar 


“These problems of merchandise stock and 
the speed of our turnover are closely linked 
with the health of our business. Right after 
World War II everything was in short sup- 
ply. We had a real problem in getting enough 
merchandise to keep us going. Graybar gave 
us fine support at that time. 

“Today Graybar is our chief source of sup- 
ply on all our electrical lines. That applies to 


GRAYBAR ELECTRIC CO., INC. 
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Executive Offices 
Graybar Building, 420 Lexington, Ave., New York 17, N.Y 
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SAYS: L. E. WALTER, Sales Manager 


Southwestern Electrical Company, 
Wichita, Kansas 


traffic appliances as well as major units. If 
Graybar distributes it, Southwestern sells it. 
“Southwestern has been in business in 
Wichita for 48% years and we feel] that the 
friendly cooperation we enjoy from Graybar 
proves the value of one of our basic convic- 
tions: it pays to pick out a source of supply 
with which you can work closely and har- 

moniously, year in and year out.” 
656-67 






IN OVER 130 
PRINCIPAL CITIES 
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AFTER 50 YEARS: 


The Biggest 


Changes Are itic« 


Still Ahead 


CONTINUED 
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Nationwide survey of women reveals: 


Maytag automatics 
__ first choice! 


19.4% One of America’s oldest and best known research 
organizations” asked this question: “/f you were 
ap nals buying an automatic washing machine today, 
7 oe what brand would you consider first?”... 











More women said MAYTAG than any other brand, as shown by the chart 
a a Proving again that in automatic washers as well as conventional washers, 


—, Maytag is the one women want. Naturally, that makes your selling job simpler 


If youre not a Maytag dealer, why not send the coupon for the 


full profitable story? 
Brand B 
11.2 
Brand C 
10.1 Brand D 
ow 


9.8 





| a a Brand E 
a — « id 2. 
; : Brand F 
V/ 7 © 7.1 
oe” 
, Brand G 

J 3.7 
er — i] Wg oI TG — 7 


Save Time...Save Sales...with the automatic women wants 


ewe eee ee 
ales Department, The Maytag Co., Newton, lowa 

i an terested in the p ty of a Maytag frar 

cr é y ty 

Sig ature 

Store Name 

City tate 
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phonola 
HI-FI phonograph 


di 
| 


‘ ; 
; id] 
j | 
| 
\f, 


i 





$79.95 


Phonola means business 
‘’ this year* 


*10 HOT MODELS 


New models new colors new low 


No. 957 hiteFl 4spd., 2 sphr 45" spdi., sapph. needles 





prices More features 


more turnover 


more profits 


\ eit \ Sw . 
h , wh Vee 
2 Ys oe es . 
\ % i > 
*NATIONAL ADS 


IN ALL THE BIG-NAME MAGAZINES 


tell over 100 MILLION readers that 
Phonola is the HOT BRAND. Hundreds of 


sales laid in your lap 


*DEALER HELPS 


window streamers ° 





catalogs ° counter 





displays ° mat ads ° promotional idea 


SEE US AT THE MUSIC SHOW — Room 9O05W 


Get your share of Phonola's record-smashing sales write for 


distributor name and colorful catalog to 


WATERS CONLEY CO., INC. 


national sales office 


phonola 


2APHS 17 € Chestnut 5S! ° 


Chicago I}, Il 


factory: Rochester, Minnesota 
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THE BIGGEST CHANGES — STILL AHEAD 
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ping 
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verforming the service no longer 
quired of the retailer I.very 
manufacturer agrees that the ul 
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fall as low as lf percent ind prob 
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percent I'he same man feels that 


distributor margins may fall as low 
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On thi DO! it r uncertainty t 

pe rhap WEll ft em] nasize again 
that the exact shape of the future 
is far from certain Ihere are still 
manufacturers of substantial siz 
who feel they will be depending 
on independent distributor 15 
veare hence for many of the func 


tions now performed by d tribu 


tor They may be right. But no 
one can ignore the pressures at 
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pressure for expensive more 


eficient distribution which may 
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SEE why the country's sold on Regina 
at the 


ATLANTIC CITY SHOW 


July 8-12 ] } 
The Auditorium—Space 765-767 | 
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REGINA s.r 


World’s most unique 
REGINA Model TS 
= 


vacuum cleaner—used 
TWin-BRUSH 





in thousands of homes, 
hotels and motels! Even 
sells to those who own 
another vacuum! 





POLISHER - 


and 


SCRUBBER 


Throughout the years, 
America’s first, best, 
most widely used 
polisher! The most 
powerful selling story 


cOUNTON REGINA 










For fast sales! 
Quick turnover! 
Big volume! 















REGINA Model 66 


SUPER DELUXE VACUUM 
On Wheeis! 


Top sales-making feature—largest num- 
ber of attachments that do everything 
from cleaning of blinds to painting! 


REGINA mode! a 
a 16-inch 
FLOOR MACHINE 


Every year, used in more and more 
larger homes, institutions, stores, etc. 


REGINA moder € tar 
HEAVY-DUTY FLOOR MACHINE 


Designated for America’s lead- 
ing large floor maintenance 
jobs. Gigantic 21-inch spread 


THE REGINA CORP., Rahway 11, New Jersey 
1 am interested in 
Model TS Polisher and Scrubber 
Model TS in luxury chrome finish 
Rug cleaning attachment for Model TS 
Reconditioning equipment for Model TS 





in polishers today! 





USE THIS COUPON IF YOU CAN'T GET TO ATLANTIC CITY 
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! 

| Electrikbroom—Model TI 

Model A Twin-Brush Floor Machine 

| Reconditioning ecuipment for Model A 

| Model E Heavy-Duty Floor Machine 

i Model 66 Super DeLuxe Vacuum 

| Please send 

1 Name and address of distributor for my territory 
Regina Dealer helps 
| STORE NAME 

! 

" ADDRESS 

1 city 

1 
! 


ZONE STATE 


SIGNED 
¥ In Canada, Switson Industries, Lid., Welland, Ontario 


es 





























Meet the worlds 
greatest sales force! 


"The POST INFLUENTIAL 





Surprise! Good news! The Post 

Influential is more than one man... 

one woman. There are millions of 
Post-Influentials. People of any age and every 
income bracket. But here’s what makes them 
such special customers as well as a special 
sales force for you. They're people who are 
so influenced by ideas they find in The Satur- 
day Evening Post that they enthusiastically 
pass them along to others. 

So by example they start acceptance trends 
for ideas. And by word of mouth they set 
success patterns for products. There are mil- 
lions of these Post-Influentials...8 out of 10 
of all the readers of the Post. This ts the 
decisive extra sales force working for prod- 


ucts advertised in the Post. 


A dynamic, decisive, extra sales power 
that should be working for you 








New Politz study found them... 

and proved them! 
A leading research organization, Alfred Politz 
Media Studies, proved the Influential’s ex- 
istence in a new study on The Saturday 
Evening Post. Among other things, this study 
shows that 8 out of 10 Post readers recom- 
mend or talk about things they've seen on 
its pages. That means | out of every 9 people 
in the United States ten years and older is a 
Post-Influential. 

Think what this means to you! A vast 
mass of Post-Influentials live right in your 
sales area—buying the products, starting the 
trends and passing the word for anything 
you sell that’s advertised in the pages of The 


Saturday Evening Post. 


POS HM] sells the postHf INFLUENTIAL 


-the mass market of active influence 


A CURTIS MAGAZINE 
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Temperatures are rising 

















...and so are profits with 


RCA Batteries ! 


There’s a mighty big market for RCA Battery sales 





with all America, young and old, heading for the great 


outdoors with millions of portable radios in tow! 


This is far and away your best battery selling season. 
NOW is the time to cash in on high turnover, 

RADIO ENGINEERED FOR easy-to-take profits with hR¢ ‘A Batteries. Stock em, 
Exttra USTENING HOURS 


display ’em, sell ’em! Available from your local 


distributor—so do it now! 


IRCA) RADIO CORPORATION of AMERICA 


COMPONENTS DIVISION CAMDEN, N. J. 


RCA BATTERIES...THE BRAND THAT COMMANDS PUBLIC DEMAND! 
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PHILCO — Bendix 


‘_.f ...the combination * 


with a 
four-year 
head start! 


jgneen =lam 











PHILCO CORPORATION 
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THE DUOMATIC. .. famous leader of a home- 
laundry line noted for its exclusive features! 


While other combinations are just getting started, it's 

full-speed ahead with the Philco-Bendix Duomatic 
+ ° . ° ° ° 

washer-dryer combination, the combination with the... 


¢ 
Four-year head start in sales (two-thirds of all con 
binations in use are Duomatics, and every one of then 
oliigela tlle Mille wear iiolil eM lelm@ mill codd-\-lulelb Mel -tell-1e9) 


Four-year head start in service experience (no 
“bugs” to worry about eli Misl-Mel tii gelala Mel Malle Mo 
ileL «-MeMe@ollalilaliem tell tM eliias) 


‘ Four-year head start in exclusive features that will 

1) oii Ol lolilelileelil-toleMehmaelilel ilies Minelm-+ elite). 

1. Only Duomalic has a fully automatic soak-wash-and- 
dry-cycle. 3 

2. Only Duomatic has the high extraction speed meces- 
sary for fast, economical drying. No other combina- 
tion drys so, fast! 
Only Duomatic is built to handle uneven loads—no 
thumping, slow-downs, half-washed ctothes! ; 
Only Duomatic is made for gas as well as electricity, 
and you can offer both at the same price 

5. Only Duomatic offers twa models in two price cate- 
gories, Custom and De luxe 


And the Duomatic, because it’s featured in the ohly com: 
plete line in home-laundry history—is backed by powerful, 
Miieliericlili-teMmelohZ-laitiiile Patt ME Me || ML Mo BM ol dole l la ete late) 

promotion package that pulls sales across the countr ii 


Y : 
AGITATORS | TUMBLERS 





* 
PHILCO-BENDIX HOME LAUNDRY APPLIANCES ARE BROUGHT 


ELECTRICAL MERCHAD 
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PHILCO CORPORATION 














secause so much depends upon the electric heating 
element, today there are more NICHROME’ heating 
elements in more appliances, by more manufacturers 
than ever before! 


...and NICHROME costs no more 





\ e eo * 
}/ Driver-Harris Company 


BRANCHES: Chicage, Detroit, Cleveland, Loviwille @ [ butor; ANGUS-CAMPBELL, INC, Los Angeles, Son Francisco @ Im Conoda. The 8. GREENING WIRE COMPANY 


MAKERS OF THE MOST COMPLETE LINE OF ALLOYS FOR THE ELECTRICAL, ELECTRONIC, AND HEAT-TREATING INDUSTRIES 


CHANGING ECONOMY 


CONTINUED 


It is sometimes argued that con- 
sumer installment credit has already 
increased more than the economy 
can stand. But the facts do net 
support this assertion. While the 
pre-war high for consumer credit 
was 1] percent of consumer dis- 
posable income, the 1956 figure was 
only 14 percent of disposable in- 
come, despite the fact that incomes 
are now more evenly distributed 
making many more people eligible 
for credit. For all its growth, in- 
stallment credit has only kept pace 
with the increase in life insurance 
and other forms of consumer thrift. 


Consumer Spending 


All this adds up to the fact that 
American consumers have increased 
their spending on goods and serv- 
ices substantially in the past fifty 
years. Consumer spending is and 
always has been the most important 
sector of the national economy. 
Currently it accounts for about two 
thirds of the gross national prod 
uct of the nation—the value of all 
goods and services produced in the 
country. However, fifty years ago, 
consumer expenditures accounted 
for 75 percent of the total eco 
nomic activity of the United States 

The current annual rate of con 
sumer spending on goods and serv 
ices—running all the way from 
spending on food and apparel to 
the purchase of a television set and 
having a television tube replaced 
tops $275 billion. Back in 1907, it 
ran close to $26 billion. So the 
gain in consumer spending over a 
half a century approximates a ten 
fold increase 

At the beginning of the twen 
tieth century, consumer spending 
on durable goods totaled le than 
$2 billion. In 1957 the expectation 
is that consumers will purchase $35 
billion worth of durable goods. It 
is estimated that in 1907 spending 
for consumer durables accounted 
for only 5 percent of the tctat 
value of output. ‘Today consumer 
spe nding on durable goods accounts 
for about 8 percent of the gross 
national product 

So consumers are spending a lot 
more per person on a mu h broader 
list of durable goods today than 
they did in 1907. Fifty vears ago, 
on a per capita basis, consumers 
spent about $23 per person In 
1957, they are spending more than 
$200 per person on autos, appli 
inces, television sets and radios. 


End 
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Where Do 
Great Ideas Come From’? 


From its beginnings this nation has been 


guided by great ideas. 

The men who hammered out the Constitution 
and the Bill of Rights were thinkers 
vision 


men of 
the best educated men of their day. 
And every major advance in our civilization 
since that time has come from minds equipped 
by education to create great ideas and put 
them into action. 


S<« 


the 
college classroom. It is there that the imagina 


» at the very core of our progress i 


tion af young men and women gains the in 
tellectual discipline that turns it to 
thinking. It is there that the great idea 
the future ‘vill be born. 


useful 
of 


That is why the present tasks of our colleges 
and universities are of vital concern to every 


Sponsore dasa public ger ce, in cooperat 





American. These institutions are doing their 
, to 
ure for enroll 
ment, and provide the healthy educational 
climate in which great ideas may flourish. 


utmost to raise their teaching standard 
meet the steadily rising pre 


They need the help of all who love freedom, all 
who hope for continued progre 
in 


cience, 


of life. 


in 
statesmanship, in the better things 
And they need it now! 





If you want to know what the college crisis 
means to you, write for a free 
booklet to: HIGHER EDUCA 
TION, Box 36, Times Square 
Station, New York 36, N.Y 


wiGnEn EOUCATION 


weer 1) amon 











on with the Council for Financial Aid to Lducation 











SYLVANIA cuts the cabinet 


PMENT 
WORLD FAMOUS In ELECTRONICS. DEVELO 


SVL VARNA cocci cater Here’s the 


F (>) Sylvania’s wor d-famous eng *eering atk 
| research, combine 
facturing methods 
‘continuing proces 
television a synor io 


d wit! sabe. ptt sic 


n manu e 
marks.andther giant step in th ' sensational 


en cin 


LONGEST 
LINE 


...that nets 
you the 

Soa a j fattest 

— | profits! 


thousit t 





poate aaa mas Px 
Now! the first a2" PO RTABLE! 


. ™ 
« ~~, 


Ss > These are the traveling salesmen -- the 17”* Slim Jim 
portables that proved | the sales appeal of 110°TV 


a SN 
The The / The 


Leader Step-Up 
\ cen 





























\ Deluxe 





~~ - -A TPhehlUlUlUl lh, © OhULLA 


— J Jy 


— The Texan—$149.95' The Miamian—$169.95' The Bermudan—$179.95' 
he 


aq. in 
tManufa 

Sylvania leads the tndustry with the revolu 
tionary 110° picture tube and the exclusive 
S-110 Chassis to cut the cabinet in half. You 10° 
get a whopping big 21°* picture in a cabinet Grow today with 
slim enough to go anywhere. It's the neatest 
e! « r trick in 1958 ‘TV! 


iwineering 
































MIVA 











..brings you the 
hortest-Longest Line! 





VA SLIML 





The /irst Forz-Live of WO TV 





Sylvania cuts the cabinet in half— straight down 
the line to bring you the first full line of big-screen 
110° TV in a cabinet only 1344" deep. 


Sylvania cuts the line in half in more ways than 
one! This pace-setting line for 58 has been planned 
to give you the smallest number of models to buy, 
the greatest variety to sel}. 


4 Consoles, 4 Table Models, and 4 Portables 
add up to 31 sets you can sell—including a wide 
range of lowboys 


Slimline is styled to sell... Priced to sell! Port 

ables travel for the slim price of $149.95—no set in 
the line retails for more than $299.95. Desirable 
step-up features step off the price points 


Retails for $149.95 to $299.95 


SLIMLINE «= 
...TV% fastest growing line 
L \Va RUE d re 
























Slimline living for your customers: 
Moat ‘T'V juts out into the room, But 
Slimline moves back to the wall, lines 
up perfectly with slim, modern sec 
tionals. Consoles, table models, port 
ables—Slimline cabinets are only 


1444” deep 
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Only Sylvania has HaloLight exclusive fortable, more enjoyable for the entire family 
with Sylvania 110 Television. HaloLight is See for yourself what a wonderful difference 
Sylvania's frame of soft surround light that HaloLight makes see the extra picture 
frames the entire TV picture. It's kinder to quality enjoy the extra satisfaction Sylvania 
’ your eyes, makes viewing easier, more con HaloLight brings to televiewing 
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THE FRAME OF LIGHT THAT'S KINDER TO YOUR EVES 


ONLY SYLVANIA 110 TELEVISION HAS HALOLIGHT 
. 7 The frame of soft surround light that sets Sylvania apart, makes Sylvania . 
TV as different from, others as day is to night, black is to- white! 


HERE'S WHY YOU NEED 


|  HALOLIGHT’ 

























/ ” : 
eo 
j : Wh. 
] 

and pictures are hard to se Words and pictures ars hard to see 
f cremmed in a dark frame. That’ if crammed in « cork frame. That's 
hy books have margins. That's wh why books have margins That's why 

‘ Sylvania television has HaloLight Sylvania television has HaloLight 


Invisible ... gives TV 


n { ' Cabinet new smartness 
Yew S easier to ad 


just easier to demor : Sylvania television sets 
strate HaloLight. Simply f are equipped with tinted 
set new front-mounted contact picture filters de 


thumbwheel to desired | signed to neutralize ob 


evel of brightnes ; ; jectionable glare resulting 

please lividue s from reflected room light 
The exclusive Contact 
Filter gives TV pictures a 
new depth of vision ur 
matched by ordinary 
filtered screens 








‘ * 
a 
+ 
+ 
‘ 
, 
. ‘ 
. * i 
° + yy 
‘ . . 
4 

; wt 
© 
® ¢ 

- - % 
# 
ri « 
. " 
. as EPs 
s fs 
’ 
Py 
2 he 
we : ad 
. oD 
¢ . 
, U 
® > 





aa 


SYLVANIA cuts 








Sylvania 17° and 21” 110 
are measured diagonally 


SLIMLINE 


TELEVISION 


Sylvania 110 television marks the first dramatic 
reduction in overall cabinet depth. Sylvania de 
signers have created a new cabinet concept, a 
trim, tapered profile planned to play a proud new 


role in the home decorating scheme 


THE SYLVANIA S-110 
REDUCES CABINET : CHASSIS... DEPENDABLE, 
SIZE MORE THAN 50% * POWERFUL 


» differe ; ‘ The Sylvania S-110 is the 


a 110° defiec most advanced chassis 


cture tube carves television today! Packed 
s from standard tube wit advanced perforn 
naking possible ance features, the S-110 
ew TV screer . s easier to operate, re 
s trim, compact quires fewer adjustments 
has longer life, needs less 
service 
picture tubes 























INET OF LIGHT 
ing HALOLIGHT 


+» all-new features include 
tube and ea,.:—>* tuning ever 
picture contrast. Front-re, 





ning of set. Distinctive mahe 


xe 


. 


phinute smartness to 
16%" deep, 35%" high, 2@ 


ey 


oo 





the Decorator 


SYLVANIA 110 TELEVISION 
With HALOLIGHT 


Model 21C513—Feature-packed with far more 
than meets the eye. Boasts Syivania's all new 
S-110 chassis. Full-size 21” 110° picture tube 
The Sylvania “Magic Touch" provides fast, pre- 
cise tuning, new picture crispness with the ex 
clusive Sylvania Contact Filter. Front removable 
safety glass. Choice of mahogany and bionde 
grained finishes. Only 16%" deep, 35%” high, 
24\." wide 


Viewing area 249 square inches 


the Modern 


SYLVANIA 110 TELEVISION 
With HALOLIGHT 


Model 21C407—Crafted cabinetry feetures spe- 
cially designed knobs with all controls in full 
view and easily accessible at the front of the 
cabinet. Full fringe performance with the Sylvania 
S-110 chassis. Full size 21” 110° picture tube 
Filter glass picture window front-removable. Ma 
hogany and bionde grained finishes. Only 16%" 
deep, 34” high, 241%" wide. 


Viewing area 249 square inches 





the Starliner 


SYLVANIA 110 TELEVISION 
With HALOLIGHT 


Modei 21T213—Handsome, compact cabinet 
houses the power-packed Sylvania S-110 chassis 
and all-new 21” 110° picture tube. Syivania “Magic 
Touch" tuning. Exclusive Contact Filter. Front- 
removable safety glass. Mahogany and bionde 
grained finishes. Only 164%" deep, 20%” high, 
24%,” wide. 


Viewing area 249 square inches 


the Styleliner 


SYLVANIA 110 TELEVISION 
With HALOLIGHT 


Model 217114—Here's compact, trim-line 110 
TV design in mahogany and blonde grained 
finishes. Value-packed with the Sylvania S-110 
chassis and full size 21” 11“ picture tube for 
top-notch TV reception in both fringe and “diffi- 
cult-reception”’ areas, Includes Sylivania’s tinted 
filter giass picture window, front removable, Only 
16%" deep, 201%” high, 24%" wide. 


Viewing area 249 square inches 
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the Trimliner 
SYLVAMNIA 110 TELEVISION 


Modei 21T115—Here’s Sylvania quality and 
formance for far less than you would 


Syivania’s S-110 chassis, all the big 

ing pleasure of Syivania'’s full-size 21” 110° pic- 
ture tube. Tinted Contact Filter front removable. 
Only 13%" deup, 1714" high, 21° wide. 


Viewing oreo 261 square inches 
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mor 


SYLVANIA J} 


= comMP cae! 


FU -SIZE 21" VIEWING SCREEN 


th Californian 
SYLVANIA Portable Model 21P101 


The big-screen Californian is perfect for room 
to-room portability, feature-packed with Sylvania 
performance and reliability, it boasts a full-size 
21” 110° picture tube and the powerful Sylvania 
S-110 chassis for standout pictures, even in 
distant reception areas. Tinted Contact Filter 
front removable! Two-tone color styling in Sand 
and Navajo Red. Antenna optional 
Only 1344" deep, 174" high, 21" wide 


Viewing area 261 square inches 


LIGHTER...MORE COMPACT...MORE POWER 


LN JIN Por 


‘ 


oe = 


the Bermudan 
SYLVANIA Portable Model 17P201 


The deluxe Bermudan is feature-packed with 
powerful printed circuit chassis by Sylvania 
Automation, all-new lightweight 110 picture tube 
and improved glare-guard picture filter. Sensitive 
telescopic antenna rotates completely 

locating best possible signal. Cabinet clad in 
textured vinyl weave, rugged steel construction 
Smart two-tone color combinations in Sage and 
Mist Green, Sand Weave and Cinnamon, recessed 
carrying handle 

Only 15%" deep, 1344" high, 1644" wide 


Viewing orea | 50 square inches 





the Miamian 
SYLVANIA Portable Model 17P102 


Tops pleasure 
TH amia packed 
jit chassis assembied 
lightweight 110 picture 


n big-screen portable viewing 
n features performance 
printed « automatically 
by Sylvania Automatior 
tube. Durable, rugged cabinet attractively styled 
Sand Beige and Cinnamon, Coachman Red 
ind Ivory. Recessed carrying handle, glare-guard 
picture filter. Antenna optional 
Only 15" deep, 1344" high, 164" wide 


Viewing arec square inches 


the Texan 
SYLVANIA Portable Model 17P193 


Here's truly trim big-screen, portable styling, 
features Sylvania automated chassis and big, 
bright, lightweight 110 picture tube. Convenient 
controls at your fingertips! Rugged, metal cabinet 
color-styled in Rosewood Tan. Antenna optional 
Only 15a" deep, 1344" high, 164" wide 


Viewing area 150 square inches 


BIG-SCREEN PORTABLE TELEV/S/ION 
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Listen! 


there’s magic in the sound 


>YLVANIA 


Table Radios 
| Clock Radios 
Portab/e Radios 
and the finest 


PHONOGRAPHS 
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An appliance retailer's guide to women, No. 1: TRADING UP | 
























































How women customers 
can help you sell top-of-the-line T'V sets 


You can sell them up to top-of-the-line models because the 
important thing to them is the beauty of the cabinet and how the finish 


and the style will blend with their other furnishings. 


By emphasizing the extra value, from a styling point of view, of profitable, 
top-of-the-line models, you'll find it easier to sell a woman. 


And when she’s sold, she'll help you sell her husband. 


Jecause the Journal understands women—knows so well what is 
important to thein in every department of their living—more women 
buy and read the Journal than any other magazine. It pays to have 


the immense power of the Journal behind the appliances you sell. 


The world’s largest magazine for women... “JOURN \ 


No. Oo in circulation * No. 1) in newsstand sales * No. 1) in advertising revenue 
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1ase oF the Ben 


LD ion of Aveo by Philec 


‘hen there was the merger of the 
\W\ urlpool Corp with the Seeger 
Refrigeration Corp. and the Estate 


Range Division of RCA (originally 
juired from Noma Lhe subse 
nt demise of the Appliance Divi 


1 of International Harvester C« 
t thi Ti¢ combine a freeze 


rator plant and some new 


tribution \t 


time t] 


ibout the ine 
¢ Deepfreeze Division of 


Motor Products Corp., called it 
quit the were ubsequentl 


; 


bought up b Amana 


Nashi-Kel 


nat bought the Altorfer Bro 
( AB vasher busin Mur 
iv Corp. bought the Easy washer 
nterests; Philco bought out Dexter 


I’. L.. Jacobs quit: Hupp Corp. a 
| red the Gibson Refrigerator Cc 
Perfection Stove and l'yphoon Au 
Conditionin 

Borg-Wamet York ait 

nditic to compl 
ment Norge full-line appliance busi 
nT Cory Corp Mitchel] 
Mtg. Co., makers of air condition 
ers; Magnavox acquired the Spat 
id Sentinel 
purchase; 1.1.&.1T. acquired Cool 
crator, ( ipehart ind 
merged the 
Id the Coolerator busine 


McGraw Electric Co 


idded the 


nny bu Ine 


bou hit 


fon 


tradenames by 


l’arnsworth 
latter two and then re 
to the 
which had 


ilready added Swartzbaugh (Ever 
yt t their ‘Toastmaster lin 
Py to that McGraw had added 


th Manning-Bowman and Ber 
Mills and Ya’: & 


two post Var ( 


ted CGencral 

own 
] 

Hidall ippliance bu ine 

juil is did Nesco 

W olfson N \ 


omers in the 
have called 
bought by 


Shipbuilding 


‘ 


Corp Landes rary & Clark di 

d f their major appliance 
busin to Universal Major Ap 
plian ind they (Universal) are 


now about out of business. Another 
Litus Haffa, bought Dor 
unfield and Webster-Chi 


nouancicl 
m r ( 
iO 
American-Standard me rege d with 
the Youngtown Kitchen Division 
f Mullin General Dynamic: 
Stromberg Carlson and 
took them out of the ‘T'V busine 
Penn-Texas bought Hallicrafters; Si 
bought Chicago Electric; May 
ig bought Globe Kala 


ought 


American 


m » Stove quit I hermador 
or zht Lindemann & Hoverson 
Weibilt Stove bought Detroit 


Michigan Stove: Stewart-Warmer 
refrigerator 


old it : bu ine to 
Admiral: ditto Fairbanks-Morse to 
Philco; Carrier bought Bryant 


1957 


Heater 

Sturtevant; 
merged into 
1 division: 


1¢ quired 


W estinghous 
Speed-Oucen Corp 
McGraw Electric a 
White Sewing Machinc 
CBS-Columbia 


bought 


\pe x 


quit, et , etc., et 


Independents vs. Factory Branches 


At the di 


definite 


tributor level there 
vidence of the d 
importance of the inde 
pendent distributor, as more and 
goods flow through the fa 
tory-operated branche Among the 
larger full-line manufacturers, be 
tween 40 and 60 percent of thei 


lume in the big 


' 
Hning 


More 


metropolitan 
through these out 
those 

vho believed in the 
distributor were forced to open fac 
market 


LISCE ptible 


market move 


cts Kven manufacturers 


independent 
tory-branches in the major 
irea These are 
to factor 

ite ind L'¢ ied closer to produ 


With the 


VCTVICE Op 


more 
control, cheaper to op 
tion line fluctuation 
growth of centralized 
much need 
for the distributor to provide dealet 


erations, there wasn’t as 


ervice training Ihe 
pr elling, cdi 


growth of 
count hopping ind 
consumer acceptance of product 


that used to be Ipc 


] 


ialty items ha 
More and more then, the 


function is becoming 


essened 
distributor 
one of warehousing, credit, order 


taking and billing 
Transshipper’s Role 


In addition to the factory-o 


p 
erated branche the independent 
distributor have had mother 
crious problem to contend with 
thie transshipper Ihe tran 

hipper is another of th post-wat 


phenomenon whose very existence 


vas and is made possible largely 


through o er-produ tion f pro 


duct 


When a manufacturer decide 


1 1 ’ 
that a certain market should absorb 


i given quantity of his production 


he assigns quota to his distributor 
despite the fact that the distribu 
tor may already be loaded, or know 
that he cannot move the good 


l’earful of his franchise 
itor accepts the 

phone ill to the 
ill that 


inwanted 


the distrib 
good \ quich 
transshipper 3 
nece irv to unload the 
merchandise it or be 
Thus the 


ibsorbed his quota 


low the distributor's cost 
distributor ha 
ind ha 
entory. The transshipper, in turn, 
ells to discount house 


invbody that 


idded nothing to his in 


dealers, o1 


vants merchandise at 


below normal distribution cost 
Perhap 


ICTS a 


then, to call tran hip 


serious problem isn’t exacth 
the correct phraseology, or at best i 
only a half-truth 
they actually have performed a serv 


Ice, regardle of how dubious the 


because in a Sense 


ervice may be, for some harrassed 


independent distributor, The “sen 
ous problem”, of courss that the 
transshipper has not eliminated any 
prol lem if il] muito tia mereh 
transshiy ped tI n one areca t 


| 
inother 


Growth of the Mail Order 
Retailers 


here ha 


been a tremendous up 


urge in the number of 


OTERO ATES 
owned retail stores in the manit-or 
der, tire and auto field Sear 
Roebuck and Montgomery Ward 
which started their expansion | 


I 


fore the wa followed by | 


tone Goodrich, Western Auto 
Supply and other These retail 
outlets now number in the thou 


nds and their private-brand met 
ittained 


eptanc \ One 


ilmost a 
of the 
vhich 
Since these 
direct trom 
ictuall 


CTO’ i very 


handise ha 
wide an ac 
idvertised brand 
ome of them also sell 


fiant 


nationally 


chain can buy 
the manutacturer—some 
own them—ther favol 
ible competitive price po ition, not 
middleman 


only climimating the 


profit but operating at lower cost 
than independent dealer 

The nse in home oustruction 
following the 


time hostility 


termination of wat 
put the spothght on 
the contractor-builder as an apph 
With new homes be 


ng constructed at the rate 


mce mover 
of mor 
cle iler 

ipphanc 
With the he Ip ot 
the THA-approved mackage 
rage the builder was able to im 
tall complete electric kitchens and 
more liberal credit 


than the dealer 


than one millon a year 


vere losing millions of 
iles every year 


| mort 


laundries at far 


term ') VCul 
Divergency of Retailers 


Among all of the change the 
enced sin th 
end of the war, the 
pread have oc 


Industry has exper 
most wid 
urred at the retail 
level. burst, there was the mush 


rooming growth of the discount 


house, comimg as it did in the wake 
of the greatest boom ever encoun 
tered by the appliance-radio- TV in 
dustn Ihen there was the grov 
ing importance of departm it 
tore furniture tore varict 
tore builder catalog house 

chain stores, plumbing and heating 
contractors, jewelry stores and even 
upermarkets as distributors of el 


trical goods, although in the ca 


of the latter, their true value as an 


ippliance merchandtser has still to 
be determined. Actually this entire 
list could be consolidated under 
one he iding ‘‘discount house 

ince each in its own way sells at off 


list or discount prices 
Group Protection 


Probably the dealer's best effort 
to meet the buying advantages of 


Continued on page 1% 
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Hotpoint Automatic 


NEW advanced features create the 








Hotpoint Automaiic Weshers 
put these sales-clinchers 












to work for you: 


Wonderinse Clothes Conditioner 
All Porcelain Inside and Out 
Automatic Coaxial Transmission 
Economical Pushbutton Suds-Stor 


Two-Cycle Wond-R-Dial for Normal 
or Delicate Wash 


Pushbutton Wash and Rinse 
Temperature Controls 


Automatic Full or Partial Load 
Controls 


Automatic Sediment Swirl-Out 
Rubber-Finned Agitator 


4 Colortones and White 


Hotpoint has the line of Automatic 


Washers that thrives on Comparison. 





It’s easy to sell the most critical 
prospects—the careful shoppers 
who “know just what they want” 
— because you offer the best of 


everything with Hotpoint! 


eezers « Air Conditioners « Customline + Dishwashers - Disposalis® » Water Heaters 
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Washers and Dryers 


excitement that makes sales easzer! 


Sealec 





MODEL LG26 


Hotpoint Automatic Dryers 
offer all the features that 
satisfy any demand: 


@ Sealed-Chamber Models— 
No Venting Required 


@ Air Blower Models with Giant Lint 


Drawer 
@ Pushbutton Temperature Controls 
@ New Air Freshener 
@ Precision Electric Timer 


@ Porcelain-Finished Chassis 
and Drum 


® Safety Door Catch 


@ Safety Cut-Off Switch 
® Sealed Calrod” Heating Units 


@ 4 Colortones and White 


Your Hotpoint Home Laundry 
sale can start or be completed 

with a style-matched Hotpoint 
Automatic Dryer. There’s a choice 
of 3 sealed-chamber models, 4 air 


blower models—features, prices and 











models for any need, any budget! 


Learn how you can put more action in your 
Home Laundry sales with Hotpoint’s more \ 
seeable, more sellable quality and con- | 


. ‘ venience features. Call your Hotpoint 
pinast piust | Distributor today! 
eee a 








HOTPOINT CO. (A Division of General Electric Company), CHICAGO 44 
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SELL 
Tee 





«New Approach 


Get out of the rat race and 
go to the country. There 
you, the independent dis- 
tributor and dealer can 
breathe and live and grow. 
It’s in the countryside 
market where most freezers 
have been and will continue 
to be sold. And—now—a 
great replacement market 
makes rural areas the best 


freezer market ever! 


e Powerful 
Demonstration 


You sell freezers when you 
make the convincing exclu- 
sive Revco faster freezing 
demonstration. It proves 
the advantages of alumi- 
num tubing bonded to alu- 
minum liner to provide the 
fastest, most economical 
freezer action known. Own- 
ers appreciate saving on 


electricity—up to 39%". 










¢ Profit 
Protection 


The Revco franchised 
dealer direct mail program 
automatically detines the 
market and identifies you 
as a Revco dealer. Com- 
pletely frees you from 
“across thestreet” cut-price 
competition on your Revco 
line. The Revco profit pro- 
tection program will mean 


even more to you in 1957. 


*90° room temperature test proved that Revco’'s 26 cu. ft. freezers use up to 39% 
fewer kilowatt hours of electricity per day, per cu. ft. than other makes tested. 


a i 
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IN REFRIGERATION SINCE 1938 


CHEST 
FREEZERS 


Sell in the country 
at a profit! 





DON'T PASS UP 
THE 





FREEZER PROMOTION 


an outstanding freezer promotion to 
build traffic and make extra sales 





! DEALER PROFIT ! 
PROGRAM ! 
| 
. REVCO, Inc. ! 
r Dept. EM-77, Deerfield, Michigan ! 
i I'm interested in getting advance inforn j ! 
i KHeveo ‘Heat Buy Tine promotion ! 
| 
Compeny nus 1 
i By 
I 
J Addr 1 
{ i 
i City Zone ! 
! 


i there ns eva a ee ee a a ee a a el 
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WERSAL (() ict 


The best in ‘‘Probe-Type’”’ Appliances 
by the pioneer in controlled 































] Exclusive “LONG PROBE” Cookamatic Control 


@ = kxtra-long, all-aluminum probe covers greater cooking area of each 
utensil. Reacts quicker and far more accurately to changes in 
temperature than shorter, steel probes. This extra length assures perfect 


cooking heats with a minimum of temperature variance. 


? Exclusive “‘BALANCED HEAT” Distribution 
* 





Universal's heating element and probe housing are scientifically sized and 
shaped for each individual utensil and the type of cooking for which it 
was designed. This results in even distribution of heat over entire 


utensil for perfect cooking results. 


Just Dial the Heat 
with ¢:.:3 Interchangeable 
Cooke atic Control 


Larger, easy to see, easier to adjust dial 
than others. Plugs in under handle, out 


of cook’s way, out of harm’s way. 


$6? 


$1695 an - -— . cB 





COOKAMATIC CONTROL : : 
DETACHES $0 EACH Automatic Frying Pan 
APPLIANCE CAN BE . 10% or 11% inch size. 
WASHED COMPLETELY Including metal or glass “Peek-in” cover 
UNDER WATER! $1595 

‘ | from 
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(itvalled (Choking 


with 2 great exclusives 
heat cooking oom, 


EXTRA $6.95 CONTROL 


FREE 


when you buy this 4-piece 











Hostess Display Pack 


YOU MAKE AN 
EXTRA $6.95 PROFIT! 








ifs 


a Control plus an extra Control free! Rak 
Full self-selling information in the cover. Use | Hoste 


the extra control to help sell a whole set of 


Get this beautiful counter display 


box with 3 Cookamatic appliances and 





Cookamatic Appliances, or sell it separately 
with one for an extra bonus profit of $6.95. 

















CG 


CALL YOUR DISTRIBUTOR TODAY! 


a Guerenieed ‘ty ™w 


Ask him about the big national Good Honsshooping 


S ERVE Ss THEM ALL! program planned to boost your sales! Sctccreorne 
USE-TESTED 


ou Meals 


Including iron cover and trivet 
$1895 
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TURNOVER 
PROFITS 





METAL WARE | 


COFFEE-MAKERS 


No BETTER Coffee Can Be Made 


REGARDLESS of How Much You 
May Pay for the Coffee-Maker! 


Rich, full-flavored coffee every time-—when brewed 
the “cold water’ way with the double wall pump that 
assures instant “perking” 


by “EMPIRE”! 


Originated and developed 


There's An ‘EMPIRE’ 


Coffee-Maker 


SIZE and PRICE 


For Every Need! 


— du, lomali« 
(), Plies Automati 


Widest Style Selection 


“THRIFT-O-MATIC” 


u 


The Popular 
“THRIFT-O-MATICS’ 


No, 1952—8 Cup. AUTOMATIC all the way! “Signalite” glows wher 
coffee is reads tays on to show it erving hot—-$9.95 Retail 
No. 1951 5-Cup Make mall quantitie of coffee economical! 
All the automatic features of the B-cup size $9.25 Retail 


No, 1953—12-Cup. “King Size” Automatic-——$12.95 Retail 


Famous “EMPIRE” Perco-Drips 
Non-Automathk ~O & 1 ¢ up 
ine $5.00 to $8.95 Retail 





o 12th Booth 


Atlant COFFEE-QUICKIE 


2-Cup Percolator 


A cup for two—or 
two for you!” Ideal 
for traveling 


No. 63—-$4.50 


No. 72-—Fully 
Automatic—-$7.50 


we METAL WARE Corporation 


TWO RIVERS, WIS. 


July 8 t 


Catalog and Prices Sent upon Request 








THE FIRST FIFTY YEARS 


ii Wall tiie Widiiecr OM 

it least relativels maller—back 
Lh impact of the portabl ct on 
the I'V busine has been nothing 
rantasty It immediate} appar- 
ent a ou examine the indust 
dollat \ plume I hank la pe t 


the rrowth ot thie portable the i 


erage price in 1956 declined to 
> 191 ompared with $2. in 1955 
md 0 in 1954 ‘ota p du 

tion of portable ets in 1956 wa 
ver 1.5 million, compared with 
ibout 250,000 the previous ycar, 
ind from all indication hould 


rarner an even larger share of th 
market this year 

Originally introduced by GE a 
ort of stepping stone into the top 

le of ‘T'V manufacturers, it ha 
now gamed such wide icceptance 
that most of the IT'V manufacturers 
have been forced to add a portabk 


to their line 
Air Conditioning Boom 


Although the first air condition 


introduced way back in th 
carl 1900 in industrial model 
um cooler made then ippeal 
mce in the 3¢ the air condition 
mip Indu t vasn t re ally | TT 
until 194¢ Lhere wer ot ul 
Orne ile prior to the war. but for 
ll practi i] purpose the room ail 
maditionel Wai i me prod t 
vhen the industry resumed opera 


fion ifter the war 

In 1946, there were but a han 
ful of firms marketing room 

but a iles increased over the 

i more and more firms ¢ 
tered the field 

Ihe only really accurate way t 
lescribe the pretty 


rrowth of the room air ¢ 


pectaculat 
onditione! 
busine cems to lie in the yearly 
iles figure [he following figure 
how that in just 11 short vear 
from 1946 through 1956, manu 
fractures ile of room cooler 
multiplied almost 59° time ind 
the number of units in the hand 
of the public increased from 
tually none to 7.6 percent, o1 
600,000 of all the residential cl 


tric customers in the count today 


Number 


Year Unit Sales in Use 
1946 29,840 57,700 
1947 42,900 77,000 
1948 73,630 110,000 
1949 89,320 146,000 
1950 200,900 226,600 
1951 237,500 345,000 
1952 380,400 575,000 
1953 1,044,700 1,150,000 
1954 1,246,000 1,800,000 
1955 1,270,000 2,585,000 
1956 1,765,000 3,600,000 
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CONTINUED 


\Manufact 


ure! in in effort to 

cut 0 illed dyn mn OD ol 
ence imong some of the more 
highly saturated appliances have in 
troduced a variety of uilt-in ap 
pian ind da protu ion of colores 
refrigerators, range washers, dr 


I kitchen cabinet et during 
the past few years. While built-in 
ire not doininant factors in toda 
wiarket, they are certainly a grow- 
ing tactor. Sales of built-in range 
for example, represented almost 25 
percent of the total 1956 electri 
range sales, up from 12.5 percent 
the previous year. Nor have built 
ins been 


loday there are built-in refrige: 


mfined to electric range 


itor freeze ( hwasher 
micitrone ct 
Color returned in_ th i 
195! when some of the maller 


range manufacturers began exhibit 
ing merchandise in bold colors a 


trath topper Soon after, man 


of the major firms took the play 

iwayv from these smaller outfit 
ttering a wider range of color 
How ( thi im problem 

that hampered ok T eptan ‘ j 

quarter-century earlier are stil 

rting an influence on il ot 

olored ipplian es today nvent 

ind imadequat floor displ But 

increased interest on the part I 

thie onsumer in the decorative 

po ibiliti of color ha uscd a 

low expansion in the number of 

manufacturer ottering cole in 

the mod ind types of appliance 

being made available in colo 


Manufacture have tried t 


olve the dealer stocking problem 

by i H move delivering lor 

only on order with a delay of 

thirty days or more. This obviously 

ha iul ed Tad i Consume! 

to obtaining immediate delive to ° 


vitch from an initial preference 
for color to a conventional whit 
product 

In pite of these difficulties and 
for the first time since the first 
wave of olored ipphiance Was Iii 
troduced, a good deal of progr 
1956. General blk 
ud that 19 per 


was made u 


tric, for example, 
cent of its appliance sales last yea 


] 


vere in colored appliance Color 


Wa tronger in cabinets and dish 
washers than in some of the other 
ipphan however. Hotpoint 

port that 


built-in appliance old in 195¢ 


32 percent of thei 


vere in color 
New Product Developments 


During the past few years the 


lustry ha ontinued te expe! 
ment with new product ome 
Continu l on page 19 
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— Powwow He Leavers / 
Take this short cut to bigger. 


electric-range service profits 


toms Tg 


TK “‘1-Stop” KIT 


FOR EASY ON-THE-SPOT LOOK-ALIKE REPLACEMENTS 






~ 


TK’s new thin JETUBE electric range surface unit pairs 
with the famed TK® MONOTUBE*® to give you, for the first 
time, fast on-the-spot, look-alike replacements... and with 
the TK Switch Repair Kit (12 parts service 30 million 

rotary switches) you have the parts to service any range 
every time. Here’s an opportunity to double your profits 
because every job can be a “’]-Stop”’ visit that eliminates costly 
call-backs. Pick up YOUR “’1-Stop” Kit at your nearest TK 
Distributor and stock your truck today for immediate profits! M4 : Ail 


\ 


No Call-Backs with Stock in Your Truck! 
Small Investment—Low Inventory! 






Greatest Profit Opportunity! Roth types 
Better Customer Satisfaction! have “Flip-Up? 
Add to Your Service Business! coils fer 
greates? 
ease of 
“if cleaning! 


A 






[ ae P eine 
| ¥% HERE’S YOUR TK PROFIT OFFER! | 
| Two 6” and one 8” thin JETUBES and two | 
| 6” and one 8” MONOTUBE Surface Units _........... $ 73.60 | 
| Switch Repair Kit: 10 assorted switches, | 
12 assorted shafts, 6 assorted knobs and | 
Sadapterkits oo # = eevee 39.60 | 
LIST PRICE tint ww $113.20 
NLY MA FOUR COSE #8 ~§&§  sevece 72.81 | 
TURER WHO BU 

TYPES OF Supe, YOUR PROFIT __ $ 40.39 
ete Wine en on RE- PLUS EXTRA PROFIT | 
~ ss tl ‘11 on your service charges «++++-+ $$$9$$ | 


‘ yeccccs _—_——_—_e ee os ee es etiiidibtatteiebeitnes 
Sp TUTTLE « KIFT INC. 


ELECTRIC HEATING ELEMENTS + DEVICES + SWITCHES 4&4 CONTROLS 
1823 N. MONITOR AVENUE * CHICAGO 39, ILLINOIS 














Now ...-Boost Your Fry Pan 


New Presto 12 





No. 7 ins 
America’s Oply 
Proven Line of 
Single-Control 
Submersible 
Appliances 


® More controls sold 
for more add-on 
sales 


e Greater customer 
acceptance 


PLUGS IN to cook / 7 DETACHES so appliance 


by controlled heat - washes completely under 
i ~ pie _. water...handle and all! 
oe ee 


medicine to Pre-Tested, Pre-Proved 


hae §=10-DAY Free Trial Offer 


Launches New Presto ° 
Stainless Steel Pressure Cooker 


Popular A new Presto product . a new Presto pro- it’s going national—in Sunday Supplements 
4-@1. Sise motion creates sales magic—proved in a full newspapers, a full-scale promotion. Chalk 
s 


! . 
i A ies scale multi-market test. A specially con- up the 27°; sales increase our test-market 
. 






; 


ceived 10-day Free Trial Offer sent cooker dealers have already enjoyed! See your 


owl ua 4 = Model 8048 sales skyrocketing; boosted store traffic. Now’ distributor now for FREE tie-in material! 
a Western Zone, $22.45 


eeeeeeaceoeaceeeeeeeeceeeeeeeeceaeed 
eeeeeeeeeeeeeceeoeeeeeee eee 
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Sales 30% with... 


Control Master Fry Pan 


Look at the EXTRA PROFIT Package 
we’ve put together for you! 


BUY 12...Get One sae Pan FREE! 


Your cost $128.16 
Normal selling price 203.40 YOU MAKE Y% 








Your regular profit . . . 75.24 4 
Profit from FREE Fry Pan. . 16.95 PROFIT . 
Total Profit ..$ 92.19 





BUY 6...Get One Control Master FREE! 
Your Cat ae $ 64.08 
oath | poy YOU MAKE Y% 


Normal selling price 


Your regular profit 7 37.62 PROFIT! 


Profit from FREE Control Master 6.95 





Total Profit... .. ..$ 44,57 
BUY 3...Get an extra $4.32 Cash Bonus! 

Regular cost @ $11.44.... . $34.32 

Your special deal cost @ $10.00 . 30.00 YOU MAKE 
Normal selling price........ . 50.85 

' Regular profit ae : .. 16.53 PROFIT! 

CASH BONUS ees 4.32 
Total Profit .. . $20.85 


Here it is, the big new addition to the Presto Control Master 
Appliances that started a new era in electric housewares. Adver 
tising made this line a demand item by Christmas, 1956: now 
watch advertising send the customers in for this great new fry 
pan! Four-color spreads in national magazines, television, news 
papers, direct mail will send the news to the customers and 
send the customers to you! Don’t be caught short this time 
stock and display the new 12-inch Presto Fry Pan now! Re 
member—the Presto Control Master Line is the only complete 
family of submersible appliances proved in the field! 





12-INCH FRY PAN...No. 7 IN THE CONTROL MASTER LINE 


9” FRY PAN.. .*+10%°! 
DUTCH OVEN... .$17°% PRESSURE COOKER. .*19%°! i 
11” FRY PAN.. .$12% 


12” FRY PAN. .$1695) SAUCE PAN.....813%9' GRIDDLE ....... . . $1695! Get the Fuy ii 
Story at ie 
Presto (watiol Moatex: — Borns 


oe wan NATIONAL PRESTO INDUSTRIES, INC., Eau Claire, Wisconsin 248 fo 254 


Good Housekeeping Makers of Control Master Appliances, Presto Cookers and Canners Uy 





*Contro! Master is the registered trademark of NPI for its automatic electric heat control 


of Manufacturer's recommended Fair Trade price. Fed. tax inc! 
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SEE -HEAR shen ct 100,000 
-BUY THE unit t tl pot ntial import 
mice I nt it became evi 
HI-FI “HOT” LINE! dent 
Th ( t 1, refriger 
JULY MUSIC SHOW or hon, cent 
17¢ ad t ( ) J 
Palmer House — Chicago _— « pum 
together with the future prospect 
SUITES 939W- of ult no Tota te 8 
941W-942W at TV pict _—* 
a MODEL 7015 W/3D ‘ : ; iret 
AM-FM-SHORT WAVE fo mal nt upwar 
with 4-speed phonograph ile 
7 tubes, 3 speakers MODEL 7000 W/3D 
AM-FM-SHORT WAVE What About Tomorrow? 
with 4-speed phonograph, 
7 tubes, 3 speukers | ( | \ 
t ; 
pte bl ° ° ist Va n the 
GRUNDIG 4, -lyawter sie Dd in seein 
it bh { ngle light 
24 FANTASTIC NEW MODELS bulb to a mul llar bu 
priced from $69.95 to $2,995.00! me sli: ae 
iybditl 
e@ NOW... EVERYONE CAN CASH IN ON THE ONLY COMPLETE LINE 1) t lum I 
OF HIGH FIDELITY MUSIC INSTRUMENTS .. . Du future pe 
WAPORTED FROM WEST GERMANY ibiliti { There a 
till t t rt lectrif 
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| \Ee 
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The more they look the better they like 


Model 7FK 17 - Hotpoint Chest-Type 
17 Cubic Ft.—Capacity 595 Lbs 
Also available in 19.2 cubic ft 672 |b. capacity, 
and 25.9 cubic ft.—907 |b. capacity models 




















Model 7FM12 - Hotpoint Upright 


11.9 Cubic Ft 


Capacity 417 Lbs. 
Also available in 18 cubic ft 


model with capacity of 630 Ibs 


A Complete Line... Every Model with Hotpoint’s Famous Aluminum Liner! 


HOTPOINT UPRIGHT FOOD FREEZERS 


Hotpoint Upright Freezers provide double-action freezing 
with coils in shelves for fast contact freezing and in walls 
for low even temperature. Aluminum liners conduct cold 
4 times faster than steel. Automatic temperature controls 
adjust from zero degrees to 10 below zero. 
Hotpoint Uprights also offer adjustable shelves... tilt- 
down door racks... large storage basket... glass fiber 
insulation . . . interior light . . . built-in door locks and Capri 
color styling. A Food Protection Warranty provides full 


five-year protection against food spoilage. 





Food Freezers « Refrigerators « Air Conditi 
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ners « Electric Ranges « Automatic Washer 
HOTPOINT CO. (A Division of Gen 





HOTPOINT CHEST-TYPE FOOD FREEZERS 


Hotpoint Aluminum Lined Chest-Type models embody all 
the high freezing qualities and protection of the Hotpoint 
Uprights. They feature vertical dividers to separate main 
food storage compartments into sections. Sliding baskets 
allow orderly storage of foods and keep current needs 
within easy reach. Cake and pie racks store pastry safely. 
Counterbalanced lids respond to finger-tip pull on new 
type handles. Shell-type condenser prevents sweating. 
Lids of all Chest Type Models can be removed to get 


the Freezers through a 29-inch door opening. 


Hotpoint Food Freezers are meeting the challenge 
of change. Talk with your Hotpoint Distributor and 
get lined up with the Food Freezers that keep selling 
you long after the sale is made! 


yt 


» Clothe Dryers « ( stomlir + Water Heater 


[ 
ral Electric Company), CHICAGO 44 


tho | | | 
ee ‘ 
ef washers « Dist } « Teley fi 
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NEW “FLAT-BACK” REFRIGERATORS 
Bp CAN BE MOUNTED FLUSH AGAINST 
anal WALL TO GIVE “BUILT-IN” LOOK! 


A maintenance-free, EXTRA-LONG-LIFE fan motor devel 


oped by General Electric has made possible the design of a 










: * a , . 
~NS 


a 


NO SPACE-WASTING COILS ON THIS REFRIGERATOR! It can be built 
n or flush-mounted without ¢ apensive louvered cabinets. Forced-ais 


ndenser at bottom eliminates back coil The fastest selling 
dioaiies built-in unit! A refrigerator that can actually be built into the 


refrigerator with no coils on the back! A refrigerator that sells 
faster because it fits snugly against the wall and looks like a 





wall without costly provision for ventilation! 


YOU CAN SELL ‘‘FLAT-BACK’’ UNITS WITH CONFIDENCE when 

they’re equipped with the extra-long-life G-E fan motor, be 

Cause: 

e This G-E motor is built to last the life of the refrigerator its 
estimated life is three times that of former designs. 


e This G-E motor never needs re-oiling —‘‘sealed-in,’’ recit 
culated, cooled and filtered, this oil supply —3 times greater 
than former designs—is a special type developed for EXTRA 
LONG LIFE 


e Keeps refrigeration at top efficiency, even on hottest days. 
e In addition, the motor runs so quietly you can’t even hear it. 


THIS NEW, IMPROVED DESIGN will help you make more refrig 
erator sales. Home owners want the newest they want the 

huilt-in’’ look. So ask your manufacturers to supply you with 
refrigerators with fan-cooled coils. But insist on the new G-E 
long-life fan motor available to all appliance manufacturers! 
General Electric Company, Section 632-8, Schenectady 5, N.Y. ” 





G.E.'S EXTRA-LONG LIFE FAN MOTOR has plentiful ppl f oil 1 
th ersize reservoir. ‘‘Sealed-in” recirculating oil tem continuall 
thes the bearing in cool filtered oil for a lifetime of dependable 
e.free erat New il ha t ee time better oxidatior 
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DEVELOPMENT OF THE RANGE ito effect in 1935. The efice 
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f f t | 1. k. W. Rice, then vice pre 
t ! r st t i r engin cring uid 
! t I t that h I that iectri Ok 
| t high t tt i tical on account of 
i t | t t tl t I t i te f ity and the 
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! " () ! ! Lhot tt t } l aL ith it 
ta mamta t ' \ difh iit I} rite I 1 th 
Westy But th lopment da vas d t 
{ , f t f tl ict it toda thie ntrover er how a rang 


} " ’ 
i ture By | neatin lement was placed hould be built. Mathias ‘Turner of 


! t ul teel sheet Ih the Cleveland | ninating ¢ 
P f + Tt , | it took a r) , rin range development 
i ! { bby I th il { | that t ooking should be 
t t it ! n the ti ker ba 
" t | it! t would Cor t ¢ } il | t early hot 
a t ! { ic] lat looked lik i kitchen garba 
| | hich ntain vith a st nm It 
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\\ ting! f iit tance Ww nm tin rreate! 
\l t t ( t th ilrod unit than pp Climax resistance wa 
ts app thy is anotl tep forv ird. Sp ) tim that of pper ind Ger 
lhe appea f ‘ irl thi moistu ind nan silver (copper and nickel) had 
t made p hodi« Ise tua t n to t tance of 30 to 40 times that of 
| | t through ilrod teps up lect it! 
i ntinu " | « furna ctween the hot wv ith hy t \ lebrat nent too pla 
h heated th vl As a t. it throug! the Marsh patent, becau 
wled it down ‘ Bef | ( | it h ca her a Frenchman named 
th tim bod iT hy ‘ ‘ tight Pla had taken out a patent in 
hed quickly into the ¢ but tl t inagn lengland and stated that chromium 
! iq VI rT t i i t i lich had high resistance It wa 
F listort { vat th vay to fix th is ft th I iuse he had never 
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Hotpoint Developments = me 5] ae ‘ “vee aie ind following th 
\ man iam Mit th ilrod iit t 1 pow hight a licensing bureau wa et up 
t of bili n R NN ¢ ly in } . t t vhich issued six prin ipal licen 
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ie resuitin trom K msula 


' i 
tion because it was difficult to keep 


esistance core inside the tube w 


he essence of the whole thing. It 
Va ompr ed intil the mag 


nesium Oxide wa olid and the in 


In Se ptembe1 1918, came an in 
teresting consolidation of three or 
inizations in the heating ippliance 
held. General Electric had found 
itself spread out too much in the 


, ' 
heating busin to make 1 


I l Horney 
George Hugh ind hi compan 
ver rowing fast in the electric 
range busine Out in California 


vas another firm Hotpoint, which 
by a lineman 
named I. H. Richardson, who had 
Hotpoint \A 


handising a lot of 


had been founded 


entive eniu 


uccesstully me! 


mall ipplian ( h as i] ‘Toast 
ind I] Perko, as well as its alread 
famous flatiron 

The kd Gen I t \ 
plian e¢ Uo nsolidation brought 
together under George Hughe i 


ralaxy of talent Ralph Cordinet 
General | 


rganization, a 


today president of 
tru iri 
id F. H. McCormick of Frigida 

D>. F Rando} h, then chief engi 
cer, and now dead ind Jack Sharp, 


vho is today president of Hotpoint 


Frigidaire Questionnaire & Women 


When Frigidaire decided to 
nto the electrical range field, it 
vanted an engineer who was at th 
pe ik of hi 

( onsequent] the job wa yf 
fered to | H. McCormick, who 
had some mtact with 
lectrical ranges by working for the 
Washington Water Power Co. in 
Spokane, Wash., where ¢ opeman 
lectric stoves were being sold. He 
had gone to Edi 


eputation 


intimate 


on General El 
tric Appliance Co. (Hotpoint) and 
had spent h it lifetime worl 
ing with elect i! Oking 
When McCormick went to I 
daire mim med t reat i 
Continued on page « )] 
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THE NEW 
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LUND! 


3 Speakers for Hi-Vi 
Sound that surrounds! 


New “Miracle Memory” 
fine tuning! 


Remote Control 

at no extra cost 

on Touch Button 
Power-Tuning Consoles! 


Elegant new “Furniture- 
depth” styling! 





fe 


NEW LOWBOY in genuine Walnut wood veneer fea 
tures 3 Hi-Vi speakers, ‘‘Miracle Memory" fine tuning, 
super-sensitive Powertronic chassis, Remote Control 
at no extra cost. (21° over-all diagonal, 264 square 
inches of viewable picture area.) Shown: Model 215605 








SWIVEL-BASE CONSOLE has three speakers for rich 
Hi-Vi sound, new “Mirrorbeam'"’ 110° aluminized pic 

ture tube, front controls. Mahogany finish. (21” over 

all diagonal, 264 square inches of viewable picture 
area.) Shown: Model 21S507 








LUXURY CONSOLE in Light Oak wood veneer includes 
three-speaker Hi-Vi sound, Remote Control, Touch 
Tuning, ‘‘Miracle Memory'', Powertronic chassis. (264 
square inches of viewable picture area, 21” over-all 


diagonal.) Shown: Model 21S556 





s ciietinee tl 


LIGHT OAK wood veneer Lowboy has same features NE 
as Model 21S605 (left). Includes Powertronic chassis, "NY 
Touch Button Channel Selector. Handsome shelf. fro 
(21” over-all diagonal, 264 square inches of viewable Me 
picture area.) Shown: Model 21S606 inc 








THREE-SPEAKER Swivel Base Console in Light Oak Gi 


finish adds new glamour to outstanding performance diz 
features, like new Powertronic chassis, for exceptional inc 
value. (21” over-all diagonal, 264 square inches of Co 
viewable picture area.) Shown: Model 21S508 me 





GENUINE MAHOGANY wood veneer Console has Hot 24 
point's full list of luxury features, including ‘‘Miracle ar 
Memory'"', Touch Tuning and Remote Control at no He 
extra cost. (264 square inches of viewable picture ca 
area, 21” over-all diagonal.) Shown: Model 21S555 se 
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Every model has the new, shorter Mirrorbeam 110° picture 
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model has Hotpoint's distinctive sleek, o 








NEW LOW-PRICED CONSOLE has Hotpoint's famous 
“‘Mirrorbeam'’ 110° picture tube, plus Hi-Vi sound 
from big 8” front speaker. ‘‘Easy reach"’ top tuning 
Mahogany finish. (21” over-all diagonal, 264 square 
inches of viewable picture area.) Snown: Model 21S505 


at 
rebh 
7.3 
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GIANT SCREEN Mahogany Veneer Console (24” over-all 
diagonal, 332 square inches of viewable picture area) 
includes ‘Miracle Memory'’ fine tuning, Remote 
Control at no extra cost, three-speaker Hi-Vi sound, and 
many more brilliant new features. Shown: Model 24S805 

















Front Hi-Vi Speakers! 
“Miracle Memory” Fine Tuning! 
\ 
Remote Control (optional)! X 
SLEEK, SLENDER Ebony-finish Table Model with new super PRE 


sensitive ‘‘Powertronic’’ chassis and 110° ‘'Mirrorbea 
aluminized picture tube. Almost a third thinner tt 
year's TV! (264 square inches of viewable picture ar 
21° over-all diagonal.) Shown: Model 215406 





PURTAB 


23°% Sma 





ler Cabinets! 
12%% Bigger Pictures! 


New Decorator Styling! 








“ 
24” CONSOLE (332 square inches of viewable picture 
area) in Light Oak genuine wood veneers, with all 
Hotpoint luxury features in new Slender Profile 
cabinet. Remote Control at no extra cost. New super 
sensitive Powertronic chassis. Shown: Mode 245806 


17” PORTABLE (over-a onal, 154 square inchs NE 
viewable cture area Pop-up" built-in ant 

new ved t ‘ t¢ re ‘ ; ) 

( ' et witt f f tiire | 








a LIGHT OAK wood veneer Lowboy has same features 
1g 1S Model 215605 (left). Includes Powertronic chassis, 
rol fouch Button Channel Selector. Handsome shelf 
1. (21” over-all diagonal, 264 square inches of viewable 
' picture area.) Shown: Model 215606 











cl THREE-SPEAKER Swivel Base Console in Light Oak 


finish adds new glamour to outstanding performance 
features, like new Powertronic chassis, tor exceptional 
ine value, (21° over-all diagonal, 264 square inches of 


viewable picture area.) Shown: Model 215506 





ie GENUINE MAHOGANY wood veneer Console has Hot 
I point’s full list of luxury features, including ‘‘Miracle 
4 Men ory Touch Tuning and Rernote Control at no 
extra « t. (264 square inches of viewable picture 

area, 21” over-all diagonal.) Shown: Model 21S55! 


Every model has the new, shorter Mirr 
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NEW LOW-PRICED CONSOLE his Hotpoint's famous 
“‘Mirrorbeam'’ 110° picture tube, plus Hi-Vi sound 
from big 8" front speaker. ‘‘Easy reach'’ top tuning 
Mahogany finish. (21” ove; all diagonal, 264 square 
inches of viewable picture area.) Shown: Model 215505 





GIANT SCREEN Mahogany Veneer Console (24” over-all 
diagonal, 332 square inches of viewable picture area) 
includes ‘'Miracle Memory'’ fine tuning, Remote 
Control at no extra cost, three-speaker Hi-Vi sound, and 
many more brilliant new features. Shown: Model 24S805 





OR 2 RE: 


24” CONSOLE (332 square inches of viewable picture 
area) in Light Oak genuine wood veneers, with all 
Hotpoint luxury features in new Slender Profile 
cabinet. Remote Controi at no extra cost. New super 
itive Powertrcjic chassis. Shown: Model 245806. 
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Front Hi-Vi Speakers! 





“Miracle Memory” Fine Tuning! 
Remote Control (optional)! 


SLEEK,S 
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alumini, 


year ; ] 
21” over 
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23° Smaller Cabinets! 
12%% Bigger Pictures! 


New Decorator Styling! 
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er Mirrorbeam 110° picture tube! Sy 
tpoint’s distinctive sleek, Slender Profile! Wi 








ECONOMY Table Model with new 110° ''Mirror 


bean aluminized picture tube features ‘‘easy 
reach'' Top Tuning, famous Hi-Vi Dy: apower 


peaker, (21° over-all diagonal, 264 square inche 
viewable picture area.) Shown: Model 218405 


























SLEEK, SLENDER Ebony-finish Table Model with new super PRESTIGE {able Model in Mahogany finish has PRESTIGE | able Model in Light Oak finish has Hi-Vi Front 


sensitive ‘‘Powertror cha and 11 ‘Mirrorbean front speaker, new ‘‘Miracle Memory'' fine opeaker for front row performance, ‘'Miracle Memory 
iminized picture tube. Alr ta tnira thinner than last tuning, other !uxury features. (21° over-all diago Touch Tuning, Powertronic chassis, other iperb new 
year TV! (264 square inches of viewable picture area nal, 264 square inches of viewable picture area.) feature (264 square inches of viewable picture are 
1” over-all diagona HOW Mod 1S40¢ Shown: Mode 45§ 21” over-all diagonal.) Shown: Mods 1 S456 
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17” PORTABLE (over-all diagonal, 154 square inches of NEW LIGHTWEIGHT Hotpoint Portable 14” (over 14” PORTABLE (over-all diagonal, 108 squar é 
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Full line with 110° Picture Tube! 


NOW, FILL YOUR EYES WITH THIS GREAT NEW LINE—HOTPOINT Hi-Vi for 
'58 with the new sleek Slender Profile that makes last year's TV old- 
fashioned (and plenty of this year's!) Call your distributor today! 
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LOOK AT THESE FEATURES! Really important 
new ideas that make last year’s TV old-fashioned! 








NEW 110° “MIRRORBEAM"” PIC™ JRE TUBE 
makes new Slender Profile p: «ible because 

it's inches shorter, trims up to 74” from 

depth of the set itselt! 











NEW FRONT Hi-Vi SPEAKERS FOR TABLE 
MODELS—put the sound where the picture is, 
allows furniture placement flush to the 

side without muffling sound. Famous 

dyna-power speaker has moisture- 

proof aluminum voice coil. 





AM3ZING NEW “MIRACLE MEMORY" 
FINE TUNING and touch button power tuning 
actually “remembers” the f:ne-tuning adjustment 
for each channel you use. Set the individual 
Miracle Memory channel buttons just once, then 
merely push the button for the channel you want, 
and get it perfectly fine-tuned every time! 
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NEW “POWERTRONIC" CHASSIS— 
Super sensitive . . . automation-built for 


fewer service calls ... gets better reception 
3 SPEAKERS IN CONSOLE MODELS everywhere, especially in fringe areas. 


now bring you Hi-Vi sound that surrounds 
with new richness and clarity. Gives you 


greater range with truer fidelity. ] f 


POP-UP BUILT-IN ANTENNA IN i! 








PORTABLES rises from inside set and 
swivels in any direction for outstanding 
reception even in fringe areas. Improved 


EQUIPMENT comes with every Hotpoint ity 
Miracle Memory console. Remote Control is also ss - on 
optional with Miracle Memory table models, and lets : jot 


you change channeis from anywhere in the room. < e.. 
Ss -“ 


PLU S—interference-rejecting circuits; Automatic Focus; Automatic Matched att 
Sight 'n' Sound; Automatic Gain Control; Stay-Set Volume Control; “Lighthouse”: 
Channel Spotter; Automation-Built for fewer service calis— 
and many other brilliant new Hotpoint TV features! 


ty TV 


Hotpoint Co. (A Division of General Electric Company) 5600 West Taylor Street, Chicago 44, Iilinois 


HOTPOINT TV IS REALLY —-AND GETTING 


6.57 PRINTED IN U.S.A 
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DEVELOPMENT OF THE RANGE 


eV tric range, he had an op. 
portunity that generally comes to 
in engineer only once in a lifetime 
Starting from itch he was abl 
to tr ut a variety of ideas free 
trom past limitation Some 7,550 
vom wel queried is to what 
th vanted in an ideal range and 
what they objected to in present 
rang Hundreds of de ilers, too, 
vere interviewed for their opinions. 
McCormick found that there 
is a big majority in favor of cook- 
ng unit uped at one side of the 
rang nstead of being divided 
lhe wom wanted a range to fit 
nu iwainst the wall They 
vanted switches in front, instead of 
t th 1 Ihev wanted lots of 
t! ‘ 
Ih nch oven was perhaps 
Vict t striking contri- 
t to t ISiMe A feature 
f t 1 was the method of 
heat distribution built around a 
1 t baffle which insured’ ex 
tren nif 1 performance in 
I] t t the ven 
turn I ents in refriger 
t iufacturing gave the new 
in break. Inigidaire wa 
rod ng one-piece ill-steel refrig 
rat ibinets, produced by huge 
Y ind p lain enameled after 
nb] This ended the nuisance 
{ i lipped panels, was 
nore sanitary and stopped rusting 
his new technique was applied to 
the new rang 
Another feat that came in at 
this time was an automatic com 
bination thermostat switch for con 


trolling the oven Ihe thermostat 
provided for baking 


1 


ind broiling operations and was a 


pre-heating, 
definite step in simplifying the use 
of the range 

In his reminiscing, Mr. McCor 
mick declares that the tests made 
by the National Electric Light As- 
1925, in 


ind Boise, were very im- 


ociation, made during 
Spokane 
portant 

Up to this time, many utilities 
of the value of the 
loads. They ques- 
r increasing the num 


were kepti i] 
range electrical 
tioned wheth 
ber of range 
call for exten 


line ind plant ‘ 


on their lines would 

» investment in new 
much more than 
d by the extra reve 
Without utility ac 
electric range future 


might be justifi 
nue produce 
ceptance, th 
would have been handicapped and 
ince the actual load characteristics 


were somewhat of a mvsterv to 
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n N.E.L.A decided to 

nsor some really comprehensive 

tudies that might reveal reliable 
fact 

[hese studi 

from 1,000 to 


; involved groups of 
5,000 electric ranges 
ind water heaters in actual opera 
tion, and the findings caused both 
utilitic ind manufacturers’ to 
breathe a deep sigh of relief. The 
tation demand of a range, it was 
found, did not exceed 700 watts. 
In other words, even at the time 
of peak demand, a large group of 
ranges does not superimpose a load 
of more than 600 watts per range 
on the generating station. Thus, it 
was evident to all that 


practicable 


electric 
rang were not onk 
from the utility 


were very desirable 


standpoint, but 
revenue pro 
ducer 


Electrochef's Radical Approach 


When the Electrochef range 
burst on the world, it came in 
with ultra modern design—far ahead 
f its time, 1930 


It utilized four method 


of heat 
radiant, conduction, con 
vection, reflection. Cooking speed 


heretofore unknown was produced. 


transter 


[he oven employed dead air 
pace insulation instead of mass 
insulation, it being built in three 
hells. In addition, the oven lining 
was brightly chromed, plated to 
make use of reflection heat. The 
result was the fastest heating elec- 
tric oven that had ever been pro- 
duced up to then 

All of this was embodied in an 
ultra modern overall design. The 


range had two curved legs and it 


was completely in porcelain enamel. 
Behind Electrochef was Alex 
Dow, president of the Detroit Edi 
on Co., a salty, down to earth 
Scotchman. His feeling was that 
manufacturers didn’t have their fin- 
ger on the pulse of the market. 
produced — by 
Electromaster, Inc., of Detroit, 
Mich. R. B. Marshall and Gerald 
Hulett were the fathers of the new 


device 


Electrochef was 


The Load Balancing Switch 


There was a time when the 
Amos & Andy program led almost 
everything in 


radio for interest. 


When the program was shifted to 
come on at 6 p.m., it broke squarely 
when most families were busy get 
This brought about 
The old man would 


ting dinner. 
the trouble. 





1957 





come home, and while sitting in 


the living room waiting for his din- 
ner, would switch on the Amos & 
Andy program. Out in the kitchen 
his wife worked on the electric 
range. Right away, the sound from 
the radio almost vanished 

Result was a series of complaints 
that brought 
the run. QOut of it all came the 


load balancing switch which made 


trouble-shooters on 


not only the pubhe but also the 
utilities grateful 

The idea was to pull in elec 
tricity from a third wire, with the 
result that there would be no volt 
age fluctuation on the 115 volt 
line, which was bringing in Amos & 


Andy's 


systems, 


conversation Three wir 
which put 220 volts on 
the place and used it as needed, 


solved an awkward situation 
The Switch Problem 


It seemed switches had been a 
weak spot with the early electri 
range Here was a household de 
vice carrying a lot more electricity 
than invthing else seen about the 
home, and it was turned off and 
on more frequently 

Ihe early switches appearing in 
American homes were of the knife 
type It was no time at all before 
it became apparent that these were 
dangerou 

The rotary 


volved only in one direction, wa 


switch, which re 
the first to be used on an electric 
range 

The problem of engineers work 
ing on switches has been (1) to 
build long wear life into them; (2) 
create switches which would bal 
ance load, and (3) perfect switches 
which would not be destroyed by 
arcing 

When you break a flow of cut 
rent, there is always an arc as the 
flow is These arcs 
et up by the switches are just as 
hot as 
Electric 
witches 


pulled apart. 


anything that welders use 

ranges had the _ hottest 
in the home 

Indeed it has been said that had 
it not been for alteraating current, 
the electric range might never have 
been developed at all. Direct cur 
rent has a peculiarly persistent arc, 
and it has been difficult to lick it 
successfully 

A rotary switch i 
best, because of rapid action. ‘The 


considered 
idea was to break the current as 
quickly as possible in order to make 
as small an are as possible 

As early as 1927 
noticed that alternating 
had to go through zero sixty times 


engineers 

current 
a second, At this point—zero—the 
All that was 
necessary was a slow make-and 
break switch which could take ad 


vantage of this phenomenon 


current broke itself 





One ot the early ranges employ 
ing this slow make-and-break switch 
was the Crawford, made in Phila 
delphia. Little ball bearings were 
employed to get the effect, and 
they fell out on the 


floor, much to the discomfiture ot 


sometimes 


the salesman 

The first of the slow make-and 
break switches was a build-up type 
with a shaft and a cam. ‘This wa 
followed by a flat type 
which not only was 


ill size but lent itself to any kind 


( ontroll I 


maller in over 


of circuit 

About 1926 came the demand 
for a reversible switch, and a veat 
or so later the three-wire, loading 


and balancing switch was needed 
too 

Poday witches last through 
more twists than the average family 
can put onto them during the life 


time of an electric range 
The Thermostat 


I hermostats sterted out a 


tific curositi As long as 
1775, it was noticed that tv 

or bars of metal which had w:uels 
different rates of thermal expan 
sion, changed hape under temper 
iture change Such a device wa 
used to open ind shut door An 


drew Ure, a Scotchman, took out 
1 patent in the year 1831 and 
gave th yigger its mare Lhermo 
tat 

riveted 


together and, since this nveting wa 


Early thermostat were 
uneven, no two gave the same re 
tarted 


brazing, welding or soldering the 


sult It was when thes 


two metals together that the qual 
ity improved 
While early electric 


thermometers on their 


ranges had 
mercury 
oven doors, these were not used 
to regulate the device 

In 1919 the trick was turned to 
make a thermostat control the oven 
heat. A small piece of bimetal was 


This in 


magnetic relay 


hitched to a wave spring 
turn operated a 
switch which turned the current 
Then came 
bellows types of thermostats which 


on and off as needed 


are most generally employed. In 
them the heat expands a sort of 
“peanut oil” which goes down a 
tube and operates the heat control. 
The advantage of bellows ther 
mometers does not lie so much 
in their sensitivity—they are said 
to be no more accurate or sensitive 
than bimetal—but in the fact that 
they can be placed directly in the 
heat zone which is desired to be 
measured and controlled and thus 
give the best results The relay 
witch which i 
isted by the 
cated in 
old range switches end 


operated and a 
bellows may be lo 


1 cooler place than the 
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SAVES 50% on FLOOR SPACE 
“Fits Against the Wall’ 





NEW FLUSH- TO- WALL 


‘Space Save 
OL HEATER 


-_ ‘“SAF-T-COOL’’ Cabinet 


Powerful Floor Level Blower. 
Floors Automatically! 










..Warmer 







® Exclusive Radiant “Heat BleveRront 
Three ames More natura’ warm air cir- - 
culation! et al 
@ 3-Way Money Back Guarantee! Saves 
50% ‘ on floor space, Heats home on '4 to 
'» less fuel than ordinary oil heater, 


© Gives more comfort in every room than 
any ordinary oil heater 


® Approved for safety by Underwriters’ 
Laboratories” 
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Model 4308 Model 4008 Mode} 4010 Model 511 Model 5113 Model 6108 Mode! 6110 Model 4410T Model 641 OT 
35,000 BTU 42,500 BTU 50,000 BTU 55,000 atu " 65,000 BTU 45.000 BTU _ 60,000 BTU 60,500 BTU 65,000 BTU 
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fot WOLUME SALES AND 


BIGGER PROFITS in ’57! 









Does it again - 
A NEW WALL GAS HEATER 
AT A NEW LOW PRICE!" 


Quaker obsoletes all free-stand- 
ing gas heaters with a completely 
NEW 28” “Cool Cabinet” Wall Gas 
Heater! Now you can offer customers 
TWO vented and TWO unvented 
Wall Gas Heaters that are years ahead 
in design features —-at an unbeliev- : 
able low price! Quaker’s FOUR Wall Cancsan SHEEE GOe tack eae 
Gas Heaters —- backed by proven pro- Also available Model WC-250. Capacity: 
motions — sell on sight! 


25,000 BTU Input. Height: 48” 
NO OTHER WALL GAS HEATERS 
HAVE THESE EXCLUSIVE FEATURES: 
® Hangs Like a Picture 


® Extra Cool Super-Safe Cabinet 








They Hang on 
the Wall Like 
a Picture 








® Super Efficient “Deep Port” Burner 


® Porcelain Heating Chamber 





® Super Circulation 


More Profit-Building Quick-Sell Quaker Gas Heaters 


Model WCVA.40B Vented Wall Gas Heater 
Capacity: 40,000 BTU Input. Height: 60” 
Also available Model WCVA-258. Capacity 
25,000 BTU Input. Height: 60” 











~ 
a 


, ' \y | ij 
Radiant Vented “Blue Flame” Vented “Coo! Cabinet” Deluxe V7 | | 
} | 
Automatic Gas Gas Unvented Gas Radiant 
“Fireplace” Circulators Circulators FA ; 
The “‘RVM" Series of vented The “‘BVS"’ Series of vented The “CWR" Series features 4 | 
*‘Fireplace’’ Circulators — to Super-Circulators the only Quaker's exclusive ‘Air Stream 
day's most efficient radiant gas non-radiant gas heater that per design. Assures ‘‘cool-to-the 
heater for maximum heating mits you to see the flame “ touc h cabinet at all times Waste floor Hangs on 
> Quaker exclusive. Outstanding Unique engineered construction snes the wall 
efficiency. Exclusive Quaker 2 for efficiency, features, value and distributes heat evenly, effi Pp 


Way, 20- Year Guarantee styling 
Model RVM-500—- 50,000 BTU In- Model BVS-650—65,000 BTU In- 
put. Also available in 35,000, put. Also 35,000, 50,000, 80,000 
65,000, 80,000 BTU Input. BTU I-put 


ciently 

Medel CWR-300 — 30,000 BTU In 
put. Alse 12,000, 20,000, 40,000 
BTU Input. 


QUAKER HAS MORE TO OFFER DEALERS! 


1. The most complete oil.and gas heater 
line in America. 

2. Competitive, profitable price structure. 

3. Hard-hitting local promotions keyed 
to your store. . 


J 
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FIND our QUICK 
SEND coupon NOW! 





---------- santana 













~ 
~, 




















Quaker Manufacturing Company 

Heating Division of Florence Stove Company 
1147A Merchandise Mart 

Chicago 54, Illinois 


Send me the BIG PROFIT story on Quaker 
heaters. I am interested in oil [) and/or gas 
heaters. 

Company 


Your name 


Address 













ne oul is wince 
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Bendix Aviat ( ) Becau pun thi loth half dry Ihe 
\ iti nt B l ( mad fH p rator handled th lothe TWicé 


n f 1 mvention i once when putting them in th 
1 int fed listen ind put up machine ice when removing for 
thi none thi ( pmecini hanging Ther e two controls 
f thi product in front of tl machine—one of 
CONTINUED Bevinning i ' which ected the prover water 
aed 
inh ( imp t I aKING vashing 
t t d ynent of ti ind rinsing rding to the typ 
rid § first automat home laun of fabri ind the other setting th 
to a it lhe re t isa re pta ( ‘ nducted by Wallace time for iking and washing 
i r dam mat and a f the allewhit i Ss. Olive niet ¢ | livd l‘oda virtuall Cl manuta 
i | p r ' { | Brak ( i] i t ture l t it 
Enter the Automatic Washer 
r th ract t n it t i | t ts <oebuck hia 
st dithcult 1) (On two yunts the cntire v ( igineer W alte Kles imudt lecla | that th pearan yf 
(driginall | paiter ndustry mi tive boat ind Walter Ben the automat stv Va " oO 
iadsothe int cd i" 14 realization that a machine ould Lhe experimental Work Wa i ition in th i } ind 
1930 the ( finished in la ql do the ent ishing vithout ried on in Detroit until the fall of thy fact that uit th vasher 
nich lipped manual attention and ippre 19 36 vhen it moved to ben in int igh mone bracket 
{ pto 19 | aint manuta ition of the magi Ip pe i] of th dix Product Division of Bend 
ture paid an ittention to th wd “automat Aviation Corp. at South Bend 
isher's troubl The inventor of the automat Ind. ‘To market the n product THE CLOTHES DRYER 
Maytag told som paint com isher was John W, Chamberlain the directors chose Judson S. Sayre 
par that th ishing machine With his partner he de eloped vho came to th ompany from CONTINUED 
needed 1 model whose basis of operation the Radio ¢ orporation of America 
1. A finish that uld not be vas wrapped around controls, After Following a distributor meetin 
tick vhen hot Oo many minutes f each opera in 1937, the No. | Bendix aut marketed. Several hundred went 
on nich id tar tion, the control would set oft matic home laund Va hipped into a multipl housing unit in 
ilkali i solenoid vitch which started to the United Electric Service Co Washington, D. ¢ ind served as 
Would bear up und I the next phase of washin Monroe La It was placed on i field laboratory for the om 
Ihe machine had me igitat display at tl inty fair in Mon pan research team lhe Ham 
| tand abra but flushed wat th igh { Y vith pict id on p iiton ¢ npan ided to nt 
bhatt had | permanent lothe is a mean I leansin mments | 1 in rtual th P] ISI on a full 
\t a signal from th Nenoid, it ll newspape nd trade journa ile ba n 1944. ‘The May issu 
idh mt vould pump out th iter f throughout the United Stat f ToLeCTRICAI MERCHANDISING 
ta ti tub, and the ift i rinsin from Septeml 1 to Na iunied the f t advert ment on 
() ich 1 st ath had been poured over th 194 vhen | manufactu loth 
ind ithering test loth the vhol t uld turned to the makin f war Impl It is int t to note that R 
Or mp t pin ment UU Bend iitomati \l cnt i tim t Lovell 
now \ id rot With = the earl Tat hand launder ver old to the publi Nii ( b rie Penna but va 
of fou npan ille« nade model in 19 md 19 Because the Bendix home laun vorking on wooden to ind not 
ma t 1a ‘a nt mor ny) Chamberlain ind Hl mvento é vas the first automat vasin the drve Lovell, along with Ham 
pl Ite ind non () partner, Kex Bassett, toured the t mav be of historical nportan ilton helpe to launch the dryer 
falling d NW parti thar! on th yunty itftemptin to ll thes tt t down a de ription of vhat busine but did not use the Moore 
iikah and abrasion t. One paimt mvention on a_rovalt basis to tne machine did when it wa pla ed yatent 
ompan tood out md finall isher manutacture mm the market While Ross Moor produced rie 
furnished =f nul from vhiaich hinall vord rea d an int It handled nine pounds at on dryer that disposed of moisture 
pl nt da paint ‘ evolved ested listener, Otto Lan nm x i tin iutomaticalls oaked vashed he encountered no demand for 
One of the reasons the vork tive of Hydraulic Brake Co., De the cloth gave them three fresh enting in the early da One early 
ell is that toda it is known troit which Val i ubsicia ot vater rinse ifter thi last rinse model had 1 morture di poser, 
how to lean metal for finishin through which water wa run to 
Next, they learned how ft pra ondense the moisture in the air 
finishes proper! He believes that in dry, highly 
heated northern home moisture 
The Development of Color fii Mes ale: Se: uilllateaile 
In toda multihued laund . 
Early Experiment 
md kitchen or ire non 
Ih ver mmon back in th 7 Naturally, he has made many 
earl da , of the vash ny machine experiment In building drvei In 
It was the introduction of white 1928 he built one that used a 
that was the revolutionat thing vacuum to get moisture out Vhe 
Claren CG. rant president idea came to him in the mountain 
f the Apex | trical Compan vhile boiling wat This dryer wa 
had the «ea f i white washin too complicated and too suspecti 
machin ble to leak He built an electri 
it won't sell ill of h ile Irver in 1934 and a gas model in 
expert told = hui Mi Irant 19 3¢ 
Mr. Moc is an inventor wh 





thought it wa pretty Hle took th 
licked late in life. He has turned 


ut numerou ther invention 


model home for his own laund 
Neighbor women ume om and 
asked Where did vou get that 
beautiful machine M brantz 


Clarence Irantz wa HNpre ed 


including grain elevator equipment 


ind has worked out a combination 








drver and washer which is not vet 





ind backed the women’s judgment on the market End 
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Diffused gj ¥ and Direct Cooling Ft Both from One Unit! . 
gs =< : 


a7 


Only SGnat 


Original Breeze-Diffuser Grille —first 1-piece molded plastic 


grille on any fan! Gives high-fashion styling and no-draft, 
' Turn this same fan around and get power 
bright, 


Two kinds of cooling from one fan! 


natural cooling 


ful direct air-flow from the polished finger-guard 


grille 


The Industry’s Greatest Five Year Guarantee lounded on 
Signal’s long experience, the 
of the Signal-built Stout-Heart 
antee means what it says—builds 


rugged design and reliability 
Motor 


satisfied customers 


famous This guar 
just 


for you! 


Electrically-Reversible Just a flick of the 
direction of air-flow from “in” to “out’’ or 
intake or 


switch change 


Vice versa 


One fan for exhaust cooling. Switch to “out’’ 


and blow out hot, stuffy air—or to “in” and draw in cooling 


nighttime breezes! 

































cgraljives you all these selling features! 


Manually Reversible and Portable Hideaway carrying 
handle makes it easily portable 
is needed. 


goes wherever cool comfort 


Also for turning fan around in the window for 


either no-draft, natural cooling from one side or powerful 


direct air-flow from the other 
Automatic Thermostatic Control Just select the cool tem 
perature you want and forget it. For the rest of the summer 


tem 
Signal’ 


sle« p 


it’s automatic! Fan turns on automatically when 


turns off when it cools 
Brain 


sudden 


peratures go up 
Magi 


avoids 


again 
you 
temperature 


Thermostatic works 


chills 


even while 


from nighttime drops! 


and 


Handy, Simplified, 


obviously simple 


In-Sight Controls Attractive 
Scientifically placed to avoid interference 
even when fan is turned 


Approved, gives 


always handy 
around. Every Signai Fan is UL 
or TV interference 


with air-flow yet 
no radio 


World’s Pioneer Manufacturer of Electrically-Reversible 
Window Fens Over 66 years of leadership in design, experi 
ence that lets you sell Signal Fans with confidence! 


_——_>cee._ 


SIGNAL ELECTRIC DIVISION * KING-SEELEY CORPORATION 
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Graham Patterson, Publisher 












There’s No Buy Like It In The Country... 





Philco knows the selling power of life-like color reproduction 


and the advantages of repeat reader exposure found in maga- 


zine advertising 


FARM JOURNAL Is One of the nation’s truly great magazines 


the biggest in the country. 


Phat is why the big 1957 Philco campaign appears in FARM 
JOURNAL in addition to oth«. ‘reat magazines such as the na- 


tional weeklies, the women’s magazines and home magazines. 


Big things are happening in Philco and big things are 
happening in the country. Month after month, Philco dealers 
the nation over will be getting coverage down the rural routes 
with the density of @ local newspaper through the magazine 


country families love best . FARM JOURNAL. 


RM JOURNAL 


One of the nation’s truly great magazines 
More than 3,500,000 subscribing families 


JULY, 





Richard J. Babcock, President 
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many Philco Deaiers 
a ' thrive on country trade 





FARM JOURNAL 





Keep meat fresh 
days longer without freezing 






EXCLUSIVE “COLD FLOW” MEAT 
LOCKER keeps meat in a special 
33-degree zone—the IDEAL tem- 
perature for fresh-meat storage! 


NO LONGER «i... ou have to cook hear 
brurgers f ; eat cold cut a 
rf buying’ No need for 
I bicemes | igthily Perishable 
1 faet will now 
niger. in Philen ‘ fubu 

Cold Flow” Meas Locker 


ee Ssrmi@enation fem, for 
te Mi at 1 an ker ina 

degre me the temperature ren 
mn Mlew! r teat by the N tlronal 
| ‘ tin nd Meat Hoard The new 
MPhil with the Cold Flow” Meat 
Lackr is at our dealer's now One look 

if 








bet ‘ 
7 : 
: THE “OUNLT iw 100% EW CHEESE Kttver uwese YOUR COLOGg 
‘* ‘ b ! toa, eee . Perfect ”" Hertone rd 
a ' 0 oe“ oN om 
7 ' omg there i wide hi we 
D , 





957 
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PP}: HLCO 


tiper Marketer 


WAIST. HIGH coreree 
Conmenienty beep 

ults ond meoete bol 

thew tomy 

and 








HE SPACIOUS surta MARKITER 


LOOK AHEAD 
F Bede you “iy blk (0 


= PHILCO 












Another idea from our 
Motor Repair Shop Rey orts 
that willhelp you .. 





Klixon Protectors 
heip keep motor 
troubles small—says 
motor shop owner 


Troy, New York: Mr. Frank LaBelle, 
LaBelle 


Service, knows the value of Klixon 


who operates Electric Motor 


Motor Protectors. He sums up his feelings 
about Klixon Protectors in one sentence: 
“Klixon Protectors catch small motor 


troubles before they become mayor 


reparys. 


Ihe KLIXON Protector is built into 
the motor by the motor manufacture: 
In such equipment as refrigerators 
oil burners, washing machines, etc., 
they keep motors working by prevent 


ing burnouts. If you would like in- 





creased customer-preference, reduced 
Manual 

eee service calls and minimized repairs 
and replacements, it will pay you well 


to ask for equipment with KLIXON 


Protectors. 


WRITE FOR THE NEW FREE INFORMATIVE BOOKLET, 
THE STORY OF THE SPENCER DISC.” 

















METALS & CONTROLS 


Spence) Thermostat Division 


CORPORATION 


270? Forest Street, Attleboro, Mass 


KLixoN 
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THE DISHWASHER 


tion, who brought out an imp 
dishwasher during the ime veal 
During this same span an ther 
pioneer in the deve lopm« ntal stage 
of the dishwasher, the Walke: 
Brothers Co., was sold to General 
Electric, and dishwasher manufac 
ture was assigned to Hotpoint 
Still another event was to take 


place in 1932 which was de tined 
to accelerate the day of the dish 
washer This was the introduction 


of the industrial chemical, Calgon 
which at once attracted the atten 
tion of the dishwasher industi 
Dr. R. FE. Hall, the inventor of the 
new water softener, wa ipproached 
immediately by an industry group 
ind persuaded to undertake a solu 
tion to the problem of sticky film 
which formed on glasses and dishes 
in hard water areas Iwo years 
tudy of the problem ended in 
1934 when a new type of dete: 
gent, Calgonite, was introduced 
This low foaming detergent was 
for some years thereafter to be the 
tandard product recommended by 
manufacturers for use im dishwash 
Cl 

lhe detergent breakthrough was 
to become one of the more de 
isive factors in dishwasher met 


handising 


The Sales Breakthrough 


With an improved product, de- 
tergents which really worked, and 


i consumer hungry tor appliances 
following the irciti 1 World 
War II, the stage was finall et 
for volume iles of dishwasher 

Probably no more than | 


CLOCK- RADIO 
with EVERY 


TV PURCHASE 












CONTINUED 
had 1d in all th long vear if 
it development, ind the industry 
ettled back for what the hoped 


vould be a flurry of sales 
Introducing new models during 
this period were many of the older 
names in the industry, and new 
companies were appearing on the 
scene. ELectTRICAL MERCHANDIS- 
1NG’s directory of appliance manu 
facturers for the vear 1946 shows 
eight compan producing a unit, 
1 list which by mid-1956 stood at 
13. In 1947, first of the post-war 


volume years, industry sales stood 
at 120,000 units with a total retail 
value of $30,000,000, and an aver 


age price of $250 [hereafter an 
nual retail sales were never to fall 
below 160,000 units, and in som«e 
vears when the sales climate was 
more appropriate, were even higher: 
One hundred vears after Hough- 
ton’s first crude model was devel 
oped (1950) sales had reached 230, 
000 units; in 1951 the total reached 
260,000, and by 1955 had ad 
vanced to 295,000 machines at re 
tail. Sales during 1956 climaxed 
the long pull to consumer accept 
ince with a total of 400,000 units, 
valued at $116,000,000 and bearing 
in average price tag of $290 


Ihe dishwasher in its postwar 


ile purt has a hieved a satura 
tion point of 4.6 percent (2,201 
000 in the 47 415.000 vired 
homes of the United State With 
the ontinuing growth in con 
umer interest in this product it 
probable that thi ituration 
will grow teadily and rapidly In 
the period ali end 





FRANKLY, JOE, | DON’T KNOW HOW YOU DO IT 
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PORTABLE TYPEWRITER 
BUSINESS OFFERS NEW 


PROFIT OPPORTUNITIES 
TO APPLIANCE DEALERS! | 


os 
































Royal Portable dealers cash in on biggest all-time sales record! 














It’s a big, BIG business... and growing bigger 
every day. And the big swing is to Royal, the 
world’s number 1 portable! 


Just look at what’s happening! In the first nine 




















months of our fiscal year... August 1956 to April 
1957...more Royal Portable Typewriters were sold 





And that’s only the beginning. . . because Royal is 
keeping the ball rolling with the finest advertis- 
ing, merchandising and promotion plans in the 
appliance business... including an exciting new 
TV show “SALLY” starting September 22nd on 
NBC-TYV coast-to-coast network... not to mention 











than in the entire tweive months of the preced- ‘ 
ing year... August 1955 to August 1956! 


Royal’s great Easy Payment Plan. 





If you’re not already in the portable typewriter 





business, you’re missing out on a handsome share 


q j —<" of sales and profits. 
: SERA isabel Call the nearest Royal Branch and ask for the 
Great, new Joan Caulfield TV show “SALLY 


| to pave way for even greater Royal portable sales! 


—————— 
> 








Royal Portable representative or write to Royal 
McBee Corp. Appliance Division, Westchester 


| 
| 
Ave., Port Chester, N. Y. and let him show you | 
Rg YAL portable how you can go to town with Royal, the most cs 
a product of 





preferred portable money Can buy. It’s a good 
Roya 


McBee Corporation 


























BR ' 
f f ‘ deal for you! 
nulacturet! typewrilers . 
} 
ee, —— iii oa oo — ; 
— ofp - —— . 
ss manned - ” Ee ca I —— ) 
a ae ——— o~ws ee — 
a nl — ee gO eli i eases ———— aa 
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behind the 








1913 DOMELRE 


Granddadds of the pr t 
day Frigidaire. Retrigerator. An 
iif conditioned unit it wa 


mounted on the customer 





icebox! 


1957 FRIGIDAIRE 


Imperial Cold-Pantr 14 cu, ft 
Food Freezer-Retrigerator finest 
howpiece inn the ill-new Sheet 
Look lin 


Famous “Firsts” from Frigidaire 


1913—First commercially successful household unit 
the Domelre, offered for sale. In 1918 became 
known as Frigidaire 

1921 —First one-piece metal compartment line: 

1926—First steel refrigerator cabinet 

1927 —First porcelain-on-steel cabinet exterior. 








many famous 


We ve always felt there’s not much point in 
listing the achievements of the past unless 
they tell something important about the 
future. 

And that’s why we have listed some of the 
many “Frigidaire Firsts” below. 


They not only show you the kind of news 


you can expect from Frigidaire in the years 
ahead, they reveal a basic concept that has 
been—and always will be—the backbone of 
Frigidaire policy: 


DAIRE 


1929 _—First home food freezer. First Cold Control. 


First automatic reset defrosting system. 
1930—First high-humidity drawer for fruits and 
vegetables. 
1931 —First safe, odorless, non-toxic refrigerant— 
FREON. 


1933—First sealed Meter-Miser Compressor. 


First Ice Cube tray release. 








secre 


“FRIGIDAIRE FIRSTS ? 


Don't hold back when you've got something 
good. If it’s right—and you know it’s right— 
go all the way with it. 

This is the policy that stands behind the 


Sheer Look and its revolutionary impact on 
the market. 


This is the policy that gave you Color at the 
Price of White. 

This is the policy that produced Charcoal 
Gray, still a Frigidaire exclusive and most 


is on The mahch, 


vv 


popular color of all. 


This is the policy that—-since 1918—has made 


Frigidaire the best-known name in house- 
hold refrigeration. 

This is the policy that makes Frigidaire 
Appliances exciting to see, wonderfully con- 
venient to use, a pleasure to sell. 

This is the policy that gives you the bright- 
est future in the business, for now—as never 


before — 





GENERAL | ~~ Frigidaire — Built and Backed by General Motors 


MOTORS 





1937 —First all-metal Quickube ice tray 
1939_First Cold Wall Refrigerator. 


1952~—Revolutionary Cycla-Matic refrigeration 


system 


1955-—First “Picture Window” Hydrator on the 


door. 


1955_—First Ice-Ejector—built-in manual cube 


release and cube storage. 


1956~—Plan-A-Door optional 
door storage arrange- 
ment to meet family needs. 


1956-—The Sheer Look, most sweeping 
design change in a score of years. 






» 











as 


Majestic 
CHAR-GRILL 


Installs in wood cabinets 
for kitchen counter-top use! 





® A rew profit-source for ® Answers a modern 
kitchen specialists fast-growing demand 
® A companion item to ® Can be installed in wood, | 
your built-in ranges metal, or masonry 
— 
Now it last i really deluxe quality barbecue rill pecih illy designed to / ® a a%\ 
answer every need tor modern kitchen installation sStuinle tcel top, velvet : es ee 
black and gold metal tront, accented with chrome \ real beauty for an \ \ eo se 
etting! Install like uilt-in Inve Attractive front hand elk ils ol . Y= == — 
lowers firebox \ ener 
s aa . (o< 
PORTABLE, TOO! 3 ' ET ae 
Attachable legs and handles, as an : en] 


accessory item, make the Majestr 
Char-Grill a portable unit when de 
sired. Gives your sales story a dou 


ble punch through twice the utility! 


From the Nation's 
LEADING MAKER 


OF PERMANENT 
BARBECUE UNITS 
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Write today for details 


and specifications 


the Majestic Co., Inc. 


473-C Erie St. 


Huntington, Ind. 





IT’S AN EASIER, BETTER LIFE 


for 


helpful r pecially in providing up 


choo: and club use have been 


to-date information about thi rap 


id} hanging industry. One ym 
pan eports unusual succe vith 
film strips which are shown to more 


than half a million viewers a vear 


Another manufacturer who distrib 


uted 200,000 student leaflets in 
1945 is now putting out just under 
i million Cal lo set up criteria 
for evaluation of te iching uid e' 
eral conferences of educators and 
home economists in busine have 
been sponsored by the Home | 
nomics Education Branch of th 
Office of Education. Their sugge 
tions revised in 1955 have been set 
forth in a leaflet “Busine Spon 
ored Home Economics ‘leaching 
Aid Mis #35. It is available 


from the Office of Education, U.S 
Department of Health, Education 
Welfare, Washington, D. C 


ind 


Research Plays a Role 


Research has, of course, been the 


backbone of this kitchen revolu 
tion. That engineers and designer 
of the industry have played th 
leading roje is not questioned but 
the possibility of the home Ono 
nist working with them to int 
pret men's needs ofter 1 prom 
1S f still more practical and 
miterestin clopment I thie 
future 

Universit earch ha nt 
ted fundamental information t 





| TESTED ALL SIX TRANSISTORS 
ONE TESTED LOW 


JULY, 


EDDIE 
AND ONE CRAWLED AWAY 
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CONTINUED 


Some of it deals with 
living patterns and work method 


two ty pe 


vhich can be interpreted in terms 
for 
tudic 


of new design hom« 
ment Other 
directly with 


the home or laboratory which give 


Cqulp 
have dealt 
use of ipphance in 
ound backing to promotional 
idea 

Now On thr 


next 5U veal 


threshold of the 


much in the way of 


new and better living lies ahead 
The present high living standard 
inspire consumers to want the be 

there is and hope for the impossi 


ble—which they'll probably get 


Ihe electronic range promises a 
kitchen revolution of its own and 
may even make more startling 
changes in cooking procedures than 


inything so far. ‘The ever growin 
{ood 


OTe 


interest in “instant indicate 


that consumers are tink 
But the electronic 
for 


instant 


Con 
cious than ever 
range requires only minutes 


make 


foods out of our present long-cook 
| = 


most foods and can 


ing one 
) 


Advanced design displays ot 
what’s to come, although not in 
production now, are whetting th 
ippetites of the public for mor 
rapid changes in the futur A] 


e otherwise thing 


the 


food preservation bi 


thr 


uch i 


impossible 
ultra-sonic dishwasher 
atomic energ 
ontrolled vacuum cleaner 
little 


ven longer to 


or radio-« 
but it take 


Find 


] 
take a more tink 


h ing ps opk 

















THREE ARE OKAY, ONE'S RURNT OUT 
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McCall's Appliance Advertising 
Up 277 In First Half Of 1957 


With 47.21 pages of appliance advertising in the first six months of 
1957, McCall’s registered a solid gain of 27% in appliance adver- 
tising linage over the same period of 1956. 


At the same time, McCall’s appliance advertising revenue rose to 
$933,000—an increase of $214,000 over the first half of 1956. 


More and more appliance advertisers, in other words, are using 
McCall’s to reach the woman whose chief interests are the best inter- — 
ests of her family. One additional reason for McCall’s gains as an 
appliance medium is the McCall’s Use-Tested Tag program, which 
helps the woman select appliances best suited to her needs. For the 
latest facts on this program, see the next two pages. 







Calls 
us: 


fermen 
8 eens ee eee 


Vic jalls the ine of Toqathennens 
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got behind the McCall’s Use-Tested Tag promotion with 
store displays, demonstrator units and newspaper adver- 
tising. At left, Lee Ann Simone, of Rocky River, Ohio, and 
setty Yelevich, of Cleveland, make their own test of 


CUSTOMER REACTION EXCELLENT 


J. & L. Appliance (Amana): “I'm sold on 
McCall’s Use-Tested Tag program. Cus- 
tomer reaction has been excellent from the 
beginning. McCall's Use-Tested Tags add 
authority to manufacturers’ performance 


claims.”” (Lewis Ezzo, President. ) 


“McCALL’S INSPIRES CONFIDENCE” 


William Taylor Son & Co.: “When I point 
out to customers that McCall's editors heave 
actually used a Tappan range and like it, 
I'm able to give them a ‘third-party’ en- 
dorsement that means something. McCall's 
inspires confidence.” (EF. Y. Dykes, Buyer.) 


MAY COMPANY STAGES BIG USE-TESTED PROMOTION 


, one of Cleveland's leading department stores, 


JULY, 


a White Sewing Machine. At right, Ella Zeibarth demon- 
strates Universal Coffeematic Breakfast Twins. Center 
panel shows three advertisements May Co. ran in single 
issue of local paper on Use-Tested products as part of its 
intensive Use-Tested Tag promotion. 


1957—ELECTRICAL MERCHANDISING 






















“GLAD MY PRODUCTS HAVE TAGS” 


Lehan Distributing Co.: “I am delighted 
that the Youngstown Kitchen Products - 
Jet Tower Dishwasher and Food Waste 
now carry McCall’s Use-Tested 
Tags.” (Larry Lehan, President. ) 


TAG BOOSTS SALES IN CLEVELAND 


Retailers throughout the Cleveland area got 
first-hand selling evidence of the enthusiastic 
consumer reaction to McCall’s Use-Tested Tags 
when they staged a week-long city-wide 


T 


Use-Tested Tag promotion. 


“GREAT HELP IN PRE-SELLING’ 
Main Line (RCA-Whirlpool distributor) : 
“McCall's Use-Tested Tag offers very per- 
suasive sales arguments for the customer 
waiting to be sold. I’m all for it. It’s a great 
help in pre-selling.” (J. D. Ripp, Adv. Mgr.) 


“HAPPY TO SEE THE TAG!’ 
Bing Furniture Co. window displays fea 
tures McCall’s Use-Tested Tag. Says Mana 
ger Marlin H. Semmons: “I am happy to 
see the Kelvinator Foodarama bearing the 
McCall's Use-Tested Tag.” 


Disposer 

















Sales increases were reported by individual 
retailers of all types of Use-Tested appliances— 
and dealers over and over again saw how the 
impartial product appraisals by the editors of 
McCall’s helped their customers choose the 
right appliances for their needs. Ask McCall’s 
to tell you how McCall’s Use-Tested Tags can 
go to work for you. \ 





“TURNS SHOPPERS INTO BUYERS” 
Norwood Appliance & Furniture (Hard- 
wick) : “Customers are always grateful for 
the unbiased information McCall’s Use- 
Tested Tags give them about a product. I’ve 
seen the tags help turn many a shopper into 
a buyer.” (John J. Susnik, Owner.) 
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“LIKE BRINGING A FRIEND ALONG” 
Watkins Furniture (Roper): “McCall's 
Use-Tested Tag on a product is as helpful 
to a woman as bringing a friend along with 
her to help decide on a purchase. I've seen 
how effective it can be in making a sale.” 
(S. Demsey, Buyer.) 


1957 


“MAKES THE PRODUCT MOVE!” 
Janda Furniture (Maytag): “A McCall's 
Use-Tested Tag on a product makes the 
product move. My customers— women and 
men, too——are impressed when I point out 
that McCall's editors have tried the item 
and like it.” (Anna C. Hridel, Owner.) 
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i hicl | bet toda 
ret int ited. Lingines 
knew that a had a t ( 
it] erta hhuract t th 
nile ha ! Kind ! 1h 
pressor 
lom M i told vhiat 
ould be msidered ideal in a ga 


Lhe only difficulty was that the 


did not exist and it wa up to him 


to discover it 

When D Midgley announced 
Ni t Va prung on ly 
fellow workel it i meetin 


Charles W. Ketterin the famou 
(General Motors engineer 


ctrigerator in the room where the 


pl ice d 


being he ld iat pe 


mitted it to discharge refrigerant 


nit the itmospher ill the tim 
thre roup wa there lhe men 
por ent mere] thou hit l radiate 


| t ny 


No on t headach ind 
One realized vhat nin 
until Kettering at the end of the 
session dramatically sprung the ga 
on them, the result of a pro 
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) « i 
Insulation 
\ ect retrigerat is lik i 
t r ice water settin ma 
It tt ict i f Ih 
t penctrat niche ind 
j that i unbeli ib]; 
ituall t} nsula 
t ) I i refrigerator become 
lo ged Ihat is tl cake 
f the latime b 


emembered that 


t ipphi ition of in ulation | vhat 


Mi i ham Fri 


sire 
bh rigidaire made prior to 19 

ooden hest Lhe VCI 
ally made of maple yak OF 


ther hard wood ind it took many 


t f paint to finish them 


if th 1 nuit much m id 
t n against inhiitration 
rm t to tl insulation 
Wit t if l I the Iie 
t ibmet it b 41h) po 
( fo nt ad t hi I » ft 
tim j A | | 1X 
f metal ne ! ich side 
id little could be don 1 the wa 
! | if 1 When | da 
tamped ut the i Va 
vened for man in tion in 
| n 
(Dive tr th thing that made 


1 a remarkable improvement in 
elain enamel over old model 
the improved opacity f por 

lain Thi 


led Mire 


permitted it to be ip 
thinly Men 
new that the thinner the 


ilready 

oat the 
chipping there would be, and 

acity permitted the thin coat 


Cold Control 


Cold controls—those little gadg 
cts which permit you to set the 
temperature of a refrigerator at will 

ime night out of the laboratory 
I here was always a means of chang 


ng the temperature setting on a 
refrigerator from the earhest dav 

Llowever, they were tucked away in 
inaccessible places and only the en 
necr could recogni them In 


ious testing room ctting 


t be changed frequently, and 
idaire engineers discovered thi 
i nuisance and the cold con 
tro hould be in accessible pot 
In 1930 the hydrator was intro 
ad py | aal \ ered 


pan that preserved moi 


in produce became popular iS 


means of ke ping vegetable 
However, the family vanted t 
Ke p i jot ot food from di ing out 
\ lay hvdrator Wd the logi i] 

t vith shelves in it 

But the difficulty lay, Frigidaire 
ngines id, in providing the 
temperature to! thi in ide 
A large hydrator automatically 
cked off th ulat of cold 
i th t! | n ti ( ) 


Ihe problem could have been 
f ref 

ne unit on for the box one 
for the hydrator. But what Ketter 
“Any 


11 can make a thing that is com 


| } lel 
I ) DULIGING a pall 
. I 


id was remembered 
plicated, but it takes a smart man 
to make it imple 

Lhe cold wall prin ipl ac tually 
operates like an ice pack applied 


to a gentleman’s head on the morn 


ing after. Coldne transferred 
by contact. ‘The coils that surround 
the hydrator run up into the ey ip 
rator, absorb the chill by contact 


ind come down with their cooling 
refrigeration through the walls of 
that porcelain box. As a result the 
ontent re alwa' 


old and moist 


The Hermetical Seal Idea 


lo brn ctrigeration ft the 
1 on in Brazi Abbe Audif 
fren invented a mechanical re 
frigerator over in I'rance many yea 
O Th idget had an idea 


vas hermetically sealed 


le ik ng Pas 


liverything 


inside the unit [hi 


seal was eliminated. So, in I91LI, 
General Ilectric Company con 
tracted to manufacture these Aud 
ttren = retrigerat mit in th 


United State 
Lhe note f the first conf 
ence icld at General Electric on 
the subject were interesting. A. R 
Stevenson, |r Walter Goll and 
Clark Orr recommended that Gen 
eral Electric 


development of a 


hould continue the 
ealed unit do 
mestic electric refrigerator 

The icle il 
they felt, 


machine. ‘The 


electric refrigerator, 
hould be an air cooled 
bill might 
be $1.30 more in six months than 


1 water-cooled model, but it would 


electric 


N 


be remembered that $82 worth of 
water would be saved, on the aver 
ige. The hermetically sealed prin 
iple of the Auaiffren unit appealed 
to General Electric enginee: but 


t was estimated that this desig 


n 
could not be produced in a smaller 
household unit to sell for much less 
than $900 
About 1917 
tarted on a k expensive 
unit, and by 1923 


development wa 


_— 
caled 


domest inum 


ot water-cooled monitor top 
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inits had been produced. An ai 


cooled modification of design wa 


then developed and several thou 
ind old inl 19 ) md 192¢ 
[he job of leveloping the prod 
t to a dependable mass produc- 
tion situation wv turned over t 
Christian Steenstru it Schene 
tady. He was sup or of mechan 


il research when the refrigerator 

b was handed to him. The holder 
of 113 patents, Steenstrup had been 
esponsible for the de el 


drogen copper brazing which is 


ypment of 
used ery extensivel D efriger 
‘tor manufacturers today. In 1927 
Steen trup design 
Va place 1 in quantity produ hon 
This was the DR monitor top 

Che oldtime it General Ele 
tric looked at all angle Sizing up 
the market they discovered that 
the $3,180 a year income in 1914 
had the same purchasing power as 


the $5,000 income in 1923. Peo 


ie improved 


ple getting $3,500 annually would 
be prospects for a $350 device, they 
felt They expected a gradual r 


duction in pr from around a 
5500 peak in 1923, a refrigerator 
might go down to $300 by 1935 


One maker of refrigerators had said 
ket for the electri 
itor would be larger than the one 
for automobile It seems obviou 
that this is a mistaken notion 
bserved the G-E. wise men 
Another field in which General 
Klectric felt it got off to a good 
tart was its thermal control. Most 
nachines of 1925 had a ga per 
ited bellows which was part of the 
tem. General 


the mar retrige! 


Electric used a 
ould be 
without tapping into the 
tem itsell 
In 19 G-E. was all steel 
i sheet steel ev 


eparate gas control which 


re placed 


It had 
iporator ind its me 
hanism was re-designed. The brine 
tank was given up, but there wa 
freezing both in and around the 
evaporator. ‘The drain was elimin 
ited, a tra itching all the moi 
ture called defrosting, in 1927 

I'he year 1935 saw an entirely re 
designed mechanism, which cut the 
operating cost 50 percent by whit 
tling down electric consumption 
from around 37 to 22 kwhr per 
month. The cause of this revolu 
tion in General Electric re-design 


was the Scotch yoke compressor 


Vhroughout the vears General 
| lectric had experimented with 
different kinds of floats, which are 
the devices which control pressure 


Ihe high sized float was selected 
is being the most foolproof and r 


liabl 


Monitor Top Goes Downstairs 


In redesigning the 19 model 


General Electric engineers put the 


( ontinued on page 22] 
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DAY:-BRITE | 
tighling Firtu TZ, 


“Nation's largest manufacturer 
of commercial and industrial lighting equipment” 











_— 
‘Cralonal dh ting Machine 100% 
h i t tr!” 
eacn year on our invesrmenr: —DAY-BRITE LIGHTING, INC., St. Louis, Mo. 
> 
"Because of our rapid growth as leaders in the from one job to another. Also the many auto n your business, too, National 
fluorescent ndu try, Our accounting de part matic feature incorporated in these macnines machines w pay for themselves 
ment must maintain peak efficiency. That's why cut operator t ng time, as well as operat with the money they save, then con 
we are so well pleased with National Account ng time tinue savings as annual profit. Your 
nearby National man will glodl 
ing Machines ational: the , . st ever earby v j y 
‘9 Nationals ive is thew entire cost eve y hou teeter of h you can seve = ond 
Our Nationals save us valuable time in pay year—a return of 100% annually on our invest why your operator 72 
roll, accounts payable, and other accounting ment.’ will be happier . 
work, and also increase operator efficiency, 
enabling them to do more work with less effort 4 tba “ad. + TAADE MARK AEG. & FAT. OFF, 
“National's versatil ty perrr ts easy sh ft ng Os) ° Gt - 
THE NATIONAL CASH REGISTER COMPANY, bdavron 9, onio ACCOUNTING MACHINES 
9869 OFFICES IN 94 COUNTRIES ADDING MACHINES - CASH REGISTERS 
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Irom the treshi 


and that freshne 


A SMART ADVERTISING PAYS OFF 


at the retail 
regul rly ippear- 
NATIONAL GEO- 


mart customers 





recip. bole nding cocoon 


the way you want it 





SEL 
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Be the first to introduce the new Waring Coffee Mili 


‘ The smart coffee grinding attachment designed exclusively for the Waring Blendor! 














THE WARING ICE JET, 


wl f | 

at : 
THE WARING COFFEE THE WARING BLENDOR 
MILL, latest WONDER OF WAR- has handsome new container with popular home electric ice crushing 
ING, 16 different grinds smart etched-glass look attachment for WARING BLENDOR 


ONE HELPS TO SELL THE OTHERS! 




















Now when you sell the WARING BLENDOR simple 
demonstrations can add plus profits from the 
sale of two distinguished attachments. Retail 
sales records prove that store demonstrations of 
WARING attachments sell more BLENDORS, too! 
Folks who enjoy today’s casual living really 
go for these WARING contributions to modern 
home entertainment. People know there’s 
something special about the specialties 
WARING makes! 
So sell WARING and sell the cream of 
the small appliance business! 





More Waring contributions to casual living... 
The Waring Mixor The pow (2) 4 


erful hand mixer with the comfort \ 

angle handle—style leader in the . 

portable mixer field. In popular ~f f 

color Z r 
KS 


For faster, smoother shaving 
Waring Shavex powerful mini- 
e attachment for any AC-D¢ 











c shaver KarShave 
e in car, trailer, boat or plane. Them at the House- 
wares Show Booths 


No. 272, 274, 276 





Waring Durabilt Irons The 
valet in the valise wherever Ameri 
ins travel. Fold to two inches 


1 CRE OF THE ELECTRIC :ects3 
= HOUSEWARES BUSINESS! 
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Music to your Ears! 
cL ’ 


v 


‘ L 





Everybody in business likes to hear the cash register ring. And scarcely any music 
out-charms the rustle of the high green notes. 

You can make music with your cash register by advertising, displaying, and 
featuring brands that have made a name for themselves. Why? Because people 
accept manufacturers’ brand names as they do well-loved tunes. Play brands fortis- 
simo and you draw crowds. Crowds mean business. Music to your ears, money 
in your pocket, 

FREE! SEND FOR YOUR COPY... [ow to Make the Brand Idea Work for You— 
Gives you a cross-country look at the best brand promotion by retailers in all fields. Shows you 


quickly the benefits of brand name retailing, and how to qualify as a Brand Name Retailer of 


the Year, 


BRAND NAMES FOUNDATION 


CORPORATED 
A non-profit educational foundation 


437 FIFTH AVENUE, NEW YORK 16, NEW YORK 
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THE ELECTRIC REFRIGERATOR 


monitor top ben ith 


Such things as the quick type ice 
illuminated temperature con- 


trol, frozen food section, lowered 


temperatures and more space for 
food, sliding vegetable drawer with 
glass cover, covered meat pan, stain 
l teel shelves, the evaporator 
door, the butter conditioner, more 


flexible shelf arrangement, defrost 


ing indicator, are largely conveni 
en but are welcome, said W. M 
l‘immerman 
It should be remembered that 
in ten irs a refrigerator running 
five hours a day will have operated 
hours. Most mechanical de- 
ire worn out long before they 
n an equivalent number of hour: 
lor example, an automobile at 
8) ) miles is on its last Jegs, yet 
it an average speed of 30 miles per 
iou that equis ilent only to 


000 hour operation. 


Porcelain Enamel 


\] plied to sheets of steel, nor- 
celain ename! was quite easy to 
ipply until the shell type of cabinet 
ippeared on the market. Some dif 
ficulties were then encountered in 
the application of porcelain enamel 
because the intense heat of the 


hiring operations had a tendency to 
iuse sagging and distortion of the 
netal Da 

In the original firing processes, 


th ’ was hung from hooks 
t l n an erhead conveyor 
Naturally, this resulted in rather 
perted areas which en 
ring 

It ong been known that the 
il Clain enarme led 
t that t which the least 
i po! nm enamel had 
Unfortunately thi 
! i d nough 
i nit 

| t t thin 
| ‘ l¢ eloped that 
t ind Hnpro ed 
t vith coatings only 
half as heavy as previ- 
Asa ult, today por 
lamel is not only better 
than l ice igo, Dut more ecé 

non if ipp 


Synthetic Finishes in the 1930's 


| imon paints that every 


een used for cen 


id al I rmed by i com 

} ™ . } 
t drying oils such as lin- 
inay | blended vith 


MERCHANDISING—JULY, 


CONTINUED 


natural resins to which pigment 
colors have been added. The film 
of such common paint needs oxy- 
gen to harden it. 

For some purposes, paints were 
hardened by the addition of hard, 
brittle 
films which were a compromise be 
tween the flexibility of an oil film 
and the brittleness of a resin film. 


resins, yielding ‘“‘enamel’’ 


Earlier refrigerators were finished 
with paint of this type 

In 1925 a nitro-cellulose lacquer 
called “duco” popped over the hor- 
izon as something new in the fin- 
ishing field. That it was made with 
cellulose paved the way for it to 
become an entirely new product 
olvent that 
evaporated quickly and could be 
handled in a few minutes after ap 
plication. 


It was dissolved in a 


Naturally, the baby electric re 
frigerator business admired what 
automobile makers were doing and 
immediately adopted this finish be- 
cause of its ease in h indling "Earlier 
lacquers did not measure up to re- 
frigeration requirements bd@ause of 
their lack of filling properties, lack 
of depth of gloss, and lack of chip 
resistance. Nor were they able to 
resist grease. 

The synthetic type of 
“dulux”’ 


nnish, 
came on the market in 
1933. It may be said to be a com 
bination of glycerine, phthalic an 
hydrid—a derivative cf mothballs 
and an oil such as castor, cotton 
eed or soy bean produce 

Baking takes place ifter ipplic i 
tion at anywhere from 260 to 350 
deg. which 
polyerization reaction. Little or no 


oxygen 1s require d 


completes the chemical 


I'his new finish gives better hard 
ri ilkali resistance, more greas 
proofn ind much more flexibil 
ity with better adhesion. 

Cost of repairing cabinets, it 
tated fell from 2 
193? with 


matel 


2¢ per cabinet in 
lacquer) to ipprox! 
ibinet in 1940 on 


l¢ pel 


dulux job 


Fewer Parts 


It is in the simplification and 
refinement of parts that toda 
refrigerator is so far ahead of its 
or. For ¢ xample the (93] 
32 model Westinghouse had some 
thing like 1,243 part Today’ 
model has 714, which is a 57 pei 
ent reduction 


I'he old timer wor 


pr ce ct 


1957 


ished at how parts are checked for 
size. The Westinghouse factory has 
in one of its sections a spotlight 
which shines on a part the size of a 
dime, magnifies it to as as big as 
1 dinner plate so that a girl can 
defect. Other 
devic cs have been perfected which 


see the slightest 
measure electrically sizes up to 
10,000th of an inch. Obviously, 
such fine measurements could not 
be done by any hand methods. 
Old-time refrigerator condensers 
The flow 
of air through them brought dust, 


had fins to radiate heat 


cobwebs to cog them up, and re 
duced their effectiveness. Westing 
house produced a condenser which 
is a tube annealed to a long plate 
of metal. No chance for dust to 
be caught here 

A Westinghouse motor has fins 
wrapped around it which radiate 
heat in the same maner as an ai 
cooled airplane engine. Once upon 


1 time there was a fan_ playing 
against these fins to blow off the 
heat. Along came a smart engineer, 
ind constructed a little chimney in 


back of the 


who has ever put a hand in the 


refrigerator. Anyone 
chimney knows there is a current 
of air going upward all the time 
ind this is precisely what happens 
here. Result, the fan is eliminated. 

Old time refrigerators had the 
pressure 
floats 
things to operate. 


regulated by means of 
rather touchy 
Today Westing 


house engineers use a capillary tube 
: | 


which are 


to regulate the flow of refrigerant 
It works on the same basis as a lot 
of people crowding through a re 
volving door, Only so many can 
get through at a time, regardless 
of the number behind 
‘The evolution of the electric 
refrigerator,” say engineers J. H. 
Ashbaugh and W. V 
has been toward the elimination 
of possible leaks. Each joint that 
is done away with, each moving 


Anderson, 


part that can be eliminated, is a 
tep toward simplicity of operation 
ervice troubles.” 

The first Westinghouse refriger 
itor was offered the public in 1929 
Westinghouse 


facturing a hermeticalls 


ind avoids future 


tarted out manu 
ealed unit 
With the old open type unit it 
was felt that belts wore out, the 


refrigerator was noisy am cal 

ind very often it had to 

new gas charge put in every yea 
The new hermeticall ealed job 


employed a high speed motor run 
ning 1,750 rpm against the open 
type which went from 256 to 600 
rpm. It was like driving a car at 
1) miles an hour, and new things 
vere likely to be encountered 

The coming of the hermeticalls 
ealed refrigerator cut down service 
All the ser 


ild do was to clean 


operation materiall 


vice Tiatl 


the condenser, adjust the control, 
fix the float 
permitted him to pull 


with a magnet which 
things 
around from the outside 

All hermetically sealed retrigera 
tors start out with a top model 
unit because it was easy to get 
rid of the heat from the top 

In 1932 Westinghous iw a 
change in the cabinet from wood 
to steel 
these old models today should know 
that, while it performs all right 


Anyone owning one ot 


it consumes two-thirds more ele: 
tricity than the 194] 
and is 40 percent noisier 


refrigerator 


The 1930 boxes were able to 
keep food at 50 deg. or less. It 
had no crisper, no meat keeper 
loday you get a box which keep 
the temperature at 40 deg all the 
time. Milk which is kept at 50 
deg. temperature for exampl 

In the 
when you wanted ic 


would taste rather quickly 
old boxes, 


cubes, vou lost about 20 percent 


of your ice in holding the grid 
faucet to melt 


lacquer on the 193 


under the them 


loose | he } 


boxes turned yellow, and greas 
frequently took it off 
(he vear 1936 saw’ bottom 
mounting of the compressor on 
Westinghouse refrigerators. Wo 
men, it appeared, wanted the top 
of the refrigerator free to use as a 
shelf and they liked the higher box 
to avoid stooping 
Ihe vear 1938 saw the meat 
introduged into Westing 
Old meat loses flavor, 
acquires an odor, and discolor: 
even though it may be perfectly 
edible. Women didn’t like to see 


this happen, and as a result cam 


kee pe I 


house boxe § 


the meat keeper which is able to 
hold 13 Ibs. of meat for two weeks 
if necessary 
Glass shelves, 
clean, came in as a result of a di 


which are easy to 


covery that cold air tends to slide 
down back of the wall instead of 
circling round and round, A great 
number of tests with thermo- 
to find out 


inside of a 


couples was necessar 
just what did happen 
cold box 

Ther isn't a great deal to tell 
of West 
inghouse. In fact, all the insula 


iion ha 


ibout the insulation stor 


been good, It is estimated 
that the 1941 Westinghouse refrig 
erator was 15 percent more effi- 
cient than the 1936 model 

The coming of freon gas stepped 
capacity of the Westing 


house refrigerators some 40 percent 


up thie 


Norge’s Campressor 


A printer named McMullen 
teered Howard | Blood pre 
dent, Norge Division Borg-Wame: 


Corp,, to a dingy little shop in St 
Louis one day in 1924 to show 
Continued on page | 
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NEW HTV CHASSIS! Has ‘reserve power 
-power to spare. Picks up weak fringe 
signals stronger, clearer than ever 
before, You can sell it with confidence 





NEW HTV TUNER! So sensitive and easy 
to operate, it needs no dial at all. A 
mere touch of the smooth panel 
changes channels quickly —effortlessly ! 


4 
é 





>. z= 








Hyper-power 
Television 


a NEW KIND OF SOUND! 


Nobody has to tell you there’s TV sales 
magic in the word “power”... . or remind 
you... when people shop for TV, they’re 
looking first, last and always for powerful 
performance! 

That’s why Philco has literally loaded 
this new line with power. Picture-pulling 
power, people-pulling power. 





Three separate, harmonically balanced 
speakers give you Wrap-around Sound 
There’s one speaker in front, and one on 
each side. Walk your customers around 
the set. Let ’em hear this new “bandstand 


It’s called Hyper-power TV...or HTV. 

Hyper-power makes a powerful differ- 
ence you can demonstrate. The picture’s 
better, clearer, more powerful than any 
you’ve ever been able to offer. When you 
show it, you can boast about the power— 
brag about it! And you can offer a com- 
pletely new kind of sound... 


WRAP-AROUND SOUND 


World’s first 3-speaker wide-diffusion TV sound system! 


and let ’em see Philco’s new 
cabinet styling! Wrap-around Sound, the 
most exciting new feature in the television 
industry, starts with Model 4622M 

$279.95 


presence” 


everywhere! 





national magazines — big-space campaigns in 
newspapers — plus local radio and network TV’s 
“Miss America” Spectacular, live from Atlantic 
City, for the fourth consecutive year! 


, “l ° 44 “Cover all customers with just these 5 new Philco 
Short n Sweet eee the basic 5 beauties on your floor. Get set to go now; Philco’s 
mammoth national advertising will be working 


MAMMOTH AD CAMPAIGN! for you. Exciting 4-color spreads and pages in 


PAGE 222 JULY, 1957—ELECTRICAL MERCHANDISING 








ELECTRICAL 


| 


My Waal | tal) Men ly pM Wn yu me m | yi you Wl or pal we ay A fa 








ewer ares w 
som ry a 
a ae 

| ep then pe re, '¢ 


bet Base 


Pg je a be Ai 





MERCHANDISING—JULY, 


1957 





NEW PHILCO “MISS AMERICA.” 
Truly the most beautiful TV 
of all! Has Hyper-power touch 
panel tuning. Hyper-power 
chassis. Wrap-around Sound 
Phono jack. Big, brilliantly 
clear 332 sq. in. picture, Ma- 
hogany or blond finish. 


nYPER-POWER TV 


1m pop opm Mei rata ean ealla 


BSE. ' 


oo epn eam 
ne 1m 
ail 

OTT TL leds) 


LOOK AHEAD 
Cuil youll Obnoke 


PHILCO. 
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Constant Comfort 


GAS HEATERS 


® Revolutionary new 
heating principle! 


@ Guaranteed to outperform 


any other heater! 


This is it: 


The sale is 














« Unsweread 














pre-heated ceiling air is drawn in through the top by fan 
action, filtered, forced downward through the heater, and 


delivered through floor-level vents to rise again and flood 
the entire room with even, thermostatically controlled heat 


6 more Bacwetdad Extra-Value features that help build in the sale! 





mI. 
( = 


New convenience! 
Simplified, eye-level control 


up out of the children’s reach 


Sas 
( 


New freshness! 
Heat only freshly 
filtered air clean, healthful 


SS, 


ind deliver 


New space-saving! 
Fit nm far ie pace than con 


vent onal type apace he iters 









Pa Aa) 
New safety! 
Fiberglas insulated steel cabinet 


stays cool, and is safe to touch 





IG 


New comfort! 
One front vent and 2 adjustable 


side vents spread heat evenly 





New utility! 
Also operates as an air circula 
tor during hot summer weather 








3 Models Provide Just the Right Amount of Heat for Varying Needs 


A Product of CRIBBEN & SEXTON COMPANY 
Makers of Famous Universal Gas Appliances 
700 North Sacramento Boulevard, Chicago 12, Illinois 


CALL YOUR DISTRIBUTOR 
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THE ELECTRIC REFRIGERATOR 


um a pump that an inventor had 
devised. It was net particularly 
effective, but in it Mr. Blood saw 
the germ of an idea which was de 
tined to become a new application 
of a refrigeration compressor 


Compr ol up to that time 


nerally had been of the piston 
type with the pistons working back 
ind forth in closed cylinder 


Here was a new type of rotar 


COMpressor that seemed to be de 


igned so that its major parts couid 
never wear out because of their 
w, easy rolling motion 

[his compressor was the for 
Norge Rollator. Up 
until 1929, it, like all other type 


I 
of domestic refrigeration compre 


runner of the 


connected to ice 


was remotel 
in use at that time 
In 1929 Norge began a then un 


heard of idea of hipping retrivera 


tor ompiet with OMPpTessor 
inits, to the dealer, ready to “plug 
in Previou practice had been 
to ship comy or units in sepa 
rate crate requiring installation 


m the dealer's floor, or worse, and 


1ot infreque ntl in the home 


Stewart-Warner and Frozen Foods 


Before 1938 the Stewart-Warner 
Corp. made a conventional style of 
electric refrigerator In 1938 it 
tarted off on a new tach vith an 
entirely different machine, accord 
ing to Charles R. D’Olive, manager 
f appliance division 


At that time it dawned on 


Stewart-Wamer that the introduc 


tion of a vegetable pan and a meat 
Keeper wel levi designed to 
nbat a fundamental weakne of 
mechanical refrigeration—its tend 
n to di thu out Said Mr 
I'O) | further in thi 
! l + han i” I bb l 
i homely fa 
It | that th f 
t Va n it Ih I 
tion i it in} wasn ft 
if 1 the ft t If 1 t 
t ld en h to keep f " 
t t n t would eath i 
' " ' f foo 
| I en I ! 
; ; mporat wt 
newhat | nin | n 
| n nd ncen 
t t f tl no l nel 
; ait ; + 7 ice] hot 
the ati i uNndin 
rn t ] itu! In Ke 
Nn 1 th itor mad 1 
t in th ti retri itor in 
fen Id h nt nsel ld 
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pot precipitated the moisture out 


of the a ind food and depo ited 
it on the coils in the form of ice 
[his was what dried out food 


tored in the refrigerator 

Stewart-Warner 
idea. It 
ver a Dig area 
entire back of the box 
Spread out in thi 


tarted on a new 
pread the evaporator out 
mn fact, covered the 
with it 
fashion, no one 
spot in the box got cold enough to 
freeze, thus excessively precipitat 
What moisture did 
come out of the air stayed on the 


back of the refrigerator in the form 


ing mousture 


of dev drop 

But the job of upplying 

ube vas unanswered and pecpl 
had to have ice cubs in the cool 
hest lhis was done bi pla In) 


bottom of 
eparate, it could 
cold 

iffecting the food above. Bi 
of 1 differential 
Stewart-Warner en 
to get two temperature 

Thus was born in 1939 the “Dual 
It offered two 


without an\ 


1 compartment in the 
the box Being 
be made intensely without 
MWecall 
control belt 
gineers were abl 


cpal ite 


I< mp’ refrigerator 
distinct 


Commproml ( 


temperatures 
Ihe lower compart 
ment permitted temperature 

suitable for 


( uick freezing and rope: 
pro} 


deg below freezing, 
torage 
of frozen foods. This independent 
ompartment or freezing locker wa 
for frozen foods, and ice cnbe ind 
operated entirely from 
the rest of the box 

Then in 1939, Stewart-Warner 
idded the Steri lamp, i light giving 
off that particular band of ultra 
which have the ¢ ipacit 


for killing bacteria and mold 


eparate ly 


A Wife Offers Gibson an Idea 


T for Gail 1, Ww hom vith a 
old 1 1934 HI Vil 
iF the furnitu to t 
mn pa n the living room Sh 
vanted helt im Somethin 
licked Rosebrook 
nind. If | tm a 
! a yal I} POO vh 
uld not th nite ian ment 
f 4a f } in i ft 
I if at \ 
ilt, th tq, nsf ZR 
helf w ! Instead of 
haped f unit nall it 
yuld | tra nginee 
Re I ith ¢ it 
t helf th vidth of th 
I} ited =m usable 
t t f th trig 
it Een 
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“Why simply 
trade dollars" 
when selling 


Floor Polishers? _™ 










QUALITY FLOOR POLISHER-CLEANER-SCRUBBERS 
BY FLOOR MACHINE Specialists SINCE 1930 


More Floor Polishers are being sold than ever before. 


But Retail profits on some Polishers amount to as little as 50c or $1, 


“Trading dollars” may be busy-ness, but it's not good business. 


You make money when you promote GENERAL Floor Polisher-Cleaners. 


(complete with | pair of long fibered polishing brushes 


are not “stripped-down” models. They come with 3 sets of accessories 


. | pair of wax 


applicator brushes, | pair of genuine lambswool buffing pads. ) 











And there ll be no “after-sale” headaches with customers! Your 
customers will like GENERAL'S High Quality. Versatility, and the 
Completeness of the Equipment. YOU will like the Long Profit. 
® House Beautiful ® American School & © Maintenance 
NATIONALLY ® Living University Annual * Sanitary Maintenance 
ADVERTISED * American Motel * House Beautiful’s * Hospital Management 
IN AMERICA’S ® Better Maintenance Bldg. Manual ® Modern Sanitation 
TOP © Time *® Banking * Thomas Register 
MAGAZINES * Nation's Business ° Buildings * Hotel Bulletin 
* Newsweek * Food Engineering * Nation's Schools 








Write today for our r EONS Profit Story! 
421 Hudson Street, New York 14,N.Y. Established 1930 ash 
* All Sizes For All Types of Floors — Made By Floor Machine Specialists 


Ge fi é ra {< re INC. . 
© World’s Most Complete Line of Household & Industrial Floor Maintenance Mechines & Vacuums 
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TYPICAL BEST-SELLING 
VALUES in America’s Most 
‘Complete:Line of Floor 
Polisher-Cleaners and Floor 
Maintenance Equipment 


GENERAL TWIN 12A Deluxe 


Nothing finer for the Home. 
America’s most versatile 

Quality Floor 
Polisher 


Cleaner! 





love 
RUG CLEANER 


extra-cost accessory 


Customers 


, “ 
General's . 


= od unk. 6 











Perfect for Rentals! 
GENERAL | GENERAL KL | 
T-16B | DYNA-CRAFT | 

j 








j eter of a. 
for larger he tf , AQ ’ iwelc 
motels mali t t ‘ ne p 
etc f y 
ee ee | 
I | tereste Ge } 1G Profit Pla 
| 
| Im a Uistribu im al | 
: | 
| vame | 
gers | 
| ee 
| 
| City ste ; 
Buyer's Name EM-71 
| DISTRIBUTORS Attention! A limited number of choice 
| territories are open, Mail this coupon for details j 
Reem Gan GEuD GED GED GED GED CUED GED GED GED GED cuD aD =D GED a= GD cD ae ene 
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New General Electric 

























OPERATION 


BIG TICKET to get your full share of § 1 





Realistic Big Ticket Plan, available through y 
the help you need—from f; 


ODAY’S astonishing kitchen appliance market, with its 
heavy trend toward complete kitchens, is big, booming 
and begging for attention. 

Its surface has barely been scratched. 

Now Big Ticket comes up with a complete program of 
all-out assistance to let you capitalize on this opportunity. 
Now you can sell the most wanted line of complete kitcheris 

practically on a shoestring. 





We're not asking you to swallow that whole. We want 
to tell you what you get on Big Ticket—from beginning 





to end. 





First of all: realistic financing. Big Ticket begins by giving 
you the most effective selling tool in the business—a spar- 
kling General Electric Display Kitchen—on credit terms 
available through General Electric Credit Corporation. 


For instance, for as little as 10% down, you may be able to 
put a display kitchen on your floor. That’s a// the inventory 
you need. Your General Electric distributer supplies the 
units you sell as you sell them. 





How do you pay for these sold units? Under its Work-in- 
p 

For as litle as $180.00—a 10% down payment you may be able to put Progress Plan, General Electric Credit Corporation will 

a G-E Display Kitchen like this on your floor. And that’s only the beginning. finance your total outlay for major appliances until your 


Read these pages and find out more! customer’s kitchen is completed and accepted. 








You sell without inventory! Your General You sell the most preferred ling in the busi- You sell the most pre-sold appliances! 
Electric distributor supplies all appliances ness! Independent surveys prove General Wherever you look—or listen—there’s G-E 
as you need them Electric ranks first with women Major Appliance advertising. 
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sales plan helps you 


f § the rich, ripe kitchen market! 


floor plans to finance plans! 













your General Electric distributor, outlines all 


Its Now ... about customer financing: New General Electric line is years ahead in style, completely integrated in color 
Ing Credit Corporation Kitchen Modernization Plan lets you and design, packed with more sales features than any other 
sell for as low as 10% down with less than typical monthly line in the industry. 
car payments spread over not 1, not 3, but 5 full years. Think it over. This market features a high margin profit 
| of To help you handle installation—and get the extra profits picture. When you sell complete kitchens, you're not com- 
ity. that go with it— your General Electric distributor’s factory- peting on a single-appliance price basis. You're dealing on 
ens trained specialists will work day-by-day, step-by-step with a service basis in the sale of tailored multi-appliance unis. 
you on selecting and setting up a complete installation staff. And the man who can supply the service in this new field 
ant That’s only the beginning. General Electric distributor ex- is the man who can get the sale—and the whopping, multi- 
ing perts will be at your service to help plan your kitchen unit profil. 
layouts, color schemes, decoration, design. They’ll make The big beauty of Big Ticket is that it makes it possible 
ing estimates, blueprints, supply color swatches, even give sug- for you to supply that service and still have time to do the 
ar- gestions on painting and floor covering. job you do best — sell. 
rms If you wish, you can take advantage of a complete selec- Add it up. This booming kitchen business can make a big 
tion of hard-selling mat ads, radio scripts, full-color promo- difference in your career. Get in on the ground fleor—now, 
» to tion slides, and a full-length technicolor movie for use at See your General Electric distributor—or send in the 
ory women s group meetings. coupon. General Electric Co., Home Bureau, Appliance 
the And what a line of kitchens you'll sell! The General Electric Park, Louisville 1, Kentucky. 
-in- 
will 
our 
=36n GP ee ae es ow ae “ 
| i 
YOU GET ALL THIS... AND MORE a 
eee 
i Home Bureau Hy 
1 Delivered to you for as little as 10% down—a new General { Appliance Park, Louisville 1, Ky. I 
Electric Display Kitchen. | Gentlemen: I want to know more } 
2 Liberal customer finance plans—up to 5 years. \ about your new Big Ticket Plan. ' 
3 No inventory problems—you simply order from General aoe | 
. ? AMC... corvccccvevsscevens 
Electric distributor warehouse. { 
4 Plans—plus color, flooriny, painting suggestions. | PONE SB odvcccectcececureces } 
§ Most pre-sold line in the business. { : 
Bs i A aeraer de State..33::;:3 i 
Live Better... electrically 
5! 
E 





GENERAL @@ ELECTRIC 
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fected an automati winding ma ample, a hand made mecde! might 
THE VACUUM CLEANER hine work all right but if thousand 








Vestinghouse bevyan making it ma produ ed mot nad fo! 
vn plasti cane! round 1930 mixers and grinders didn t succeed 
CONTINUED Phi pla ti leaner was light in it first they had to be w nked C' 
weight but strong and unlikely t eral time The main trouble wa 
break or warp. Plastics climinated with bearings. Beach hit upon the 
iny chance of electric shock to the idea of putting in a babbitt bearing 
user. As the color pigments ar which didn’t heat up the wa that 
ty i i held through a job the tank Clean is full OF dirt anc placed in the material itself, a cast-iron did. He d d awa 
ban nine shop that iit a lot needed canny Ihe idea wa ratch is hardly noticed of oiling the bearin Ile worked 
I itchboard I pened a imple Ihe dust bag rested on a In 1932 Westinghouse offered out a system of a ball and a shank 
100 pau shop of wh and cale with a plunger attached to 1 set of hand cleaner attachment o that if there was a kink in th 
Hirst of all na nachine it. When the plunger is thrust vhich included a floor nozzle and haft the bearing wei i alignin 
Ihen he had an idea for a down it activated a switch which 1 long tube for floor cleaning. It He wound yarn around the shank 
broomstick model cleaner on which turned on a red ht and told th ilso came through with a moleskin of the bearings to hold oil. No pa 
Bill Oo f kort Wayn elects owner that the bag needed clean bag cloth at this time I'his offered ticular patent wel! taken out 
Company helped him ing. That was in 1939 and it 1 1 dustproof and leakproof bag ma However, the firm p led to u 
ihe three brantz be id I... ¢ nsidered a_ Lander rat & terial for vacuum cleaner its high peed mot fol iTlOUS 
( id Walt i mechani why Clark muleste I he plit handle was first used ipphi itions, among them a vacuum 
ved im Cleveland then came into Motor improvement ilso took on Westinghouse vacuum clean cleaner a vell as a drink muxet 
the picture place in vacuum cleaners produced ers in 1941, and it provided ex Ihe great difficulty wv in balan 
jin Kirb me t them with by Universal. Beryllium opper m tremely easy guiding of the cleaner ing the moving part \ stat ) 
the idea of a cutoff f i cleaner the brush rings imecreased running over the floor mce was not wd enough 2 
vhich permitted tl upling on of time of the motor to 500 hour I ; Mr. Hamilton relat that A “a 
ittachiment If ith i better vithout troubl Motor High Speed Motors nola Elect ld t icuum 
tant mvention CCAUS t vindings were impregnated by drip It is in Racine, Wi that a cleaner busin for 0.0 Out ¥ 
len the hi f tl leanel ping and toda icuum is used tablet to the beginning of the high of the Amold Elect ( im 5 
Ihe brant thought the to draw the ling fluid into the peed electri motor must be the Hamilton-Beach Co. in )] , 
produ t 1 i MNO, th vindings, which also increases thi erected In 19] Hamilton left the Hamil 
model B, the first of the I rant: moto lif Chester A. Beach, a long lank ton-Beach ( ind founded th : 
nicl ean ippeare It had The Meter Story lad from the farm ot a job with Dumor electric Ci loday Ra 
hand ana nozzie. On i firm beim formed | (,eorg¢ probabl ha m i vi 
f{ isons for the na vy nozzk I'he late B. G. Lamme, chief e Schmidt and Fred Osius, who were ire expert on high ed mot 
the fact that odel mo incer of Westingh a ed ung te manufactu ibrator than any other town th 
f hdn't d p t tion that ind built so ri vound alt The firm illed the Arnold try 
t TT did nating current motors vsed by the Klectric Co.. becau it was felt ; q 
laeslaaes 19) hie hail Swift & Company of Chicago on ink eet ens ig eathe atenal Birtman Helped on the ‘Seal’ 
W alte brantz withdr from Pr ram in 189 This led to the al ing name than Schmidt | H One of the ituations that puz 
i ind ith a te formed ternating Current motor employe | Hamilton i iShhiel n the Ber zied vacuum cleaner mak n 
tl 7 mpany, tl \p IK lee n railwa f ears later. In Steam hip Line, heard there was end was the matt fa \ 
t | Vit ( makin cuum 191] Westinghouse designed thi 1 Ob and joined the firm cleaner nozzle has t wust th . 
i Later Prem raduated Universal mot for use on Th combination of Hamilton right distance from ft urfa { 
Milton Stielman ind Walt uum clean for the R nield Beach made histo because th has to clean or it t operat 
Poth ho | mom 7 ial Manutacturing ¢ Sim not two men gat the ld the high right. ‘The rect | tion 1 ill 
nol na f ned th Domest cre designed f th spen | peed « ectric motor. Of course the l i] 
tric C's vhich became Black bine Cleaner Co ind the Va theory of such a de e€ was known It wasn’t that exact re r th 
ind Decker and Lamb Electr uum Compan In 1924, the West to all motor manufacturer but nozzle was so close it i@ 
Dunng the first World W Jim nghou mM mot division d most of the big manufacturers had tact with the rug. it ype th 
Kirl ited the Kir leane wned motors f n domesti their hands full of order kiven passage of air Com] nd in 
hich are toda scott & icuum clean vhi the elect fractional horsepower motors wer ing ceased. If t f tt tl 
letzer ( il commutat | hi ve fixes irce. Producing a high peed mo the action of air v vat 
\pex was one of the first t 70 to in one posit { ul on either tor looked exactly like a hunt for did not pick up th t 
thy ertical mot n | One of direct or alternatin urrent, ‘Thi trouble C. H. Sparklin luat f 
on is that mitted vas a decid ivantage to the ek I he ear was 19 | | Kan Un { t 1d 
th f | ind as a trical deal hy ip ft that was not even an clectrical enginee back in Hiawatha, K kil 
uit Hol Dil ! woh th time he ha t ec] 1 what p af eloped a high peed motor fo he had been ! n 
in Ih ’ i the wind ition the mot brushes had to be massaging machin He made hi il gemiu 
f ean | ' thi il placed and so position them for the first lamination b hand ind It wa hil 
ada nad tl nol ind d tom vound them. He cut and tned un evening that M S ’ 
thi t i i { ' About tl wm tin ( 1] til he t a balan between the thie question of 
lavlor tion win va mature and the held. H kept he thought st that h 
Tattle-Tale Bag ner sect elat Westin hanging th vindn Befo might 1p] t t ot 
s mou | | } ) } } hy hy j } ) | tw 7 ' 
In tudyin th t i i” machine that t that t T ry \ ! t t 
Land Ira ( | in clect i | Vibrate ‘ thing that rt t 
t t eft it as the ba t firm imm tel in t] ing like hot 1] Am tf th In t 
t ich dirt » it ()} ul nachine on it 1 Va n Elect ( npan 1 sprea t ha ! r t 
the tank did th the bag ca inmatu t balan fect n the barbe held with it lean } it t 
pacit mad cle in eriou that it in d the life of a va \ if in th ict } [ 
As a result, Lee M of that uum cleaner mot many tin lt Ihe great possil lite of the pl ed to g1 t 
firm relates, Lande lrarv & Clark ilso reduced the vibration of th high speed motor were not su ir’ 
developed a tattle-tale device which entire cleaner pected and the boys had plenty of He employed nat 
ould reveal to the housewife when In 1923 Westinghouse also per trouble turning them out. For ex wheels on the cleaner, and arrived 
Continued on page 23 
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32% of all readers of New York City newspapers owning a home or office 
air conditioning unit in metropolitan New York, read The News... 


Source: Profile of the Millions ...a study conducted by W. R. Simmons & Associates Research, Inc. 
Approved by the Advertising Research Foundation. Any New York News office can show you Profile, 


Air Conditioning? 
ir Conditioning: 
... [he News has more readers owning an air conditioning 


unit than the New York Times and Herald Tribune combined 


...and more than any evening newspaper ! 


Air conditioning buyers are customers for 
comfort... with the spendable cash to match 


their taste. And in metropolitan New York, 


These buyers are your prime prospects for 
better home furnishings, upper price lines, all 


quality merchandise, the best national brands, 


you reach the largest number of owners in the 
News... 
70,000 more than the ‘Times 
80,000 more than the 
World-Telegram & Sun 
100,000 more than the Post 
120,000 more than the 
Journal-American 
120,000 more than the Mirror 
140,000 more than the Herald Tribune 


The News also gives you more customers 
which delivers for new cars, more readers in families with 
$10,000 and up incomes, more in the $5,000 
plus bracket, more college trained, more home 
owners, more of everything else. 

In the biggest and best market, The News 
with 4,780,000 readers daily gives you more 
because it has more to give! The News merits 
top choice for volume turnover and profit, 


Ask for the full facts. 
The News, New York’s Picture Newspaper. . . 


with more than twice the circulation, daily and Sunday, of any other newspaper in America... 
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Donit Jet wn Hae 


























the clock ahead! | 


Another Giant Step Forward in Washer and Dryer Automaticity 








WHAT ARE THE TWO NEW WHAT’S THE LATEST WHAT HAPPENS AT WHAT IS THE NEW 

MYSTERY CONTROLS ADVANCE IN WATER MIDNIGHT? 4-POSITION DRYER { 

ON THE WASHER? TEMPERATURE CONTROL? SWITCH THAT SOLVES 
WASHDAY’S BIGGEST 

THE LID HEADACHE ? 
GET THE ANSWERS‘: WHEN | 
I COMES OFF THE MYSTERY CARTONS: 
AT wae 4 
NY ATTEND 


YOUR NORGE 
DISTRIBUTOR’S 
MERCHANDISING 
CARNIVAL 

WEEK OF 

JULY [5th 


WASHER 











Watch your mail for exact date! 














. * 






































SHORT, SHORT LINES HOT, SENSATIONAL PRICING = =—esg 
Concentrated on the capacities and That reverses an industry trend, gives > WarcH tain te 
features that cover 89% of consumer you the best-planned step-up today. ® HE MAN With THe ay 
demand. : The busineg " 

: "8 YOu save 

may be vc € 

SUPER FAST TURN-OVER FULL RETAIL MARGINS : Sy wut Own! 
To keep your inventory fluid and fast For the dealer...small, medium, large ? NORGE 
moving. ...all dealers. ° D ouble I 





is The Dealer Profit Line 


NORGE SALES CORPORATION, Subsidiary of Borg-Warner Corporation, 
Merchandise Mart Plaza, Chicago 54, Illinois 





Canada: Addison's Lid., Toronto. Export Sales — Borg-Warner International, Chicago 3, Illinois 
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it in invention j s5f that 
dated september ) 
Air-Way's Start 
A man named ID. B. Rep 
burst on the horizon in 1919 with 
more ideas about icuum Clean 


than there are raisin 


Realizing that dust fall n 
tains and walls as well as flo iT 
had the thought of usin 1 hol 
handle on thi ean th ad 

hich permitted thi vitchin 
ol ction ither fo nd « 

ia 

He had a viget f indicatin 
how fast dust 1 ing through th 
machin i ondertul I Stra 
tion d r 

He had thought of 
bag t itch the dust 

He had th ht of ttin 
pong im the noz to } » it in 
| ntact th th i bein 
le til | 

Ih is the bach yund hich 
the Air-Way Corporation started 
in Toledo, Ohi 

ii pl ilready had | i I 

irpel cpa mad it ft Kai 
( ducation to im them o | 
thi 1c} hip fa higl | 
clean It sim | that Au 
Wa ilized th Amer nv nen 
il reconscious and tl } 
up of the paper | hi ivhit 
th t | 
demonstration 

What h real put th 

iCuuin lean ith An i 

omen has been the i ! r tim 
md labor id J. HL. Nuff Dust 
md dirt ar mstantly a in 
ne on the th } " ’ 
( nan pect i f , 

siderable tim if 
Ph uum clea th 
m qu KI ma at tl 
| ot clea hat 
i ils to the | f 
\ Wav ad | hat il] 
i nif i t in 
It stepped f t of 
’ | ( I 
Pp r than u 
p 
' One t ' " 
t in the middle of | mid 

! ‘ ‘ th {| 

th the nozzl 

Raising th uct 1 ol 
leaner is usually determin | 
device illed a it lift In th 
old da i cleaner that had a I 
water lift wa onsidered pretty 








THE VACUUM CLEANER 


CONTINUED 


‘ | Mid th 
th narket that i iD 
itt 
Ihe Air-Way through its wan 
model, aga tepped up the hors 
power i icuum Cleaner experi 
nce 
Premier Cleaner Contributions 
lormed in 1910 as the Ilrantz 
Premier Co nized as th 
Klectric Vacuum Cleaner ¢ thi 
firm was later to become the i 
thtuin ck ic! a bn ot the (, 
il Llectric ¢ ompan 
hirst hight uccessful model | 
be put on the market wa thi 
K-14-B. whi h i equipped with 
rubber bladed b 7 hy vhich 
lved rapidl in wuchon t 
novement of air. Salesmen | 
it on al nt of it ta 
demonstration 
In earl icuumM lean da 
thre ere twe hools of though 
bout leanin Ih I i t 
beatin faction arn thi u 
tion tachon When Prem 
id ypted mad ce mbined both met! 
cls, at i the hump 
Llistor i mad vhen P 
t matho-mati OZZzI wn 
n the market. It automatically ac 
justed itself to any type min 
urftace As th ic! tad 
n the floor, the handle is in an uy 
lit po mon \ th handle 
pull back t if hor 
the nozzi { l point 
ib th Nha] th flo 0) 
md is held the n ! ill 
i mph hed | mn Nn I 
1 ni n id b id ad 
When t 
| ) ited a tt T 
1) thy hie {] { 
; . ; 
t <n that th itent 
sick lut 
Henry T. Lang, en i 
Cn ft th TT ton 
| mn | t j iched 
hen 1 i 
V\ moth 
| cn that not 
up ft pm and | 
mn n t ! 
tl nN tin In P ! 
| ni d mfa mot ! h ill 1 
U rpm nd th igh spe ad 
ed the in theien 
ut pr nt 
In 19 Premier bi ht it 
hand clean ind asa ult open¢ 


up an field. ‘lhere were two 
oth hand clean¢ on the market 
it the time, but they were sold 
primarily for taking dust off 
clothe 

One difficulty with high speed 
motors was the short life of car 
bon brushes. One hundred hour 
operation took the life of the best 
brushe ind would wear a groovy 
in the commutator nch deep 
loday, in 100 hours the com 
mutators cut a groo that is le 


than 1/10,000 of an inch deep 


By changing the winding ratio 
of the motors—by stepping it up 
from 90 to 17 ind putting mor 
turns on the field and ik in the 


irmature 


the life of a high speed 


motor has been increased. Motor 
vill today run 1,000 hours and 
over on one set of carbon brushe 
Another of Premier's mileston 
is the idea of insulating the bar 
of the commutator with paper 
Mica was generally used, but bi 
iuse it is hard, it wore down the 
irbon brush In early days the 
mica was undercut to get away from 
thi ibrasive ichon Premi 
looked around for ubstance that 
’ ofter than mi ind first 
tried celluloid, then paper. Patent 
is issued December 1935 
Among the folks in history at 
Premier who d cloped these im 
provement we R. | Dunba: 
Henry ‘I’. Lang, Ralph B. Wilson, 


Mo 


Canister Type Cleaners 


A man who had no connection 
ith the cleaner busin but wa 
in engineer graduate of Dartmouth 
| +) becam nt ted in them 
hile helpin bout the 
iT 
kid Younhk imnoved by the 
iy tank t p n jammed up 
ith dirt, and the ht the trailing 
un 
iat doin electrical 
k f the Dext Paper Com 
in hich proe mimeograph 
pa ind becam ire that 
! th had or 
n th varket. He f that a 
) hiter might m po ib] i 
’ t of dirt pper yh 
it i i im clean 
He d | that iInjectin i 
to th n rt lean in 
naking it I I f t 
aw ‘a to 4 
bottom and th il I taken 
t th h cle 4 
Mr. Y ink t th patent 
n +0, ane t to the Healtl 
NI Compan Chica Dhi 
firm produced the inister type 
cleaner. Dirt picked up by a fast 
moving current of air hit a baffle 
is it entered a large, metal dust 
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ollector placed be th the power 
unit, This baffle t K the momen 
tum out of the dirt, which fell to 
the bottom. The centnfugal mo 
tion of the air ke pt dirt parti les 
iway from the center of the cam 
ter. This left the air free of dirt and 
ible to pa ilmost inimp ded 
through a di posable hit Since 


the filter was replaced each tim 
the cleaner was empti it lain 
tained a high lev f efhicien 
throughout its lif 


hi 
hilter 


4 hp motor which turned 


new ch ini 
Queen ind nployed a 
two 
in diam 
turning at the rate of 13,000 


9,000 rpm 


TO 
tating impellers 41% inch 
eter 


to | 
Specialty Selling 


lred Wardell I 
lureka, wa tate 
who used to pitch hi 


of 


juctionee! 


yunder 
1 real ¢ 
tent on the 
have a b 


ind do everything in a 


ground, serve lunch, ind 


us Ilan 


ner. When a series of coincidence 
put him into the n tactu I 
leaners, his real estate experien 
irried over to cl ellin 
When we got ice t 
ver a rug with our | Ch cieane 
which had just been ept by th 
vife, we made a de istration that 
opened her « Mir. Wardell 
ic 
Back in 1912, | Ward ind 
A. L. McCarthy wer gh 
to house in Pittsbi nh, | hei 
idea was to take thei nt it 
ind coach them how to s 
We found ut that the | 
vay to pat 
HISsSion \ nal I ! 
Brooklyn who | é 
r $100 a mont \ 
le me! ile man | 
that he b 
manager, and for 
000 a vear with in I 
ing the reward e i | { cil 
the trick was turn 
It may be of int ttot { 
the mana I { 
da got ila t 
month, and |] nt 
chi lean 
ot $10 on each n 
Kureka Comp t ; n, tl 
manager got > t 
erybody mad 
in New Y 
i n n 
mon al { | 
Stat Sale 
ad | n 
3 Vict i 
init hor 
1 Pittsb ! t lt 
brsine 7 
on cleaner advert f 
Advertising work t il t 
old pitchman used t k, he sa 
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Now Perfection is selling 
only through 

independent 

distributors... 


our dealers 
make more money 


“Our selected distributor can give 
you ‘on the spot’ personal help—that will 
increase your sales and profits.” 


C. W. Mitisom, Vice President Sales 
Perfection Industries 


Your money isn’t tied up. Your distributor 
carries most of your stock. He can deliver im- 
mediately. 


You'll get a faster turnover. You carry only 
fast movers. And you'll move them fast with 


exclusive Perfection features. 





You'll get a profit from every sale. Perfection 
products are priced for profit. It costs you /ess Your Perfection distributor has a complete 
to do busine SS when you deal with cl Perfection program. A complete dealer advertising anc 
distributor. promotional program to t in with Perfection’s 


national advertising. 
You'll have oe product priced for every cus- 


tomer. Ihe same prices you used to pay direct Attention —There are a few territories still 
and you also get personal distributor service. open.. .call, wire or write Perlection today! 


Your Perfection distributor has a complete 


line. A really wide range of Space Heaters, 

Window Air Conditioners, Ranges and e ® 

Water Heaters—gas, oil, electric. HuPP 
oyporalin 


GUARANTEED COMFORT... SINCE 1888 


Perfection Industries © Cleveland 10, Ohio 











MERCHANDI! 





SING—JULY, 1957 










; 
VW 


New “Mirror-Sharp™ picture! 





lube face is mirrorized with 
millions of phosphor crys 
tals for sharpest black-white 
contrasts in TV! 
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(Shown) Longport, 262 


walnut 











Balancea Fidelity FM Sound! 


out interterence 


In mahogany-, 


limed oak- or bireh-grained finishes (217842) 





New “High-Sharp-and-Easy”™ 


tuning! All controls high on 
side, easier to get 
‘Channel I qu slizer 


trong, even 


FITS CLOSE TO WALL 
SAVES UP TO 9%, INCHES 


“One-Touch” on-off control 


moving of sound knob for 


JULY, 


tls 


New 1|4-inch* “Flight-Line” portable-—compact 


easy-to-carry. Nassau, 108 sq. in.* 











New “Glide-Along” rollaround goes where 


please. Langston, 262 sq. in.* picture. In mahogany-, 


or limed oak-grained finishes (211840) 


RCAVICTOR PRESENTS A NEW 


UMAN, CLEAN, 


Here’s how RCA Victor surpasses its own famous performance! 





cease ve 


New 110° picture tube! RUA Power tuning— motor tunes 


aluminized “Silverama to any channel 
with new angle for most remote unit controls on-off, 
picture in smallest space channel, volume 


On all but 14” models Models 21RT820, 2LRT#42 
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pieture In ebony 
finish or bark gray finish (1L4PT802) 
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7 New 17-inch* “Flight-Line’ portable with sharp, New 21.-inch* portable TV and table TV (shown) that New compact table TV with power tuning— attached 
family-size picture. Graduate, 156 sq. in.* picture. swivels, Portland, 262 sq. in.* picture. In mahogany-, remote control, Clement, 262 sq. in.* viewable 
In ebony finish or bark gray finish (17PT807) walnut-, or limed oak-grained finishes (211824) picture, In ebony finish (21RT#20) 


+ 


_ -— 


~seeen ee eee oe 


















Sen oo eee 5 6 ee ee OTT 





et a ee 
aeetkweie en hoe oo Te ee 








AL De 








oe « 





New “Custom-Corner” TV gives room-wide viewing. New “Touch-Turn” swivel TV aims the picture at New console fits close to wall ives up to Oly” 


Malvern, 262 sq in.* picture. In mahogany-, walnut-, you. Harding, 262 sq. in.* pieture., In mahogany-, floor space. Cunningham, 332 sq. in.* pieture, In 
with blond face, or birch-grained finishes (211847) walnut-, or limed oak-grained finishes (21'T848) mahogany-, or limed oak-grained finishes (24D865) 


KIND OF BLACK-AND-WHITE TV- 


. MIRROR-SHARP! 


29 new models with less bulk, more sell in every set! 


Not just a face-lift! Not just one or two new features! RCA Victor picture, sound and tuning, too, The features shown at the left are 

completely redesigns TV —inside and out—with major advance typical of dozens that can put more money in your pocket 

vou can easily sell, Everything’ s new—consoles, lowboys, table TY. See your RCA Victor distributor soon. He can give you all the 
Flight-Line” portables, there’s even corner TV! help you need to make the Lean, Clean Line your profit line, 


See how lean and clean TV can be! The cabinets are sleek. 
slender, fit in beautifully where other TV couldn't go at all. They 


save up to 36% floor space, fit ¢ lose to wall. The old spac e-stealing 
hulge if hac k of the set is gone for good! R¢ ‘A 1( "1 ) i 4 
There’s plenty of extra selling power in the new “Mirror-Sharp”’ A am 4 


Trees @ NO CORPORATION OF AMERICA 








Al your service! t eve ¥ area, the RCA S ' mpany can provide expert installot sad maintes ‘PCA A, 
vict ¥ set tract heck the Yellow Pages 


=~ 
~ 


f your phone directory for the branch nearest youl uare inches Of viewaole picture area | 54 | 
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NAED—THE WHOLESALER’S STORY 


CONTINUED 


‘ t SO ce quit ictive tact pin Ih ivgorou ly tackled 
in the formulation of continuin the pressing problem of labeling 
| / i r ! j product fot ca identifi ition 
men ¢ i lectrif Am \ Ihis took man Cal National 

t t was f Ww mh ie brand name advertising, which had 
Ihe HH ehold Mot 1) 1) done so much to make the Ameri 

es ¢ t! the | t in public appliance conscious, was 
Pion ( ritte continually commended and urged 
! j ( wing man i i er important part or the 

t t it to the overall ipphance merchandising 
tren ( | ent of such oncept 
lead ipplian th t hie issociation from if CTY 

! if ! j ine nmning undertook to 1id it 
na t t nembers to reduce their « perating 
| f f f i hgures to the lowest possible 
riitte j n toe f by tudying and reviewing every 

t ! | ect ( tem of ellin expen mda 

| f f | tract climinating th vhich were not 

' | ' full , tif ( npa t ttle 

f | th radio vas known the national level 
mid f if that f thi phase f the busine to 
at t man i | 19 ng with 

i j t iif ther vil i yroup thie 
That an | ip named National | lectric i] Whole 
parent ile \ ation agreed to i pl 

) | ( | the ( mir Department vith 
farmul ’ ) hit the ost of dome busine ngure 

iT fant f th aistril based 1 pe centage I he 1d¢@a 
utor | tion Ih omimiutt mn Va to ollect uch important n 

luded sa promotion and sale formation—in a particular trade 

train pian t Ope In to use as a measure by which all 
1974. it bega ram of dealet members would be able to make 
education on ect il refriget iluable comparison At the time 
itor Thay { i! befor there wa ‘reat reluctance among 
refrigerators began to attract real ill trades to supply such figures. 
public attention with the introdu The project eventually was aban 
tion of the tota enclosed, n ( doned but the N.I..W.A. member 
le | nwasat continued t improve their own 

f ck it i | the Rad ( 1 ost stud 
mitt tu i | ait first trul comprehen ve 

4 j new to ensus of the electrical wholesaling 
ly t 1) t i th mdustt took pla ( m 19 
i] \] ry ) Among thie thin t howed 
( j t! ti that vl) ti miust T t] 
j j lian " 7 | wt | 1 ’ } } 
| t th ! i i r th ri pain 

, f ith. tribution f hon 
| ' 1, ; ' Man | 
I i ! i | id i Tt tl 
a | i vh ) 
l| il tl 
h ract | I 
tt nanufl t ! t 
t i if t | 
t la in 
= Recovery From Depression 
+ Distribut vhich in 
, had 1 off 64 from th 
ib i ted 
1 t } ha tarted im 
Campaign for Voltage Standards \Y tw till far 
| ' t ! i tistact Modernizat 
tly ’ ’ mid nyt 
| ; thy ; j ; 
t f a t ik 
; , ' Lo" 
i ' ban? ' f r | of t 
} t ! » I if 
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. 
mp both ijarge and miniature 
ct a record. Substantial gains also 
vere reported in iles of household 
ret itor electric range iuto 
mati heating device fan ind 


conditioners 
Despite the recession that fol 
y 


| 
lOWCG 


dustry 


OMMMCICIal all 


the electrical wholesaling in 
in 1938 required the serv 
40,000 of 
them—than such long established 


track i 


Ice of mor employees 


clothing, home furnish- 
ings, dry goods, drugs and hard 
vare. [he following year again wa 
good, An important consideration 
it the association meetings wa 
the development of fluorescent 
lamp and television 

With the 
War II, OPA 


rite brought 


World 


hutdowns and pri 


COMTI & yf 


ibout an almost 


complete halt to the production of 


ippliance good In 1942, a pecial 
N.E.W.A Post-War Planning 
Committe va tarted \ il 
later the War Production Board 
began to make available mo ma 


terials for producing civilian good 
It wa ilso in 1944 that the a 
ociation Spr ilty \pphan ( 
}) ion was established. ‘This divi 
tarted to la 
plans for dealing with the 
hortage of hom 
vas certain to appear with the cc 
ition of hostiliti Soon after the 
var, the Appliance Divi 


ion iunmediatel 
acute 


ippliances that 


pecialty 
ion, in cooperation with the Edi 
con Electric 


the produ tion and distribution of 


Institute, inaugurated 


i basic sal training program 


umed at the electrical appliance 
mdustt 

1 he post-war years witn ed a 
revolution in the distribution of 
electrical household 
lhe market was thex 


ing and able to pa 


Long ( tabli he | 


equipment 


r¢ idy will 


appli mice 


manufacture increased their pr 
duction hedules many times ¢ I 
Ther “ 1 great influx of new 
manufacturer both big and littl 
into the marke Ihe demand f 
n it as ft Iran 
l il din pplian dealet 
t ut t th vall | } 
ig ff nething t ell 
\ phan trad n most] pre 
var models, offered just one big 
probl m. Pyramiding of orders had 
manufacture essing just what 
va nuine and how many would 
have to | ell Surplus ma 
terial vallabk mn many trading 
erved further to disturb 
I litie l l'elevi ion tarted 
tivhith ( la ippt il incl 
unble for distributor fran 
] ] ed 


650% Sales Jump 

I hroughout these turbulent yea 
the N.A.E.D. Specialty Applian 
ap j 


1) vo «trem ' 


‘ lh al 
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program of gathering a deeper in 
ight on operating costs and in de 
veloping aptitude testing methods 
for salesmen. Its appliance dis 
tributor members carried on con 
training, 


publicity. 


tinuous activities in sales 
ales promotion and 
hey campaigned for the increased 


use of warranties, repair parts serv- 


ices, and tagging of appliances for 
ll around better store manage- 
ment. By the end of 1948 electri 


] 


distributors’ sale 


al_ wholesale 
ind inventories up 
650% of the 193 

Then a slight busine 
tarted In the electrical field 
more and more appliances were be 
coming a drug on the market. This 
vas indicated by the highly inten 


hed interest 


were up 615 
J average. 


de line 


hown in sales promo 
1 sell 


hou ( 


tional activities and improve 
ing method Discount 
italog-retail 


operator 


| premium 


house ind thie like ippe ired On 
the scene at the ime time 
Within a few year about the 
tart of the Korean War, whol 
ilers had found it necessary t 
give increasing attention to th 
redit situation. Many dealers, who 
had entered the field since 1945 
were not doing so well. The same 


was true with newly started and in 
experienced contractor 
For the past seven year: electri 


cal wholesale distributors have 


been plagued by rising cost 
coupled with decreasing profit mat 
gin [he market had changed 
from a sellers’ market to a buyer 

market. ‘The change was 


it did not happen overnight not 


gradual 
im an particular section of the 
count 


124%4% Margins in 1955 


(he distribution revolution was 


in full swing. An increasing num 
ber of ipphian manufacture! 
merged thei erations ¢ disa 
pea ed from tl Ther 
( lusi ialt 

in wh i 1 hie n ! 
ilready wa Id on th household 
ippl mn vhich A nea th 

ifuration oim*t | I the iK¢ ra 
brief 1 ( 

iler vho had operat 

we LI margin of about 
in 19 19 we operating on 
in avCTa I margin of 124 
in LY All ¢ the nation, h 
hold applian nd major appli 
in 1 part | had b l 

iWrcasin nattractive to the j 
| itu ind vhol 

vho had p i d th market de 

iopm if 

I'y ft 
month i p tah 
i 1 and it ! 
aut " ; + +} L t th 
N.A.E.D tt 
| ] sal 
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factu 
listribution as 


rs used multiple wholesale 
against single line 
exclusive distribution of major 
the as- 


sociation’s belief that electrical ap 


ippliance It was, and is, 


paratus, electrical supplies, and 
electric housewares need multiple 
distribution. The subsequent dis- 
olution of the 11-year old Spe 
ialty Appliance 


a trend which had 


Division was 
recognition of 
become a fact. 

[he reorganization of the 
N.A.E.D. covered those products 
customarily sold through multiple 
wholesale distribution to contrac 
tors, dealers, accounts, 
public 
It was felt that, by con- 
centrating its efforts in these fields 
the National Association of Elec 
trical D could _ better 
serve all wholesale distributors. But 
is part of the electrical industry, 


the N.A.E.D 


industrial 
municipal accounts and 


utilities 


tributors 


continue to main 
iin a strong interest in and be a 
trong ally of the major appliance 


distributor. 


Plug for Housewares 


Lhe work l 


Te ompli hed 


hiefly by ntinual contacts with 
the major ippliance industry 
through its wholesale distributor 
members who also figure impor 
tantly in the sales of electric house 
vares Approximately 54% to 
) of electrical housewares sales 
ire distributed through electrical 
wholesale distributors. These fig 


ures indicate a recognizable pattern 
f distribution in this industry. It 

the purpose of the 
| louseware 


Electric 
Committee to 
trengthen this pattern and to see 
to it that nothing happens to un 
dermine it 

Electrical know, 


from many years of pioneering ex 


whole ile I 


perience, that this is a hard job 


But it must be done For some 


time now the committee has been 


engaged in new cost studies in 
Iving the services of the full 
distributor ‘These 
tudies are being undertaken along 
the tried and true lines of past 
ommittees whose ef 
forts ultimately proved to be of 
nefit to the whole industry. 
Chese studies, however, are con 


lucted with the 


functioning 


ymmodit 


realization that 


nanufacturer of practi ally all 
product ire faced with rising 
sts. At the same time, the pay 
I] trends in the electrical whol 
industry reveal that, during 

nt veal ile were up 8 
were up ‘Tran 

tation cost ‘rising and will 

t So are warehou 

+} + ; n 

i 

\ nbrace 
functions of tl 
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electrical wholesale distributor 
The Electric Com 
mittee presently is attempting to 
irouse the N.A.E.D 
to the possibilities and potentiali- 
all-out effort to me 
electric housewares and 


Housewares 
THC mbership 


ties of an 
chandise 
to impress upon manufacturers the 
value of the electrical distributor in 
the wholesale distribution of his 
products, 

The first step in this program 
is to impress upon distributors 
their historic place in the elctric 
housewares field by suggest: 
that they can build a satisfactory 
solid return for their 
by organizing to render a full sérv 
ice 


Electrical 
turers are in a position to buy a 


ways 


4 ompaniecs 


housewares manufac 


proven and tested distribution 
service because it is necessary to 
the movement of their products 
hirst, 
clearly know the distributor's value 


make use of that 


Ihe manufacturer, must 


hen he must 
knowledge 
Definite 
nica ured in 
N.A.E.D. is 


inanufacturers 


results already can be 
everal product lines 
wor ng along with 
in developing a bro 
chure which will be distributed to 
to help 


Vacuulihh 


dealers in large quantities 
their sale ot 
and floor polishers. Dut 


them in 
cleaners 
ing special committee sessions, dis 


tributors and manufacturers ar 


being presented with an opportun 


ity to discuss the catalog number 


ing and packaging of electri 
clocks, thus appraising manufac 
turers with problems in a_ field 
vhere identification of products i 


not clear 
Manufacturers will be 
learn first hand of the 


able to 


expel ence 


of cross-sections of electrical house 
wares distributor As a result of 
the N.A.E.D. Electric Houseware 
Committe 1 common meeting 


place is provided for manufacturer 
ind distributors to get together, to 


ompare notes, to get reactions and 


to swap ideas concerning the prod 
ucts that are of mutual interest 
The earlier Radio Committe 
ind the Household Motor Diiven 
Devices Committee, the later Spe 
cialty Appliance 


Division, with 


various consumer products, in dif 


ferent degrees and during other 
times, set the pattern for succe 
In a way, history do 


itself. ‘The record 


manufacturer of 


repe if 
hows that the 
house 


need: whole ile di 


r les tri 


wares pre duct 


tribution And many electrical 
wholesale: must have electri 
houseware pl duct E.ventuall 
yoner rather than later, the two 
ups, so vitally dependent upon 
mother, will work wut solu 
t ! ympatible with th mutua 
nt t end 
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Water Heater Business 


Step right up with your ready-picked winner the Toastmaster 
Water Heater line! It’s the big line known by consumers from coast 
to coast, a trademark that’s a familiar word in every household 

Make your selection of fuel types... and you're right, no matter 
which you choose, because Toastmaster Automatic Water Heaters 
offer both gas and electric models—to meet the requirements in your 
trading area, whether urban or rural. Electric models are equipped 
with the exclusive Life-Belt* Element, the longer-lasting element that 
won't let lime or scale form inside the tank. And you have a choice 
of heavily, evenly galvanized tanks or lonodoglas* tank lining! Gas 
models come with famous Robertshaw-Grayson universal controls 
and burner with interchangeable orifice and lint-free pilot. All Toast- 
master Water Heaters are insulated with heat-saving, money-saving 
Fiberglas. 








In the round-and-round of business, you'll find no wider range of 
water heaters. Toastmaster* offers three styles; round electric models 
from 30 to 120 gallons. Gas: 20, 30 and 45 gallons. Table-top electric 
models: 30, 40 and 50 gallons. And keep your eye on the new higher- 
wattage Quick-Heat Toastmaster Water Heaters... A double winner! 
Your utility company can give you details about high-wattage models 
in your trading area. 


PP. 








f 
| = | McGRAW-EDISON CO. + Clark Division 
i / ; 
5201 West 65th Street + Chicago 38, Ilinols 
' 
| a * Toastmaster” ia a registered trade 
math of McGraw Edison Co, Chicago 
makers of ‘Toastmaster’ Water Heat 
— ors, ‘Toastmaster’ toasters and other 
j Toostmaster Tropic Aire and 
top Awe Carrier’ Products Copy 
a = os ' right 957 by roe eof nn te 
Y « | 
4 . 


wo 








TOASTMASTER 


Automatic Woter Heaters 
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MARKET 


PATENTED 









electric, coal-wood 


or oil COMBINATION RANGE 
“TWO-IN-ONE” OVEN 


Heres the kind of versatility that pays 


















oft in any dealership 1 fully automat 





—— 


Bake and roase wit 


combination range with a coal-wood or oil 


cooking top in the mow modern tem 

coal TT 
perature controlled Llectric Range manu : oal-wood 
or oO slone, electricity alone, of 
Jactured in any combination with this 


rWO-IN-ON}I OVEN' 


King Size “DUO-OVEN s heated by coal 
wood. oil. or electricity individually or at 
the sar time. Bright chrome finish top 


Monarchs exclusive duplex draft. Kitchens 


are cory in winter cool in summer, For 





complete information about our protected 


Right front surface unit becomes 
RED HOT in seconds. Choice of 
over 1,000 heat selections 


dealer franchise, write 


MONARCH RANGE CO. 


MONARCH specializes in Range Manufacturers of the most complete 
line of Quality Ranges in the U.S.A 


3877 Loke S Beaver Dam, Wis 


















































Make friends with your customers 


t ee ——=—=—1 You sell the appliance on your show 
| sutacturing Co | room floor, but when you deliver it, you 
| , St. Phila. 33. Pa | ell yvourself. So if you want your cus 
j tomers to rem mber you with pleasure, 
‘ W , | do a prot ional job on every delivery 
Protect appliance uch as ranges and 
5 eee se | refrigerators with Webb Slingabouts.® 
! | They guard the appliance against bumps 
| metrigerat Freer Dry | ind scratches, spare customers’ paint and 
| liste We , ; 1 woodwork, Webbing handholds help men 
| . 1 maneuver appliances smoothly into 
i iad | place. For further information about 
| NAMI | Slingabout (water repellent canvas 
j jackets lined with soft flannel), fill in 
ADORE | the coupon opposit 
| | 
cily ‘ 
| | GSB SLINGABOUTS 
ZONE Alt | For Radio, TV, Air Conditioners, 
| ask about Wrapabouts® 








THE NARDA STORY 


phis was chosen to head the organ 
ization. His greatest work was in 
the area of manufacturer relation 
in which the dealers and manufac 
turers made great headway toward 
understanding each other's prob 
lem This program, still ver 
young, 18 a constantly continuing 
part of NARDA’s basic activities 
In January, 1954, Vergal Bou 
land succeeded Johnston, but hi 
term of office was cut short due to 
ill health and Harry Price, then a 


ICe-pre ident, w 


is chosen to com 
plete the year He also served as 
pre ident in 1955 

[hat vear one of the most dar 
ing experiments of the associstion 
was undertaken and Price shoul 
dered the respon ibility and the 
vork-load for thi imost ingle 
handedls Th 
lished their own hool the 
NARDA Institute of Management 
it ‘The American Upiversity in 
Washington, |. ¢ Here the 


inalyzed the bewildering trends r 


retailer estab 


tailing of apphan ind television 


} 
had developed and me thods of ad 
istin the perations to them 


Ih Institute \ 0 highh ul 


ful that the original yroup ol 
( which attended in 1955 wa 
loubled = t 100 in 1956 and 
hy | f 1 19 


THAT T IN CASE A FUSE 
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CONTINUED 


Local NARDA 


prang up in large and 


during this period 
chapter 
mall communities throughout the 
country. Led by Emerson Dole of 
Wichita, a 


meeting Wa established and 


program of regional 
many such meetings are held an- 
nually all over the United States 

Don Gabbert of Minneapolis 
was elected NARDA’s president in 
1956 and he continued the pro- 


grams launched earlier, putting 


even more careful planning and 
pre-set organization into many of 
them. In January of this year he 
was succeeded by Ken Stucky, the 
man who created NARDA’s Uni 
form System of A 


as treasurer from the late 


counting, served 
1940’ 
until the irly 1950 ind had 
tuck with the outfit from its rough 
beginnings to it period of wide 


pread recognition a 1 positive 


force in the industry and 


n en 
lightened spokesman for the na 
tion’s retailer 
Members of the Board of Di 
I CGabbert lari 
Price, ‘Tom Carmichael of Seattle, 
Steve Feinstein of Boston, Joe 
lleischaker of Louisvill Dole 
= Finch of Medford, Ore 


ecto mclud 


Glenn Flinn of Tyler, ‘Vex., Stuart 
Greenley of Flint, George Johns 
ton of Minneapo! Walla John 
( I>. McMullin of ‘Toled 
() ( Nal t Ly Moin 


OWS WHEN | 





MER 


HANDISING 





-WAY COMBOS 


MODERN 








WALNUT 
MAHOGANY 

LIMED OAK 

MAPLE 

EBONY : 


TRADITIONAL 


PROVINCIAL 


CHINESE 


Model No. KDII9W 





¢ 
m Olympic’s hi-fashion stylings that meet all Sell Hi-Fi TV with 3-D, the new Olympic “exclusive Sell more, profit more, with the industry 
your local customer preference Modern, Tradi that adds Dynami Definition and Dimension to cessful pricing-merchandising formula ot widest 
tional, Provincial, Chinese! Sell from a complete r'V sound! Hi-fi TV hi-fi AM/FM radio plu variety of models that gives you a free hand to 
election of decorator cabinets in genuine fine furni hi-fi 4-speed phono way fun all in one for meet competition and win top profits! Plan your 
ture wood Sable Walnut, Limed Oak, Mahogany the price of TV alone! High-fidelity multiple sales for profits you will keep with Olymp. con 
ind Maple. plus Ebony-finished Hardwood! peaker sound system, power transformer chassis! sumer-tested, premium value combinations! 
’ 
THE INDUSTRY'S MOST COMPLETE COMBINATION LINE! , 











mle BEE) 


Model No. KH406B Model No. KDI20M Model No. IKBa8P Model No. KDIIOC 


q) Ty much more! Call your Olympic Distributor! qi 


AS ADVERTISED IN: LIFE * SATURDAY EVENING POST + LOOK * HOUSE BEAUTIFUL + EBONY + N. Y..TIMES MAGAZINE 
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YOUR 8 BUY THE ELECTRICAL LEAGUES 























































CONTINUED 
ig local conditions, requirement Nothing further was done nation 
nd the primary interest of the lo illy until the National Electrical 
i) industry. Out of these vaned Manufacturers Association under 
yperations have come ingenious ap took to prepare a program of mar 
proaches to, or applications of pro ket development activities in 1935 
grams which make all the difference ind launched the current Adequate 
between 1 partial Or i maior uc W inng program early in 1938 
a This plan, modelled after the Red 
Let's point up the above by meu Seal Plan, can only operate etfec- 
tioning just a few of the many tively through local cooperative 
possible exampl groups preferably established elec- 

Bie Of . wies trical leagues with all sectors of the 
‘9 ai nee — industry ré pre ented in their mem- 
There wer pasmodi and be! hip 
ketchy efforts to improve the home A commercial lighting campaign 
wiring situation before any really was undertaken in Chicago nearly 
basic program was Offered the in 30 years ago. A standard of light 
dustry. ‘These early efforts took the ing performance was developed and 
Every NEO-GLO Element is form of outlet campaign ind the i pecial identifying emblem was 
Gl ARANTEED for the life like fo the Electric Service used. In this case it was the head of 
ty — AN-GLO HEE! League of Toronto, Canada (now Jenjamin Franklin. ‘Today there 
NEO.GLO ve means, if the the ESL of Ontario) goes the credit is a national program under the 
, * bi. , AN my oa ~ for a broad gauge approa h to the iegis of NEMA 
”) A é / ’ cver yuTt 
| ns problem of inadequate home wu Christma decorative lighting 
out, well give you a new ele 4 
ment ABSOLUTELY FREE! ing. Someone up ther iw the was first undertaken by the ele 
need to develop i in ple tandard trical leagues, many years ago 
DELUXE AUTOMATIC of reasonable adequacy as a mini Which was first, Minneapolis or 
mum basis and an identifying sym Denver, is still the subiect of good 
FAN-GLO $3 A95 bol so that the builders, electrical natured discussion between the two 
P industry and the publi would have cente! The national outcome of 
Model 1351-1361 aret PRICs omething they could recognize and this was two-fold—widespread adop 
ippreciate. ‘Thus in 1923 the Red tion of the activity and the plant- 
Seal Plan was born. Shortly ther ing of a beautiful pine tree in 
FAN-CLO ifter, the SED obtained the nght Sherman Plaza in Washington, 
FAN GLO to put the plan to work in the D. ¢ This is illuminated by the 
United States and it was carried on electrical industry each year under 
Model 197T oor? through the league until 1933 the general supervision of the Ele 
(Manual) $7995 
Model 195-196 LIST PRICE 
4 And NEW for '57! 
Model 40T-41T $1495 LIST PRICE 
HI-LO THRIFTEE FAN-FORCED . 
HEETAIRE!  ¢4 46 
Two Speed Switch 
Model 45-46 LIST PRICE 
Fan-Forced THRIFTEE $ 95 . 
HEETAIRE Model 43 1 LIST PRICE 
Automatic Fan-Forced Portable 
Plus HEAVY DUTY HEI TAIRES. Use one hag it pa wes 
(220-240 Volts AC) 2 jerge coum Cael wo $59 
| I 
Electric Products, Inc — on | Products, Inc Sh YW i’ 
ynada: MARKEL ELECTRIC PRODUCTS, Lid., Ft Erie, Ontario U 
EXPORT OFFICE. 15 MOORE ST.. NEW YORK, N.Y 
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tric Institute of Washington and 
the lights are switched on, with 
appropriate ceremonies, by the 
president of the United States. 
The first president to so officiate 
was Calvin Coolidge. 


Leagues Tested Credit Plans 


Not only have leagues initiated 
programs, they also have been 
equally valuable as proving grounds 
for al' kinds of promotions. Con- 
sider, for example, the testing out 
of time payment plans for adequate 
wiring installations as was done in 
Cincinnati and other centers; the 
appliance shows and promotions 
put on in San Diego, Boston, 
and other communities; industrial 
equipment shows as presented in 
is. thev 
do it in Milwaukee; home shows 
like those organized in Chatta- 


Chicago; parades of homes 


nooga; working with maintenance 
engineers initiated many years ago 
in Cleveland and paralleled in St. 
Louis and elsewhere; window dis- 
play contests; cooperative adver- 
tising programs done so effectively 
in Philadelphia; all kinds of special 
appliance, television, home air con- 
ditioning and other operations that 
can only be done effectively and 
efficiently by cooperative means. 
This would include consultation on 
such fundamental industry prob- 
lems as code revisions, safety regu- 
lations, sales ordinances and the 
like. This list is legion and the 
credit should go to all, but it should 
not be closed without mention of 
the latest in the chain of local 
activities that has become a national 
program. This is National Elec 
trical Week, initiated in Detroit 
by the electrical inspectors and 
brought to the attention of national 
bodies by the Electrical Association 
of Detroit which helped greatly in 
working out the details of the pro 


gram 
New Formation 


Following the demise of the 
Electric Council, the 
leagues found themselves without 


League 


an agenc' through which thev could 
express themselves in national elec 

trical affairs. This led to the forma 
tion of the International Associa- 
tion of Electrical Leagues in Janu- 
in Washington, D. C 
Twenty-one years later it is still 


ary, 193¢ 


performing usefully for the leagues 
and holds an annual conference to 
which are invited all who have an 
interest in seeing and learning how 
cooperation works at the local level 


ELECTRICAL 
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in the electrical industry. 

Ours is an unusual industry be 
cause it is the motivating force of 
all modern industry. Without the 
light and power and heat we offer, 
in their multitudinous forms, indus 
try as we know it would not oper 
ate. And we ourselves are a very 
complex industry which makes us 
all the more interdependent. To 
day we hear much of electrical in 
terdependence but, like coopera 
tion and the electric league idea, it 
is not entirely new. 


Rise of “Interdependence” 


The meeting at Association Is 
land, when the SED organization 
was first discussed, was, as stated, 
in 1912. It was called Camp Co 
operation I. While the SED was 
not actually brought into being 
until 1913, the camp tradition was 
not renewed until 1922—a decade 
after the first camp. This was re 
corded as Camp Cooperation II 
and was organized by the SED and 
ittended primarily by league repre 
sentatives and supporters. ‘The last 
league meeting held on Association 
Island was ~.mp Cooperation XI 
in 1931. In 1932, Camp Coopera 
tion XII was held aboard the Pan 
American, a cruise ship on the Ber 
muda run, 

In Vol. 5, No. 3, August 1932 
issue Electronica (S.ED_ organ), 
there is a report of the meeting 
under the title “Interdependence 
Within the Industry,”” New Theme 
of Industry’s Approach to Coopera 
tion. Good ideas, like old soldiers, 
never die and we all know of the 
splendid job done by NEMA in 
presenting the theme to the in 
dustry at its annual meeting held 
at the Waldorf-Astoria in October 
1944. This skillful and dramatic 
presentation made a deep impres 
sion on the industry—nationally and 
locally—and many leagues recorded 
their support of the idea by ofh 
cially adopting the Declaration of 
Electrical 
theme was given another boost at 
the 1956 annual meeting of NEMA 
where another outstanding drama 
tic presentation received merited 
acclaim. 


Interdependence. ‘The 


From this brief discussion it 
can be seen that the complete story 
of cooperation in our industry is 
a long and complex one. The idea 
is so right, so sound and so im 
portant that we are fortunate in 
having had so much experience 
with an agency so powerful for the 


common good End 
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WILL HELP WIN SALES | 


The long life and dependability of Lamb Electric 
Motors has been preven in many thousand 
applications during the past 41 years. 


In the appliance field, as well as in other fields, 
Lamb Electric Motors have gained an outstand- 
ing reputation for ruggedness and reliability. 


Long motor life is one of the many reasons why 
Lamb Electric tnotored appliances are so popular 
with both dealer and customer. 


THE LAMB ELECTRIC COMPANY * KENT, OHIO 


A Division of American Machine and Metals, Inc 


in Canada: Lomb Electric-—Division of 
Sangamo Company Ltd. -Leaside, Ontario 









Motor ports 
for household 
appliances. 


p> © 





Weight-saving 
motor for 
home appliances. 


Turbine for 


canister-lype 
vacuum cleaner. 











THE EDISON ELECTRIC INSTITUTE 
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ma ie nore than 15,000 of 
kits w ised | CA t 
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Farm Promotions 
| trificatior 
if ! ictivitie ha 
hasize | 
' Institute ' ' ' 
| Martin Aw f the ¢ 
if th ' 
? ' nied j i‘) pre ente 
; thy mpan liget 
] th t tT t rural if 
if pro im Lh 
| , ( | i pa ti p ted in 
th Klect Wat Svstem ¢ un 
i f the first ordinated in 
ist program tablished in 
19 [he (oro » ha rat C1ope 
1c produced uch videl used 


natenal i the EEI Farm Ek 
Manual and the Farm 
l.quipment Handbook. In 


trihcation 


mmittee wa 


til MiGii Nid 


formed—the Farm Sales Promotion 


(Commiuttec vhiuch ontinued and 

inded the Gr up xchange 
of Information activiti Particu 
ld empha l Va pla ed at that 


time on farm lighting and in 1954 
i very effective promotional kit wa 
made available to local utilitic ind 
thers interested in farm lighting 


lhis committee | irrently initiat 


i a “Farm Better Electrically” 
program All segments of the el 
t il industry and its allies have 
een invited to participate. P1 
motional material ire bein pre 
pa 1 and an identifying mbo 
ha been produced Supportin 


harm Better Electrically,”’ coordi 


ate ile Impaigns are being de 
l'arm entilation ind 

t itin l to bt empha ized 
Displ Danne! ind other point 
t-sa promotional materials ar 
n prepal d Another ubcom 
uittce of the Farm Group has in 
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Karte ty 1 note ial eles 


biti ; r* 
tri yoking load throughout the 
middle and late ’30 It was di: 


banded at the start of World War 


of the war, the 


commen 


74). ing 
Commercial 
Lighting, Elect: Space Heating 
Ma Kct By 


} id f st t l ht ng 
( nitt [hese f mmit 
' respon f roviding 
kh ni ipan vith sale 
I ss { bd nal i] I 
the i] iréa 
Among th | i i Com 
1 i \p] itio! Handbook 
Lighting La t Form iB ng 
Motive Handl K manuals deal 
ing with nou ommercial ippli 
ition i urce italogues of 
promotion ind demonstration 


| lipim 1 
Better Light Better Sight 


\ previou mentioned, ther 
I two ranization in which 
KEI participates—the Industrial 
Electrification Council and the 
Better Light Better Sight Bureau 
Che Bureau was organized in 1934; 
its objectives were and still are to 
foster through educational mean 
1 better public understanding of 
the relation hip of light to sight, 
ind of the contribution to good 
better 
offices, 


eeing which is made by 


lighting in school 


home 
ind industry. To achieve this, the 
Bureau produces booklets, films, 
teaching aids for use in school 

bi-monthly 


ind i MnavaZinne 


EEi Annual Awards 


commercial 
iwards offered to electric light and 
powe! Mn pane he were the 
Thomas W Martin Award, do 
nated by Thomas Martin, Cha 

man of the Board, Alabama Power 


(Oo ind the Georg A. Hughe 


} 
Award ff th HH tpoint 
( npan | two riginal 
ward j en iu iit ited 
} } } 1] ] 
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Zoeur SALES’ CONTINUE 
AT RECORD BREAKING PACE 
...»«MONTH AFTER MONTH 


a 195° \ «UN Zenith sales-upswing” continues—due to sound 








merchandising practices, exciting timely promotions, 


pynerst 1 qs and quality products, hile the industry lags behind. 





*UNIT SALES 10 DEALERS 
COMPARED TO SAME MONTH 
IN PREVIOUS YEARS 


See the Sensational NEW 1958 
Zenith TV, Radio and High Fidelity 
line at your Zenith Distributor!!! 








in before 


In every product the the Zenith name qoe 
ZENITH RADIO CORPORATION «+ CHICAGO 37, ILLINOIS 
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REVOLVING SHELVES. A simple touch pute all 


foods at 
shelves 


turkey « 


Only G 


MODEL BH-15. General Electric PRefrigerator-Freezer. Other “‘Straight-Line’’ models: 


your fingertips 


up or down to 


va flat pie 






Another touch adjusts 


accommodate 


a bulk y 





BIG, ROLL-OUT FREEZER. Up to 175 pounds of 
frozen food glide out toward you at a gentle touch, 
just like a filing cabinet. Four nylon rollers let the 


freezer roll out silently and smoothly 






New hinges! No coils in back! 


Doors open fiat Fits flush againt wall 
with wail eh, 
; | 
ee $ Tz — 
CA — 
‘ E| i 
| 
iA wre 
4 oI \ (nn 
¢ fit aa | 
a ‘ —> 1\¢ 
"his 


Same Pe a rr ~ 


3 / as Cabinets — de 


_Fits flat at sides and front 


eliminates coils on back of cabinet 


Sell the best selling-features in the business... 





























BH-13, also BH-12 with freezer at top. Available in Mix-or-Match Colors and white. 
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eneral Electric gives you all three! 





NEW “STRAIGHT-LINE"’ DESIGN. Refrigerator fits 
flush with walls and cabinets. New filtered, forced- 
draft condenser system is at bottom of refrigerator, 





Here they are, the three most demonstrable fea- 
tures in any refrigerator line . . . every one a Gen- 
eral Electric “‘first’”’ and a major sales advantage 
for the retailer. 


Out on selling floors all over the country, these 
features are stopping the shoppers. 


In fact, today’s biggest, single selling-feature in 
refrigerators is General Electric’s exclusive revolv- 
ing shelves. And General Electric dealers have 
already sold more than a million General Electric 
Refrigerators with revolving shelves. 


Extensive national advertising is dramatically 
spotlighting the new General Electric Refrigera- 
tors, pointing up the ease, convenience and beauty 
value of these important features. 


-»» PLUS THESE GENERAL 
ELECTRIC CONVENIENCES! 


¢ Magnetic Safety Door 

¢ Revolving Vegetable Bins 

¢ Adjustable Door Shelves 

¢ Mini-Cube Ice Trays 

¢ Automatic Butter Conditioner 
and 

¢ General Electric Dependability ! 


Progress ls Our Most Important Product 


GENERAL @@ ELECTRIC 
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G-E Polisher 


General Electric Co., 
Housewares & Radio Div., 


Bridgeport, Conn 

Device: G-F floor polisher, F'P-1 
Selling Features: Contoured sid 
for reaching into low kick spac« 


mder appliance ind furniturc 


inyl bumper permits cleaning up 


to walls without marring: finger tip 
ontrol switch at handle grip 22-ft 
xd; comes with buffing pads, pol 
ishing  brushe ind crubbing 
brush polishing head wivel 
down for storage; white and gold 
veighs 12 Ib 
Price: $49. 





i... a 
TRADE-WIND Ventilator 


Trade-Wind Motorfans Inc., 
7755 Paramount Bivd., 
Rivero. Calif 


I rad 
lator for use 
Selling _ Features: 
I rade-Wind 
fugal blowers 


Device: 


Wind 


with built-in ovens. 


hood venti 


Incorporate , 
300 cfm twin centri 
installed in the back 


part of the over-the-oven cabinet, 
4 leaving front section available for 
torage i choice of 2 styles in 24, 
ind 33 in. lengths for single 
n units, and a 45 in. length for 
suble ovens; hoods come in an 
tique coppe! tainl teel and 
)pper; a snap-in, easy-to-clean fil 
t located under hood; an inlet 
duct iri hot, contaminated air 
from hood to ventilator which ex 
hausts it to the outside: a built-in 
Da kdratt damper ] tandard equip 
nent ind interchangeable hori 
ntal or vertical discharge i pro 
G ELECTRICAL 
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APPLIANCE 














vided prewired with built-in “‘on 
oft” switch; thermostat 
ontrol hould 


iufomat 


turns on ventilator 


oven become overheated 





DORMEYER Griddle 


Dormeyer Corp., 
Kingsbury & Huron Sts, 
Chicago, 10, Ill 


Device: Dormevyer ril-Well No 
QU) 
Selling Features: Over 20-in. lon; 


big enough to cook 15 hamburgers 


drainage wells on 3 sides; reservoir 


it one into which meat juices drain 
for easy basting; polished cast alu 

with polished 
and 
Dormastat, 


unit and provides 


minum aluminum 


cover, steam vent optional; 
thermostat plugs into 
variety of tem 


perature controls; immersible for 


cleaning 





RCA-WHIRLPOOL 
Air Conditioner 


Whirlpool Corp., 
St. Joseph, Mich 


| ( ithe rwe whit 7 
plug-in lo-amp au 
Selling 


easily 


Device: > portable 


conditioner 
Weighs 90 Ibs.; 


window to win 


Features: 
moved from 
dow; has a 7 h p. Compressor 
tor rated at Btu's per hr.; 


operates on 115 volt 


no 
6 O00 


draws 5 
ind 14 in. high 
indow; a kit 


mounting come with 


amps.; 21 in. wide 
ind deep—fits any 
for flush 
unit; single 


ible grill: 


thermal] 


rotars yuh ol idjust 
built-in thermostat 


overload prot ctor 


ind 
ilumi- 
num cabinet has 


2-coats baked-on 


iqua enamel; aluminum front panel 


vith frost blue and whit 
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STANTHONY Broiler 


Stanthony Corp., 


5341 San Fernando Rd. W., 
Los Angeles, 39, Calif. 


Stanthony ble 
broil I 


Device: tram 


built-in 
Selling Features: Use: 


PATI 


bed ot c¢ 
retractory “‘cerra-coal in 
tead of 


prope I 


charcoal; are brought to 
broiling 
1000 watt, 


ition 


temperature — by 
220 volt clement; 3-po 
high, 


control; 


witch gives 
heat 


mounted on control panel remind 


medium or 


low 


gnal times 


when to turn meat used in 


tandard kitchen or playroom with 


. Can be 


out expensive brick or masonry 
comes in hi-baked enamel with 
hardwood ‘°»; micro switch cut 


off powei sen cover is in place; 
divided 


plated grills tilt to 


casy to clean; 


{ hrome 


drain off fat 


clectric rotisseries available a Ti 
cessory; fits into standard cabinet 
4 in. wide, 28 in, high 





EASY Washers 


Easy Laundry Appliances Div, 
The Murray Corp. of America, 
919 N. Michigan Ave., 
Chicago, 11, tll 


Models 


Iwo medium-priced auto 
mati vashers—Commander and 
Patncian brings Easy 1957 line to a 


total of G models 


Selling Features 


( ommander in 


ilar in appearance to Riviera, ha 
ill-fabric iutomati laundenng 
inability including ish water 
e s 
© 





ANNA A. NOONE 


New Products Editor 





QAM 

temperatures—hot, warm and cold 

rinse temperatures—warm and 
cold: 3 load sizes; a soak cycle if de 
ired: wash cvycles—normal and 
fine; and complete flexibility in wash 
time cycle; plus “whirlaway” spin 
dry system; porcelain-fnished, top 
has counter balanced aluminum lid 
finished in baked enamel; whit 
baked enamel cabinet with chrome 
trim: fluorescent light iluminat 
work surface and newly-designed 
Mastermind” dial panel, A second 
model with special uds-savel 
mechanism | wailabl lightl 
higher 

Patrician = ha fully-automats 
ervice such as 3 wash water tem 
perature rivase temperature 
ingle-cycle timer dial provide: 
iutomatic control from start to fin 
ish; porcelaim-fint hed top; baked 
enamel finished aluminum lid 
Prices: Commander, 9549.9 | 
tnician, SZ55.95 

YOUNGSTOWN Vent Hood 
Youngstown Kitchens, 
Div. American Standard Co. 
Warren, Ohio 
Device: Youngstown Kitchens ven 
tilating hood 
Selling Features: Mitered comme: 
axial flow air removal system; avail 
ible in 30, 36 and 42 in. width 
and in enameled copperton 
brushed chrome finishes, Hood 
comes completely wired; a single 
witch operates ventilator and tight 
Youngstown cabinets 18 in. wide 
ind 3 in. high in 3 widths are cut 
out to accommodate hood and pro 
vide extra storage space on cither 
ide of 17-in. round duct, vent 
hood has 9-in. filter; axial flow au 
removal system has special) | 
igned blade 
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water rinse; a spray rinsé toward 

end of spin c\ le carries away most 

oap scum oil and lint before the 
} 


power rinse begin 
} > 


G-E Mixers 






General Electric Co., 
Housewares & Radic Div 


Bridgeport, Conn 





Models ort | IRONRITE lroners FENON Von sa TES cekeenaaaliie: ith 
; "1 , Mi Mi a — Industries Inc., one dial ntrol: each part can hye 
ee} Mt. Clemens, Mich papas mtrolled by operator's advancing 
Selling leatures t M Device Ne furnit typ t Device \rvin in. portable fan ntrol knob to proper position 
Iset at ier N ne 4 Conversion of No. 252 to fully 
tian . Selling Feature \vall se mag Peavey Me peed vit 1utomatic operation can be done in 
t iif id ; me 1 , rovides high and low velocity min. by service man or can be 
' lift-off iseh Ohh am ( ither-proofed for use in window lone as a do-it-yourself project 
q aT | i ee vechanien = 6-pole induction motor causes no Price: Conversion kit, $50 
\ p rr a hie fn , ™ — r ‘I'V interf nce Wit 


a tx | + ois “Sat aie ium electronically balanced au PERMAGLAS Air Conditioners 


| pose ! 3 - “i 
iti (ji t iariite vith int h that te blade ith teel hub rubb ’ Permaglas Div., 
f | rat fal fr ' nounted move Z5U0U0 cilm 2434 in A. O. Smith Corp., 
Hal ro. ait ( OT iti Ol 
| ? +1 | + migh ' wide and 64 in deep Kankakee, til 
mel mcrec wo ( wn \ } 





Mode} nev Permagla ilT- 
cooled and water woled unit 


Selling Veatures: Three of the new 





models are self-contained operate 
mn 0-volt tems, available in 

13 ind 34 h.p. size 
l‘our are remote, composed of 
can } ed as a stand mixer. or. by unit 1 remotely installed ait 
removing mixing heed from stand ooled condenser coil and an evapo 
Ae tia : rator installed in duct system 
wd be bn rea eal eo rk evaporaters designed for use with 
el oii st aioe too Senne aie upward, downward or he nzontal 
yall; yellow or turquois uir flow; heavy-gauge steel cabinet, 
Price: Portable. $18.9 OO nai sealed cooling circuit weatherproof 

' external condensing unit 


A selection of 47 models in all 
ranging in size from 2 to 5-tom 


REMINGTON Air Conditioners BLACKSTONE Washers 





Remington Air Conditioning Div., Blackstone Corp., ipaciti ire available in air and 
Remington Corp., Jamestown, N. Y vater-cooled models 
Auburn, N. Y ; 


Models: Blackstone automatic No 


7 Models: Kemington water-cooled 251 and semi-automatic No. 252 
MBB: ies a i i Consolair LOA6 10A43 and vith conversion kit to convert No Briefs 
, - 1S5A4 to an automatic whenever d 


BERKO Baseboard Heater Selling Features: 1OAG2 is a | hep ired 





Berke Electric Mtg. Corp model 12 amps for 115 volt use; Selling Features: Actually No. 251 
212-40 Jamaica Ave No, 1OA 43 is a | hip. deluxe for ind 25 ire identical with ex 
Queens Village, N. Y O volt use md 15 A 43 a 14 eption of control panel which in 
Device Berk tt i.p. deluxe model for ) volt use both machine function as back 
cqhant | board heate nversion packags u ivailable plasher; all electrical component 
Selling Features: Ixten ily 14 to adapt the 0 volt models tor xcept motor have been concen 

in t] t be nclude OS oF Its; the 1-h p. models trated within mntrol panel el MAJESTIC announces a new Built 

t tat which ha i rat ipacit f 11,300 trical control is kept at minimum In Charcoal barbecue grill for in 

t t tu/| vh the rated pacity irt of operation being effected by door ust illed Majestic “Char 

t t t f th , hip. mode | OO neans of tor; a 6-point Grill in two models Imperial 

t t I lel oh 1 it nsion ten nd Deluy vient handles 

t { " dl ma " thin > ninuim brat ntire ! in i ivailable a 
{ ’ i LIST) \ ed th me ‘els f_sture stainless 
' , ' li) ' top gril — } f 
brornit tee] in chest ' 
' ' ' ' C \ ' f 
' { | { ' ' f | } j 
' ' ' ' vit t | M t 
( | In 
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COMFORT-AIRE Dehumidifier 


Heat Controller Inc., 
Jackson, Mich 


Device: Improved Comfort-Aire dé 


hy N DH-70 
Selling Features: ‘Tecumseh P-61 
freon 12 refrigerant; 
minum evaporator; 4-blade 
e $-in. fan; 84 qt. water 

t r of styrene plastic; furn 
teel ibinet vith baked 
hnish capacity up to 3 gal 
+-| + large free-swivel cast 
novinge trom room to room 
, 





WESTINGHOUSE Xmas Bulbs 


Westinghouse Electric Corp., 
Lamp Div., 
Bloomfield, N. J 


Device: New line of FL74 varied 
ed flashing light bulbs in C74 


Selling Features: Suitable for in 
d ind outdoor use; available in 


parent colors—green, amber, 
fuchsia and clear crystal 
type operate in 115 125 


burnout 


present no 
ilver bi-metal trip, in 
ite il part of bulb iuses bulb 


t flash packed in 


pilfer-proof 





PRYNE Fan-Light-Heater 


Emerson-Pryne Co 


Pomona, Calif 
Device \ urp igic-unit 
, + ' + 


-lght-nea nodina 


Selling Features: Consists of a 


1 ae i ¢ 


MERCHANDISING—JULY, 


eparate fan, light and heater into 
ne space-Saving, CaSy-cO-us¢ unit 
for safer placement in bathroom 


ceilings; feature a 1450 watt rapid 
heating chrome coil with Mirrolux 
Alzak reflector that 


downward; squirrel cage 


directs heat 
typefan 
light consists of two 60-watt lamps 
m each side of unit behind white 
heat resistant lenses; all are indi 
Ca ih rm 


vidually switched and 


moved from housing 





THERMADOR Fan-Heater 


Thermador Electrical Mfg. Co., 
5119 District Blvd., 


Los Angeles 22, Calif 
Device: ‘Thermador built-in fan 


heater NW 

Selling Features: Hach heater has 
top located finger-lift switches for 
fan and heat, neon indicator light 
thermostat for 
and safety thermo-cutout; grille and 


automatic control 
frame style gives flush appearance 
Front grille 1s removable for clean 
ing gold baked enamel finish; fit 
between 16 inch studs, requires no 
pecial framing operates on 240 
i.c.; available in 2000, 3000, 4000, 
ind 4500 watts with or without 
thermostatic control 





KAM-KAP Pura-Chef 


Kam-Kap Inc., 
1107 Broadway, 
New York, N. Y 


Device: Cooking fume 


onverte! 


Selling Features: l'its over pots and 


tal hat with 


" i 11 
4n LOOK 1K rie 
1 


broad rim and an air-slotted crown 


hana xtend row own ind 
iif t t it ill 
’ ; 
i iT ! 
j } 
it} idjust notch I mm 
} | ] ] 
| mann ] rf if} 
; 
Jd { } iil 
} } . 1 
ia I th 1 notch n 
| ! 
nd lat biniinh 
bh ; i +} ; 





NEW PRODUCTS 


lows air to reach food permitting 
open cooking on 1.¢ or dx and 


swallows smoke, smell and smudge 





nm 
bili 


——— 
ere 
— 
- 
— 


.— 
> SS 


‘li 


il 





FRIGID 20-In. Circulator 


Frigid Inc., 

128 32nd St., 

Brooklyn, 32, N. Y¥ 
Device: Frigid 20-in ‘Thermo-con 
trol, electrically reversible, 


ur circulator No, PR20 
Selling Features: 


port ible 


lhermostatically 
controlled to turn fan on or off as 
temperature changes; just one set 
ting portabl with carrying handle; 
polished aluminum, 4-blade rubber 
mounted propellers; 3 quiet speeds 

1,000, 800, 600 rpm; vo hep 
tight 


guards front 


motor, 3520 cfm; finger 


chromeplated safety 
and back; baked 2-tone gray finish; 
panels adjustable from 25 to 35 


in.; window panels available 


CARRIER Air Conditioners 


Carrier Corp., 
Syracuse, 1, N. Y 


Models: Super-Crestline 
Weathermakers”’ 
erate on reduced electrical require 


“Room 


designed to op 


ment 


Selling Features: Included in seric 
is a 4 hep. unit requiring only 74 
imps of current designed for use 
on most household circuits; and a 
|-h.p. model which operates on | 15 
volt 

Both Super Crestline 


feature a 


ind Crest 


ling model power coo) 


n ntrol similar to automat 
transmi i i that employ 
i tep thermostat that hift 
lectrically when room tem 

Dp rat ipp Ou he at ired etting 
fan th j down ecreasing 
ng but i n removal © 
moisture, thereby maintain 









ing a mor 


constant t ripe rature 


and humidity at same time prevent 
ing frequent on-off cycling 
Another economy-priced Starline 
model is also featured in new line 
All window 
tvle flush” grille extending less 


models have high 


than in, into room 


mee 


ET 
— — 


on 


ws? 





a\\ 


| OT home ; ind 


tablishment with team or hot 


ommercial ¢ 

water heat another thin 1957 Con 
ole Weathermake: in provide 
year-round comfort; by including a 
“wet heat” coil to replace the ra 
diator, ‘The 
cooling, dehumidification heating 
control 
through all seasons; can be installed 


Console wall provide 


air circulation and filtering 


one room at a time without attect 
ing rest of heating system. ‘Thin 
nest model in line, it can be built 
into wall, suspended from window 
opening; no duct system is re 
quired. In window duct occupies 
of height 


for opening pe rmiut window lo tire 


only 6 in pecial seal 
when not in use; does not cut off 
light and eliminates outside over 
hang. In wall, only 6 in. of overall 
depth projects into room. Avail 


able in 4 and | hep. size 





SILEX-HANDYHOT Cultivator 


Chicago Electric Div., 
The Silex Co., 

6333 W. 65th S., 
Chicago, 38, Il 


Device: Silex 
cultivator 


Handyhot electric 


Selling beatures: real up soil in 


i swath 6 in. wide and a deep i 
; 


in.; motor gears packed in grease 


tempered teel blade ifet witch 
huts off instanteous!] ven tn 
( cad HDCT ip on han 
for ¢ md vw ppg Op 
! 
i! 1 puxiliar mndk ror Cas 
mancuverabilit oversized ruard 
tect usi plant trom 
7 A notor 
Price 14.9 





Klectric al 


Merchandising 


marketplace 
of the 
industry 

for 


over 50 years... 
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...use the number of editorial awards it’s won! 


Klectrical Merchandising’s 


Greater * IMPACT QUOTIENT 


Creates More Market Action 





12 editorial awards in 8 years is a record unequalled by any other 
Appliance-Radio-TV publication. To give you a brief on just one of 


these editorial excellences: Electrical Merchandising won the INpus 
rRIAL MARKETING award for its Special Report on Trade-Ins in 1955 
Editor Howard Emerson travelled 7000 miles interviewing 57 dealers 
18 distributors and 9 major manufacturers. Their answers to his ques 
tions plus 300 photographs grew into a detailed photostudy of methods 
Market 


reaction to this series registered with orders for 11,800 reprints of 


used to soive the trade-in problem then plaguing the industry 


the articles plus hundreds of favorable comments from all industry 


ources 
Discovery and analysis of market-shaping factors are key with our 
“; 
“7 
¢% 


1950 — Industrial Marketing 


Best single issue 
1951 — Industrial Marketing — Best original research 
1951 — Industrial Marketing — Best single issue 


1952 — Industrial Marketing — Best single issue 
1953 — Industrial Marketing — Best single issue 
1954 — Industrial Marketing — Outstanding series of articles 


195 , 
1955 
1955 
1956 
1956 
1957 





editors whose depth reportage has earned Merchandising higher Im- 
pact Quotient. Leading dealers and distributors, quick to sense the 
feel and forecast of the market, have consistently voted Merchandising 
most useful for sales ideas. Merchandising was also voted most useful 
for advertisements with the ads being read as intently as the editorial 


Market 
Appliance-Radio-TV dollars in Electrical Merchandising than 


In 1956 advertisers invested in this Action Mood by placing 


more 


in any other publication serving the industry, Remember: the dealer 


has the power to sell or switch the consumer. That’s why your trade 
advertising should keep your trade sold on you — with a schedule in 
Electrical Merchandising. You owe it to your consumer and trade 


advertising dollars 


IMPACT QUOTIENT TALLY SHEET 
Editorial Awards Given to ELECTRICAL MERCHANDISING, 


1950-1957 


ABP-Jesse H. Neal Award of Merit for outstanding journalism 
Industrial Marketing — Best single article 

Industrial Marketing — Best original research 

Industrial Marketing — Best single issue 

Industrial Marketing — Outstanding original research 
Industrial Marketing — Best single issue 


1 
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ee, 


ih Ts 


Publications 

















a ubliphed duly the 
3} " rf Caurenes Wray, Edina’ petixt ending Deo, It, 1044 
pa Electrical Merchandising { outa » 
meantime . one uete 
FOR OUTETAHOING JOURMALION a tmpusTmiaL ~~“ 
, f ess 
7 7 7 7 ’ ae 
| | } | | a i | | | ia | | | | }' z } 
A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N. Y 











r 
EMERSON Phonoradio-TV 

Emerson Radio & Radio Corp., 
Jersey City, 2, N. 4 
Models: ‘| 19 bi-fit Phon 
radio 1’ model md 
Selling Features: No, 1250 comb 
nation portable hi-fi Phonoradio 
ha i full pov nstorm 
chassi in aluminized 21-in, tube 
with Z¢ q. in iow i@a piu 


Other emerson feature housed in 


modem lowbo ibinet on legs de 
igned to blend with mahogany or 
Dlond furniture. Contains a 4 peed 


iutomatic record changer with 


place ible longiif tyli for I¢ | 
} ind ,rpm for continuou pla 
ing of 10) | | record the 
latte rit j } ( i twin 
peak iif na teu 
A porta | 1 aut 
miati hi-fi Phon i th twin 
pe iker tem leather 
ett ibimet ila ton 
hinatic , | hit 
mid ind 
Price | 





G-E TV Sets 


General Electric Co 
Electronics Park 
Syracuse, N.Y 


Models | | \ I 
basi ' tly 
iriation l, tot { 
mod 
Selling leatures: Honti 
i ly d nection 
pictu tul t 
| Ith cle i] tal | ol 
le ul bein idin 
| l CV ib] 1 | 
1 tf in. model vith j n 
rea the | | | 
{ l 1 depth 
len of tl HN ju 
th a tun 
hl t } unin h-but 
Ii ly it t 
fy it i 
a ili 
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pear, and is surrounded by 13 push 
buttons one for each VHI ind 
UHI clection depre ing thes 
button itomaticall clect th 


ce red 4 lector 
button 
that particular channel 


hidelity 


channel-turning 
independently fine tun 
balanced 
ound tem in table and 
model table 
peaker moved from side to front 
f set with 


tuning control panel consoles have 


on ole model ha 


‘ 


pe iker grill a part 


| | 
pceaker clectronical 


multiple 


matched, front mounted on a tilted 


baffle 


Horizontal console it te p ot 
line have 21 in. screens, high sty] 
design im _— fine furniture No 

1C1555 is an penta natu 
finish chen vith short taper 
legs and brass ferrule ibinet a 
mmodate i baffle and a t P 
pr iker tem No 1C > ha 


iii long low lin 


i) om ihog it} 


\ nev hassis mm 19 model 
uses 17 tubes including pict ind 
rectiher plus rehnement nm supe 

i ide tun f t t 
if 

Cabimet | netals im solid 
ly AVA: olor mah il} ind blond 

ik; pressed wood cabinets in ma 
I itt blond yar ind blond Ina 
hogan md hardwood neers im 
mahogan blond ik ind herr 
desi ral clude traditional 


Danish modern and 
American provincial, in’ the lim 
ilhouett 


Price: Irom 


ite Hipol i 





SYLVANIA Portable TV Set 


Sylvania Electric Products Inc., 
Radio & TV Div., 
Batavia, N. Y 


Device: Sylvania 21-in table UV 
t, Californian N 1P10] 

Selling Features: Weighs 49 Ib 

foature l norte | hte 1] a 4 
umn a p tu tubs ibine 
th t 

LL val i ta Dil 

ivailal t 

Price 


Television, 


NEW PRODUCTS . . Radio and Briefs 





ANDREA TV Sets 


Andrea Radio Corp., 
Long Island City, 1, N. Y 


Models: Fairlane and Avondale cu 
tom built 21 in. ‘TS t 


Selling Features: employs new An 


drea ultra-video chassis of horizon 


, 
tal, single unit design, using 


tubes, heavy duty transformer and 


feedback oun unplifies 


front mounted speaker 
plated ill component 
ire over-sized and climate 


modern lowboy design cabinets in 


cadmium 


iled 


fine hardwood solids and veneer 
Avondale ha 


doot 


liding full tambour 


Prices: lairlane 19.9 mahog 
iny; $359.95 in blonde or cbon 
valnut-truitwood 
Avondale 
19.95 mahogany; $409.95 blond 

ony; $419.95 for walnut-fruit 


ind $369.96 in 


On herrywood bast 





ZENITH 1958 TV Line 


Zenith Radio Corp., 

6001 W. Dickens Ave., 

Chicago, 39, Ill 

Models: Zenith 19 I'V line con 
ists of 60 sets; 21 hi-fi ‘1'V and 
I'M-AM hi-fi phono 
1 new ser f 21- and 24-in. mod 


ind a nes of “Space-Com 


ym bination 


mand” model 


Selling Features: New series of 21- 


nd t-in. models use new hori 
ital cha in combination with 
new hort picture tubs horter 

front-to-back tube measurement 
yermut limm trimmer cabinet 
ilhouett I \( 1 de ito 
' | thy } 
JULY ‘vor 


are equipped with Zenith’s Space- 
1 remote TV tuning, 
silent sound” too high 


Commat 
which us« 
in pitch for human ear to hear 
“electronic ear’ of receiver hears 
the commands and set responds in 
tantly turning on and off, chang 


ing channels, silencing and restor- 


ing sound as viewer directs from 
across room. Other highlights in 
portabl 


with its own perman ntly attached 


clude “self-supporting” 
ving-down and fold-away leg 

ind 4-speaker consoles for hi fi; a 
Zenith developed Wavemagnet an 
tenna that eliminates “rabbit ea 

is standard on 5 portables and 
ivailable as am accessory for any 
make Or model 

Prices: From $139.95 to $575 f 


> 
decorator collection 


entire line 





from $299.95 to $625. Space-Com } 
mand models from $269.95 1 
ADMIRAL Portable TV Sets 
Admiral Corp., 
1191 Merchandise Mart, 
Chicago, 54, Ill 
Models: Admiral 1955 portable ‘TN 
ets in 14 and 17 in. sizes feat 
imline design and 1 110-d 
iuminized pictu 
Selling Features: |4 in 
le in 4 decorat lor will 
nol of stec lum n ta 
ibinet in baked enam 
ither-grained | ral 
ill ha nit » han 
plated ch 
utomation id f VA I 
nt h + lb h i 3 
pow ' wnt 
that di p t of sight when not 
( Cascod tun nev 
uit, cu ypt hilter 
Ik’ stage ther feature 
inet front 1s easily removed f 
eaning window and tube 
pool on back for winding up 
hen carrying set . 
17-in. series in 4 colors cont 
ill features of 14-in. models in 
ng a me t pe in nndet 
trol which ustomize t tot 
distance from the ‘I'V station 
1 powerful | volt 
17-in. model vel \ 
iriety of adjustal tabl fl 
tands available for both model 
Prices: |4-in. m from $12 
t >| nn ] . 
t UHF-VHI i 
f $25 addit 
ELECTRICAL MERCHAND N 
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HOFFMAN TV Set 


Hoffman Radio Div., 
Hoffman Electronics Corp., 
Los Angeles, Calif 


Device: Hoffman Moveabout Fur 


niture 17 table TV Set 

Selling Features: Shallow-profile 
table model us« 110-deg picture 
tube; measures 144 in. deep; 14 
tub 1 power magic neutrode 


tuner; age for all-areca performance 
iilable in 


limed oak 


table ilso 


ind built-in antenna; a 
mahogany 
utilit 


walnut 
vith matching 
iVailable in 3 finish 

Prices: Walnut, $169.95: mahogany 


ind limed oak $179.9 





ADMIRAL FM-AM Radio 


Admiral Cornr., 
1191 Merchandise Mart 
Chicago, 54, Ill 


Device Adm table I M-AM 
N \4 

Selling Features: Contain tub 

tit 1 4x ! oval 

ule tuning 


i AM id built-in 


I'M 








WEBSTER Intercoms 


Webster Electric Co., 
Racine, Wis 


Device: Webst | talk intercom 
Administrative 000; Ex 

t ( m-ctte 
Selling Features Admunistrative 
| | t tem for 
dusiness and industry both are tran 
istorized models with printed car- 
ts, new “telebar’’ touch control 





MERCHANDISING 


and other “custom” features as 
standard equipment; combination 
light and buzzer annunciators avail- 
able on most models; special minia 
ture relays; feather-touch talk-listen 
control switch; “no-snoop” _ si- 
lencers; separate pilot and busy 
signal lights and special sound con 
trols; choice of duo-tone cabinet 
styles—walnut with gold grille or 
driftwood silver with rose gold grill; 
capacities range trom 6 to 24 sta 
annunciators and 
from 6 to 12 with annunciator 
Com-ctte 


home and small busin 


tions without 


cost intercom for 


i lk \A 


— ae we ’ 
NY aaa 


a) 


) 


se | 
eM “ 
ae 


GRUNDIG-MAJESTIC 
Portable Radio 


Majestic International Sales Corp., 
70 Washington St., Brooklyn 1, N. Y 


hs, 
*, 





Modei: “Trans World Ambassador 
AM-I'M-short wa portable radio 
with marine band 
Selling Features: Available in beig: 
‘rreen; new marine band 1.5-4.2 
nL recelve oast guard and ofh 
rovernment weather report 
arate ba ind treble control 
hargeable batteri telescoping 


intenna, tambour sliding cover, a 


cry opel ion 





DYNAVOX Hi-Fi 


Dynavox Corp., 
40-05 21st St., 
Long Island City, 1, N. Y 


Device: Dynavox 4 pr hi-fi de 
luxe portable phono No, 577 
Selling Features: Designed with a 
hi-fi i pu h-pull unpliher t! 
frequency response of pl m 

db from 40 to 18,000 eps; dri 





NEW PRODUCTS 


5 watts of undistorted power out- 
put; separate bass and treble con 
trola; variable volume control for 
independent tone blending; fea 
tures a deluxe VM 4-speed (78, 
45, 334 and 16¢ rpm) changer that 
intermixes speeds and with new 
shuts oft 
after last 


record has been played; tone arm 


switch-o-matic control 


amplifier and changer 
has a hi-fi cartridge with 2 sapphire 
permanent type aeedles; two 6 in 
pm heavy duty Alnico V extended 
range speakers in a reflex bass baffle 
chamber with anodized aluminum 
speaker grills; separate jack for ex 
ternal speaker; plywood cast with 
Fabricoid cover in blue mist, sun- 
tan and rawhide 


Price: $119.95 





SONIC Hi-Fi Consoles 


Sonic Industries Inc., 
19 Wilbur St., 
Lynbrook, N. Y 


Models: Soni Hil 


2100, 2000 and 590, 


Selling Features: Al] 


con ol 


models f 


ture printed circuit chassis, a de 
luxe imported record player with a 
4 pole motor for constant speed 
huts off automaticall 

No. 2100, deluxe console ha 
ultra-linear, push-pull type | { 
implifier and pre-amplifier with 
to 0 O00 cp response d heay 


duty Jensen 12 in. coaxial speal 


ers; amplifier utilizes negative feed 


back ft climinate distortion Ip 
cial loudne ontour cuit; 4 
ord hanges equipped vith G-E 


inable reluctance intridy 


No 100 full size console has 
Q-watt amplifier and pr unphiier 
vith 20 to 15,000 cps, negative 
feedback, loudness contour control 


Jensen | l 


pickup cartridge; record 


1. Coaxial sp iker; G-l 


reluctance 


torage in cabinet; both available 
vith hKM-AM radio 

No 90 consolette has 6-watt 
pu h pull wnplifies li ifive feed 
back; two %-in. Coaxial pcakecl yt) 
to 15,000 ps response dual ip 
phire styli on changer 
Prices: No 100, $ 99 in ma 
h in lf xtra for limed oal 


valnut, blond or Sonic-fruitwe 









No 2000, $179.95, mahogany; 
$10 extra for blond; No. 590, 
$119.95, in mahogany; $10 extra 


for blond 





WEBSTER Tape Recorders 
Webster Electric Co, 
Racine, Wis 
Models: New line of :kotupe tape 
recorder 90 Stercophonu )) 
AV and 280 
Selling Features: No, 290 Sterco 
phonic tape reproducer is also a 


complete monaural recorder and 
reproducer, can be used with avail 
ible radio or hi-fi speaker or with a 
feature i 


pe ikel 
head 


COM panion 


tacked-typ each spe iker 


has individual tone and volume 
controls for maimtaming  pertect 
balance between the two ilver 


flake black CAs with bru hed lum 


inum control id trim 
270 AV, designed for audio-visual 
feature child 


pec il luggage 


education — field 
rated 
type case with remforced corner 

No, 280, has prof 
trols, hi-fi reprodu tion; silver flake 
black 
ition, matched for voice 
VI meter indicator car driven 


control 
ional on 


color cheme peed Oper 


ind HELLS | 


finger-touch selector control 

curate tape indexing on program 
finder twu pr iker fem with 
rOSs-OVCT etwork iutomat 


hutott at enw of tape 


rack or halt-track head 


optional tull 


/ 


TV BRIEFS: 


(seorge Koch Sons, Inc., l.vansvill 

Ind MmNnounce 1 low-styled ‘I'V 
table in tin black 
plated arms and casters, or all bra 
fish. Ball bearing 


top idvu t 


with bra 


vivel caster 
from 15x19 to } 
in; overall height 154 in. Price, 


ibout SZO 


VINETTA Handy-reel No 


gned to solve problem of summer 


500 de 
living and appliance use 
et Provide i 25 ft. extension 
ord for radio, TV, hi-fi, toaster 
coffee warmer that winds up when 
for attach 
table legs et plu 
Vinetta Mfg 
Shefheld Ave ( 


on patio 


not in use; ca 
ment to ‘TN 
into standard outlet 
("9 N 
vo 14, | 


( lamp 
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snded more than 


Motorola has br 


25 milion | 


TY sets, radios, phonos, and hi-fi 


llion sales right 
\| faster and 
features ! 


t of these 25 mi 
Motorola brands se 
more exclusive 


seen the secre 
1 store. 
ruse they have 


You've 

in your OW! 

, easier, bec 
Motorola 's the brand 


that gives you FIRSTS and 
EXCLUSIVES like these.-- 


AAMOTOROLA 
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ry 


TV's "SLIM LOOK" 


110-degree tube 


14% inches 
| »S television new lim look” 
ing to fatten up industry sale 


Ihe industry ha idopted it with 
that it will. In an effort 
it »bsolescence in TV set 


lagging sale 


i boop 


1 to beet up one 


nanufacturer after another has in 
troduced a line wholly o1 partiall 
nade up of 110-degree tubes, 
But many observers close to the 
t ren’t sure that a simple 
n chang enough to bring 
th uublic flocking. Something 
ig the public at home—man 
t thie inticipation of Nor 
yne observers don’t belie 
that a new look I mime t trig 
I'V rush 
Slender Sets. It can’t b 1 
that th idusti it tryin Gen 
| t ha n t with thi 
tt Hot t ha 
Te I Ph 
! i ‘ 
t Ra ( 
\ i wt ; ? 
I'\ 
n that t 
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90-degree tube (short neck) 17/2 inches 


television tube is the industry higher-quality picture 

most talked about innovation for lo park consumer acceptance 

1958 there will doubtless be vast sum: 
lo date, five big television manu of mone poured into advertising 

facturers have gone all-out for the Ihe slender sets will be “sold” to 

new slim tube. ‘They are G-E, Hot the public by RCA, Admiral, and 

point, RCA, Admiral, and Syl (;-l—all of whom are big consumer 
iia idvertiser 


has [he big question: are the design 


Westinghouse 


tube in about changes 


In addition 


included the new radical enough to trigger 


half its line. Du Mont has used it consumer demand for the smaller 
n three low-end models. I:merson ibinet 
vhich has not shown its s¢ t In line with the industry trend 


it 
" ee ra 


manufacturers” 
not favoring the 110-degree tui 


t 
this writing) and Motoggé Whi er, even those 


vill show it ling ily 18-20) both 


have plan ty ‘use the new tube in x having inches off their sets b 
it least part of thei lig Packard use of the 90-degree short neck 
Bell uses the new tube in a third tubs [his takes an inch off the 
f its line Philco’s new 17-inch depth of their sets, gives them a 

lender seventeener’” incorporat re faceplate, and reduces weight 
the 110-degree tubs pound 

The Hold-Outs. Magnavox and Not Unanimous, Despite appar 
Zenith ippear to be the pun ipal nt enthusiasm for the slim look 
hold-out Both ¢ mpani ive 1 manufacturers aren t unanimous as 
ported! ticking to the 90-degre to the benefits of the 110-degree 
tube. albeit the shortneckec inet tube Zenith. for instance is fea 
Du Mont. which ha nven wa I t in i nev Sunshine picture 
ts low end, maintains that th tube i hort md = aluminized 
M)-degree tube produces a sharpe traight-gun type without an ion 


1957 





HARRY GRAYSON 


News Editor 


70-degree tube 
nearly 23 inches 


trap magnet It is claimed that this 


tube avoids heat and distortion 
problems afforded by 110-degree 
tubes 


Ihe advocates of the 


tube claim better picture quality 


90 - degree 


I'hey say that the new faceplate of 
the 90-degree short neck 


from pincushioning 


tube im 
munizes sets 
(the 
ibout the 
they contend that quality 
offset the lightls 


most complaint 


Phu 


advan 


prevalent 
110-degree type) 


tage 

depth 
Meanwhile 
rela 
tive merits of the two types of 
tube 


Kxploiting Design. 
desmite arguments as to the 


manufacturers ate 
to the hilt. RCA 
for imstance, even has a 
come! l-inch 
TCE that fits neatly 


ner of a room It 


playing 
design advantage 
custom 
console (110° de 
into the cor 
constitute 


Onspicuou inswer to i way 
decorating proble m. All RCA set 
mcidentalls have ompiletel | 
closed picture tube base ilown 
ets to be pla ed closer to the wal 
hence the on-the-wall” logan 


MORE> 
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VEATS ‘Shorty’ 


STATION WAGON « PANEL PICK-UP 






Only 47” tall, this new YEATS dolly is 
designed for TV 


who make deliveries 


pice up ine 


aluminum alloy 
felt front, quick 





table models, Cal 


Folding platform is 13'/2 
n 244 attaches instant 


ty. (Platform only) $9.95 


dealer today! 


VEATS semi-fitted covers are 
made of tough water repellant 
fabric with adjustoble web 
straps and soft scratchless 
white flannel liners. All shapes 
ond sizes Write 


SEND postcard for full information 
on ovr complete line TODAY! 





2127 N. 12th STREET 


Quick 
easy way 
to make pipe connections 


FOR WASHERS, DRIERS, 
REFRIGERATORS, 
AND OTHERS 








Madel CT—with flared joint 


for copper tubing 


Model ST— 


for pipe connections 


for mok 


SKINNER-SEAL SADDLE TEE 
ing pipe connections. No pine cutting or 
threading. Only one bolt to tighten 
Quick, easy. Cuts cost. For installing wash 
ers, driers, gas refrigerators, heaters, 
etc, Write for circular 


Approved by Underwriters’ Laboratories, inc, 


M. B. SKINNER CO. 


SOUTH BEND 21, INDIANA 








PAGE 254 


and applianc © men 


or panel truck. No need to detach appli 
ance for loading into the 
YEATS “Shorty” will 
slide into your vehicle with ease. Has 
rame with padded 
istening (30 second) 
strap ratchet, and endless, rubber belt 
step glide. New YEATS folding plat 
form attachment, 


appliance dolly 


appliance dolly 


YEATS Model No. 5 

Aluminum alloy 
Height 47 
Weight 32 Ibs 













by station wagon 


wagon or 


left, saves back 
ing TV chassis or 


your YEATS 


Range 
Cover 





Refrigerator Cover 


sales company 


MILWAUKEE 5, WISCONSIN 


The Newest in 
Appliance 
Thermostat 
Controls 


“PROBIE”’ 





Multi-Control 
by General Thermostat 


Device: Plug and thermo 
stat assembly to accommo 
date power appliances such 
as killets, dutch ovens, 
saucepans, grilles with ter 
minal prong centers from 
Ls, to Ll, inches. 
Features: Probe diameter 
5/16 in.; small compact unit 
in high heat resising black 
plastic case; thermal sensi 
tivity calibrated to temper 
ature ranges from “off” to 
150-425 degs. F.; 1650 
watts, 115 volts, a.c.; ven 
tilation openings provide 
cooler contact tempera 
tures. Heavy duty cord-set 
attached. 


GENERAL THERMOSTAT 


CORPORATION 
12 Albany St Bartlett, N. H 











hifteen-, 16-, and 17-inch deep G-E points out, for instance, 
cabinets are the result of the slen- that the new tube reduces depth to 
der look and every manufacturer uch an extent that they now have 
has them, either with the 110 in their line a 24-inch set in a 15 
degree tube or with the 90-degre« inch deep cabinet with a 2-inch 
hort neck answer to it. A con tube cup projection 
umer trend that may have been But, despite all this, industry ob 
initially sparked by thinner room ervers point out that thinner sets, 
1 mditioners has brought the larger reen ind upgraded mer 
I'V screen to the point where it chandise may not be enough to get 
can now blend into a room the consumer back into the retail 
Depth Reduction. Proponent tore. Tk ipparently willing to 
of the slender look, in general, and pend his money on something he 
the 110-degree tube, in particular doesn’t have—like high fidelity—but 
emphasize that cabinet in nov he is watching hi penni when 
be made le than 16 inches deep it comes to buying just a variation 
ind that thes in be placed flush f something he has in his home 
iwainst a wall already 
EM Has New Publisher 
SHELTON FISHER HOWARD MATEER 
ieLeCTRICAL MERCHANDISING has an publisher 
Phis month, Shelton Fisher replaces Howard W. Mat 
is publisher of this McGraw-Hill publication 
Lhe change i result of the growth of three McGraw 
Hill magazine I.LeCTRONICS, NUCLEONICS, and ELECTRICAI 
MERCHANDISING. For the last eight years, Mateer has been p ib 
lish f all thre He now finds that ELectrronics and 
Nucironics provide sufficient work load. He ha mseque 
tepped down as publisher of ELecrricar, MERCHANDISING 
hisher came to McGraw-Hill in 1940 from the McCann 
Krickson Advertising Agen New York Cit He has been 
notion m tf Busini W EER l tant 
publish SCIENCE ILLUSTRATED an it b ( 
Power! | bieer Owner magazin 
bishe 1 graduate of the United Stat Naval Acad 
ee } ind wa mployed by Curt Publishing ¢ 
Philadelphia vefore hh xpenience with MeCann-Erich 
Mateer f ied McGraw-Hill in 19] ien lie work 
n th e department of icecrricAL Wortp and 
i LECTRICAL MERCHANDISING. By 1924, h is N. Y. territo 
man f knecrrRicAL MERCHANDISING and nained in thi 
posit » unt LY vhen he left to become advertising man 
iver f ArrR-CONDITIONING & ELECTRICAL REFRIGERATION aA 
NEwSs ; 
Mates returned to McGraw-Hill in 1934 when he becam 
Inanage f KnecrricAL MERCHANDISING, Rapio RETAILING, 


| 


inl Eiecrronics. He was made publisher of ELecrrical 
MerCHANDISING and ELecrronics in 1944 and of NucLEONICS 
in 1949 
Mate: 1 midwesterner received a degree in electrica 
iwineering from the University of Illinoi B. S., 1916 
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Air-d-lux Corp 
Aluminum Cooking Utensil Co., Inc., The 


420-422-424 


1407 


Aluminum Goods Mfg. Co 
443-445-447-449 
Arvin (tndustries, Inc Electronics & 
Appliances Div 784 
Furniture & 
661-663-665-667 


Arvin Industries, Inc., 
Housewares Div 


Bersted Mfg. Div., McGraw-Edison Co 
523-525-527-529-531 


Big Boy Mfg. Co 1631-1633-1635 


Block & Co 672-674-676 
Borg-Erickson Corp., The 643-645 
Brearley Co., The 318-320-322 
Burgess Vibrocrafters, Inc : ..801 

mfield Mfg. Co 179-181 


766-768 
1354-1356 


apitol Products Co., Inc., The 

helsea Products, Inc 

lub Aluminum Products Co 
315-317-319-321 

516-518-520-522-524-526 


Cory Corp 


Davis Mfg. Co 646-648 
Dazey Corp., The 233-235 
Detecto Scales, Inc 102-201-202 


465-467-469-47 | 
Dormeyer Corp 547-549-551-553 
Du Pont de Nemours & Co., Inc., E. 1 


Dominion Electric Corp 
f 


1247-1249 
Du-Wal, Inc 1423 1425 
Eastern Metal Products Corp A7-AB 
Ekco Products Co 203-204-301-302-303 
Electric Steam Radiator Corp 229-231 
Everedy Co., The 668-670 
Farber, Inc., S. W 409-411-413 
Foley Mfg. Co 307-309-311 
Forman Family Inc 1154-1156 


Fresh’nd-Aire Co., Div. of Cory Corp 
516-518-520-522-524-526 
General Electric Co., Housewares & 
Radio Receiver Div 
280-282-380-38 1 -382-383-480-481 


General Slicing Machine Co., Inc 731-733 
Genoa Mower Co 1535 
Geuder, Paeschke & Frey Co 253-255 


Hamilton Beach Co., Div. of Scovill 
Mfg. Co 1618-1620-1622-1624 


Hankscraft Co 1726 
Herold Products Co., Inc 1231 
Hoover Co., The 572-574-576 
Inland Mfg. Div General Motors 

Corp 1735 
Johnson & Son, Inc., S. C B-59 
Kamkap, Inc 554 
Kitchen-Aid Div., The Hobart Mfg 

Co 575-577 
Knapp Monarch Co 426-428-430-432 
Kord Mfg Co Inc 1215-1217 


Landers, Frary & Clark 
333-335-337-339-341 
Lasko Metal Products Co 1236-1238 


Lewyt Corp 1806-1808 


Div., McGraw-Edison Co 
523-525-527-529-531 
1513 
1327-1329 


Lonergan Mfg 


Lovell Mfg Co ; 
Lux Clock Mfg. Co., Inc., The 


Manning Bowman Div., McGraw-Edison 


Co 523-525-527-529-531 


Marlun Mfg. Co .. »775-777 
Mastercrafters Clock & Radio Co 1116 
Merit Enterprises, Inc 1736-1737 
Metal Ware Corp., The.. 218 
Midwest Mower Corp ..1234 
Mystik Adhesive Products, Inc 1319-1371 
National Engineering & Mfg. Co 1702 


National Food Slicing Machine Co., 
Inc , ‘ ooo VUDT-UI39 
National Presto Industries, Inc 
248-250-252-254 
Nicro Steel Products Co., Div. of Cory 


Corp 516-518-520-522-524-526 
Noma Lites, Inc 743-745.747 
Norris-Thermador Corp. ery. 
Northern Electric Co . 1046-1048 


Oster Mfg. Co., John 1823-1825-1827 


Plastray Corp 1035-1037 
Portable Electric Tools, Inc 1421 
Proctor Electric Co 704-706-708 
Regal Ware, Inc ° 243-245-247 
Regina Corp., The........e+56 765-767 


Revere Copper & Brass, Inc. 
506-508-510-512-514 

Rival Mfg. Co 472-47 4-47€ 

Roto-Broil Corp. of America 


1829-1831-1833 


1629 
1301-1302-1303 


of General 


Salton Mfg. Co., Inc 
Sessions Clock Co., The 
Seth Thomas Clocks, Div 


Time Corp B-55 
Shetland Co., Inc., The 1318-1320 
Signal Electric Div., King-Seeley Corp 

1715-1717 
Silex Co., The 442-444.446-448-450-452 
Son-Chief Electrics, Inc 211.213 
Sperti Faraday Inc ( ooper Hewitt 

Elec. Div 268-270 
Superior Electric Products Corp 314 
Supreme Products Corp., Div. of American 

Safety Razor Corp 1729 
Swing-A-Way Mfg. Co 564-566 
Taylor Instrument Companies 358-360 
Textile Mills Co 228-230 
Titan Mfg. Co., Inc 271-A 
Toastmaster Products Div., McGraw 

Edison Co 408-410-412-414 
Tricolor Mfg. Co 1110-1112 
Union Steel Products Co 346-348 
United States Elec. Mfg. Corp 625-627 
Vollrath Co., The 355-357-359 
Waring Products Corp 272-274-276 
Welmaid Products, Inc 342-344 
West Bend Aluminum Co 542-544-546 
Westclox, Div. of General Time Corp. .B-54 


Electric Corp 
740-7 42-744.746-748-750 


Westinghouse 
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omissions 
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In Atlantic City 
July 8 - July 12 


Biggest-ever NHMA Summer Show shapes up at 
Atlantic City with over 8,000 buyers expected; Inde- 
pendent show also convenes July 7-11 


With good business in the offing, 
according to surveys made recently 
by National Housewares Manufac- 
turers Association, a record 8,000- 
plus buyers are expected to show 
up in Atlantic City July 8 
8,000 will rove through an also 
record 615 exhibits covering 1,049 
booths. 

lor the 
these are 
ft., an increase of 
over last 


These 


statistically-minded, 
70,000 sq. 
11,000 sq. ft 
Happily, the flow 
of air through the Auditorium will 
ilso be increased 30 percent over 


contained in 


ycar 


last year and the new air system will 
run 24 hours a day, 

Opening day represents an ex- 
perimental] NHMA’s 
part. ‘The climax of the day will be 
in industry cocktail party in place 
of the traditional dinner-dance. 
This change will give more people 
1 chance to attend, it is felt. The 
party will be held in the American 
Room of the Traymore Hotel. 

National pre-show surveys by 
NHMA showed that 69 percent of 
expecte d_ the 


swit h on 


the manufacturers 
second half of 1957 to be better 
than the first, while 73 percent of 
the buyers felt the same way. Just 
+ percent of those answering felt 
that the would fall 
off 


he surveys also 


econd = half 


showed that 
most housewares users buy in the 
middle-price line iccording to 64 
buy 


with 


percent of retail and wholesale 
ers reporting. Those buyers 
more activits 


in the low and high 


ends were evenly split-19 percent 
and 17 
percent with more high-price sales. 
615 

5,000 buying 
percent or 86] 


with more low-price sales 


Questionnaires were sent 
manufacturers and 
Some 17 


firms 
buve I 


answered: 37 percent of the 


replied 


manufacture! Fifteen per 





cent of these made mal} ippli 
ance Of the buyers, 30 percent 
were housewares distributor 


percent were department stores, 14 
adi trib 


hh irdw ire 


percent 
tor thi 
distributors 


wc'¢ appliance 


remainder were 
(16 percent), hardware 
retailers (13 percent) and miscella 
neous buyers for 


two or more 


classes of business (29 percent 
Buying firms answering averaged 

ibout $1 million pel finn ili hou { 

Manufacturers rr 


ported approximately $500 million 


wares volume 
volume for 202 firms, an average 
of $2.5 firm. Of the 
total, 61 percent was in non-clectri¢ 
from 17] 


ers, a $1.5 million average per firm 


million per 


housewares manufactur 


In electrics, manutacturers re 
ported 30 percent of the total vol 
ume, for a much larger average of 
$6.7 million per firm 

Dividing , theii 


tures, 55 percent of the buyers said 


own sales pi 


non-electric 
the most sal 


housewares pro ided 
while 45 percent fav 
ored clectri kor 37 percent of 


these, fry pans, irons and fans were 


the top dollar producer 


o ‘ * 
Krom July 7-11, the Independ 
ent Housewares Exhibit will also 
convene in Atlantic Cit Jule 
Karel, exhibit manager for th 
group, announces expansion of ¢ 
hibit facilities Three different 


hopping locations will be oftered 


to buyers attending this shov 

‘The three sites include the Hote] 
Chelsea, the Hotel Ritz Carlton 
and the Ritz Carlton Convention 


Hall. “With the acquisition of the 
Ritz Carlton Hotel and th 
vention Hall,” Karel said ve are 


now able to 


(Con 


accommodate those 


manufacturers who were unable to 


participate in our last shoy 
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Sweetening the Deal 


Philco offers a variety of new products and 
inducements; including better margins, more financing, 


factory-paid ads and free radio warranty service 











| t f t i it hor thire 
" rT th) 1 t VPhilade hia i 
; ; +} iste id 
, fact , 
' 
' 
rT { t it th ipa 
f f lertaken Tet t n 
' P P A PRESS CONFERENCE during Philco convention finds oresident James M. Skinner, Jr 
f 4 , f j 
j ‘ i 
right pondering Oo question as newsmen await an answer 
f Ihe Product. “ost of 
r ' r\ ' ' 
| ! 
; + 
tty , j - 
\ r ft i'\ | 1 i 
i / ta | 
’ ! t 
J thi ! iil } 
ity 
t l fl Azt 
t HET \ S t f 
r | 
7 
{ ' | ' 
uli ul 1 n | 
t tl i? ( 1\ ] ‘ ' 
} ! | {T ' ‘ ; rt f 
pt cit i nan t mci hich 
} thi t t ! t noun ! th 
i mode j " | end of th I Pre ident Jar \ 
Phil hinne r transist t Skinner told a pre onference : 
| ce jeader 1 pocket / f that the firm realized it must look 
transistor t with a suggested list further into financing 
tf 544.9 \t )95 are a sever [he factory payment of the en 
transistor portabl ma | tire cost of nationally placed local 
tran tor table set with a combina idl vill free distributor ad budgets 
tion handle-base which permits it o that they can be used to tie-in 
is a portable as well. ‘lop of vith Philco partnership” plan 
the line is a seven-transistor rt 1 the local level. Advertising man 
ib] All operate on flashlight bat ier Viax Enelow told distributor 
tern hight hi-fi set in AM-FM that they should set aside 25 pel 
tuner, and two tape record ( cent of their advertising funds for 
included in Philco’s hi-fi line use in the partner hip plan 
Ihe racio line also includ IX Ih 10-day labor warranty on 
table sets, two kM-AM sets, fi table and clock radios and phono 
lock radios and six record plaver rraphs will be handled by author 
a ind portable phon zed local servicemen. Distributor 
. . ro} i } vl] 0 rive ViC 
IMPROMPTU RECEPTION LINE af Philco distributor convention last month in Phila New Deals. Margins to distrib il appoint authorized CIVICS 
delphia included executive vice-presidents Larry Hardy, left, and John Otter, right tors have been in ised an averag tations and the servicemen will 
of percent on a veighted, bal bill Philco directly for work on the 
inced selection ind on. fi 1 n-warranty set 


Admiral Shows Its Line 


Full TV line has 110-degree tubes; heavy hi-fi 
line includes seven models, including printed circuits in 


an 8-watt portable, and FM-AM tuners in three consoles 





Speaking t Admiral interna throughout Admiral new 14 
tional distnbut onvention h | Model line permit a 7-in. redu 
n Miami Beach at the Ame na tion in the depth of cabinets and 
Hotel, R 1). Sira i edicted ire the big t step taken Int nt 
that th flat 1\ vall yorure 
1 b fected within. te S isa felt that this would have 
( Su dded that t 110 i definite effect on the rical 
FROM BALCONY of Philadelphia's Forrest Theatre, Philco distributors look down on , Was uUsa pOSE Ce , ' . I , , \mer ' 
firm's new TV line. Next day radio line got similar introduction acer picture tube i used 1om Dringing the 1\ et back 
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ito the many living rooms it ha 
cen kept ut of because of its 
he bulk The new tubs allow 
vhat Siragusa_ called limling 
ibinets,”” |e than 16-in dee] 


Admiral obviously had its ev 
on another part of the market 
too. When A. A. Medica, radi 
division sales manager, showed the 


bled distributors the new hi 


Clq) if ; Ql 
fi line, he unveiled the most com 
plete group of instruments Admiral 
has yet marketed. There are seven 
model ranging from an %-watt 
portable to a uper-delux« sU-watt 
console. ‘Three of the consoles have 


while the portabl 


AM-IFM tuner 


ha rtuall /5 percent printed 
wiring. ‘The high-end consoles ha 
eparate bass and treble control 
compensation controls, four speak 
ers—ma of the refinements called 
fol t judi phile accordin 
+ Ad " 
Adm ilso announ i the d 
f v wirel ; ' 


ontrol for TV-radio-phonograph 
ombinations. ‘The device, called 
Som! sonal operates through 
iltra-sonic waves and performs |] 
function including turning the 
I'V on, adjusting volume to four 
vel changing stations, turning 
n the record changer, rejecting 
ecords, turning on the AM or 
IhM radio, and turning off thi 
vhole works, individually. ‘Thi 
vill be available in one table TV 
ind two consol All this veat 
ets, according to W. C. Johnson 
ile vice president, have front 
ound and front controls 

Some 800 to 900 people attended 


the Florida convention, including 
thre Wve ot quota busting di 

butor salesmen who not only 
ot a free ride, but an extra two 
lavs at the resort. Besides a regular 
linner and entertainment on [ri 
lav night, guests attended a Ha 

jiian Luau-style dinner on Thurs 
lav evening 





C. R. OVERHOLSER, center, of Admiral Credit Corp., shares a joke with Roy Strass 
burger of Columbia, S. C., left, and Henry E. Swanton, Portland, Maine, right 





ADMIRAL’S Cuban distributor is represented by, left to right, Jose Gorguis of 


J. Z. Horter Co., William A. Powe, and Sergei Gomez 
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ONE MAN Safely Delivers 
—800 LB. LOAD 


4 















































Appliance 
Truck! 























WHEELS SWING FORWARD 
FOR LOAD ING 


BACKWARD TO BALANCE LOAD 


Slides Upstairs 
Downstairs 
s. 


YOU INCREASE NET PROFITS 
by cutting delivery costs 
with Easload Appliance 
Trucks, One man easily 
and safely does the work 
of two with Easload, the 
in and Out only truck that takes the 
of Trucks weight off the man and 
¢ balances it on retractable 
wheels 





The welded steel frame 
has protective rubber pads 
on the load side and tubular slide runners 
on the back. Heavy web belt and positive 
ratchet-type cincher secure appliance on 
truck. Load balances on large ball-bearing 
wheels, cushioned on 10 x 2.75 tires. Two 
small rubber wheels in toe plate aid loading 





ON MONEY-BACK GUARANTEE of satisfaction 
order Easload today (FOB L.A.) only $57.50 


Colson Equipment & Supply Co. 


1317 Willow Street, Los Angeles 13, Calif 


LOOKING FOR A LINE 
OF PRODUCTS THAT 
WILL SELL IN VOLUME 
WITH REAL PROFIT 


MARGINS ? 


machines 


Dept ( 






Name 
Address 


City 





ALI 





itt 











Only 8 Versatile 


“ROSCO” 
COOLER COVERS 


Fit Over 70 Coolers! 










4 SIZES FIT ALL POPULAR 
EVAPORATIVE WINDOW COOLERS 







t 
rr) 
4 SIZES FIT ALL POPULAR { 
REFRIGERANT WINDOW COOLERS 


Designed to give you the highest sales potential 
with the smatiost stock! Fit all but the most 
unusual shaped air conditioners. Preved by ever 
four years of service. 


@ Made of heavy weight 8 oz, Duck treated 
to repel water and mildew 


@ Constructed with grommets in double re 
inforoed hem for top strengt 


* Adustable for anug ft with lacing cords 
that pase througn erommetes 
&@ individually packaged in attractive clear 


plastio with instructions and iiuetrations 
on each package 


See your distributer, or write for price tict and 
quantity discount 


ROBERTSON Sales Company 


P.O. Box 892 Oklahema City, Okla 








Gordon L. Bowman 
The Paeminn 


i) Gerrard St 


Please rush me [ree 
products and ho 


MIikI 







PREMIER heavy-duty vacuums and floor machines are it! 


With a com 
both portab 


atock of vacuums and floor machines 
and heavy-duty model 


you an established name in the market 
of machines and toola, fast delivery, and 
advertising support 


all of which means eagy and profitable 


sales for you! So why not investigate the whole siory? Fill 
in the coupon and mail today! 


(General Sales Manager 


OMPANY 


Woodlawn Ave, St. Paul 1, Minnesota 
loronto 2, Canada 
nformation on the complete line of Pri 
w i’hemine in produce profite for me 


tate 





PREMIER satiafics 
all cleaning requirements with economical, simply operated 
adaptable equipment, Your customers are buying Paeemien 
why don’t you sell them? 
Premier offers 
high quality line 











i 
crure 


Customer confidence in local 





servicemen is due in large 
measure to the dependability 
of the products they use 
fung-Sol maintains quality 
standards that build up the 
local serviceman in his com- 
munity 


TUNG-SOL ELECTRIC ING 
Newark 4, N.J 


Sales Offices: Atlanta, Ga.; Columbu 
Ohio; Culver City, Calif.; Dallas, Tex 
Denver, Colo.; Detroit, Mich.; Irving 
ton, N.J.; Melrose Park, Ill.; Newark, 
N. J.: Seattle, Wash 


A, i “el hip Sally 


@ TUNG-SOL 


Magic Mirror Aluminized 


PICTURE TUBES 
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The Hi-Fi Bandwagon 


RCA Victor plays a louder hi-fi tune with new 


models in every price range; stereophonic sound to get 


a bigger play with three models due soon 


High fidelity phonographs in an 
impressive array of styles, sizes, and 
ombinations were spotlighted at a 
recent Radio Corp, of America 
press showing in New York Cit 
[he line is the me 
marketed by the 


t complete ever 


ompany and fea 


tures an increased number of multi 
peed sets, all equipped with stereo- 
jacks for thi iddition of stereo 
phonic sound tems at any time 

Stereophoni ound thu be 
omes an important feature in the 


I 
RCA line. In addition to nine nev 


OmMpan } Mark 


models in thi 


rie with price ranging from 
129.95 to O00, radio and “Vi 
trola division vic pre ident and 


reneral manager James M. ‘Tone 
imnmounced that three new recorder 
Victrola tereotape players will 
ummer. All 


be marketed in lat 


f these will re rd and pla back 
monaurally 
Mark’ Series I hie new 


Mark hi-fi serie consists of a 
three-cabinet de luxe console in 
cluding AM-FM radio, high fidel 
ity, stereophonic tape player and 
tape recorder; three single-cabinet 
AM-I'M_ radio-high fidelity com 
binations; two console high fidel 
ity sets; two consolette 
ible ‘I WO 45” 


ets, a portabl ind table model 


mda port 
rpm high fidelity 


were introduced earlier this year 
by RCA Victor 

RCA didn’t neglect its television 
line in the race for a strong posi- 
tion in the booming high-fidelity 
market 


corporating the 110-degree picture 


\ completely new line in 


tube was on the floor 

Ihe use of the 110-degree tube, 
of course, has enabled RCA to r 
duce the cabinet depth in all 
models, Picture tubes are com 
pletely enclosed in the cabinets 
There is a streamlined series of 
tapered portables. Some sets are 
ingled to fit neatly into corners 
Che new black-and-white line will 
be advertised as “‘Lean, Clean, and 
Mirror Sharp.” The 14-inch 
models do not use the 110-degree 
tube, but a new-type 90-degree 
tube, which, is shorter, achieves the 
same effect 

There is a 21-inch portable in 
the line, the Hathaway, which is 
priced at $229.95. Included in the 
line are five portable models and 
4 table and console models 

One new color set—the Lock 


haven i msoic in mahogany OI 
lime oak grain (569 was shown. 
Ih wings RCA olor line to 1] 
et \ new sel of higher-priced 

)] eivers ¥v be added in 
September it wa recently an 
nounced 

Price vere up on a number of 
model Costs and profit levels 


. . 
took the blame 


I'wo new AM-FM short wave 

radi model 1 table model 
79 ind a msole $369.95 
wert introduced I he modeis, 


manufactured in Europe to RCA 
ification will marketed 
under the label RCA Interna 


The Implications 


Although the | 5. Supremé 
Court's decision in the DuPont 
General Motor inti-trust case 

( erious imple itions about all 

rts of corporate acquisitions and 

merge it appears unlikely that it 
vill have any effect on the appli 
ince industry 


It is risky to atte mpt 1 prediction 
of future government prosecutions 
on the basis of the decision. For 
one thing, the tremendous size of 
the two corporations involved was 
1 major factor in the court’s ruling 

and there just aren't many com- 
panies quite so big in this indus- 
try 

What existing inter-corporate re- 
lationships are now threatened? 
Here are some of the questions that 
have to be considered on this de- 
cision 

Does Company X, as a sup 
plier, own stock in Company Y, a 
customer? If so, how big a factor is 
Company Y in his industry and 
how much of his requirements for 
Company X 


a given product do 
ell him? 

An important factor is how big 
a stockholder is Company X? 

If Company \ represents as 
much as 50 percent of a definable 
industry, this seems to meet the 
test. 

Finally, if Company X sells to 
Company Y and is the biggest sup- 
plier of a given product it uses 
me pretty much adapted to his par- 
ticular industry the situation 
seems to fit the DuPont-General 


Motors case 


JULY, 





There’s every reason why serv- 


icemen feel this way. Tubes 
they need they can get. Quality 
is always uniform—always up 
to set manufacturers’ specs. 
Callbacks are rare. It’s more 
profitable for servicemen to 
use Tung-Sol Tubes. 


TUNG-SOL MAKES 


All-Glass Sealed Beam Lamps, Minia- 
ture Lamps, Signal Flashers, Picture 
Tubes, Radio, TV and Special Purpose 
Electron Tubes and Semiconductor 


Products 


C W Sue 7 hip C wally, 


@TUNG-SOL 
RECEIVING TUBES 
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Zenith at High End 


Zenith’s show tab ran $100,000 but turned out 
to be well-spent money. With factory order files bulg- 
ing, Zenith will spend $1 million in promotion 


Zenith Radio entertained royall 
in Chicag last month. The sh 
i the m handise 
yrospect ( prom 
| nust have been. When 
t} ts of Zenith h 
il ¢ t t nen 
Zenith ' 
| I tt i 
/ \ 
i 
k at 





OLD FRIENDS Mark McGrannahan, 


pe ial product tory to tell. Zen 
ith is running counter to the in 
dustry this year, and hasn't a single 
110 degree picture tube to offer 
Instead, they've got the Sunshine 
lube, a Zenith-only short-neck 90 


Toledo distributor, 


ard Erik 


Isgrig, 


vice president for advertising, congratulate each other on the new line 


4 


tube, which uses no ion 
| provides a clearer, bright 
iccording to Zenith. From 
i wont of view, the n 
ibinet just | 
nith also expects to leat. 
n the virtue ~ their hori 
chassi ind ( isil Crvice 


Zenith 





ENGINEER Ai Cotsworth, left, of Zenith makes a point about Zenith’s horizontal 
chassis to Jim Parks, right, of Radio Distributing Co., Saginaw, Mich 
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cuits in their models. 
Among the good news passed on 


to the distributors was the word 
that Zenith will sponsor NCAA 
football this year; that there will 


be special hi-fi promotion on top 
of the regular advertising; that sales 
be 
men who move the new products, 
Zenith’s Wave 
imtennas. In getting the 
rolling to an early start thi 
Zenith will spend “about a 
million doliars,”’ 
ird ¢ 


incentives will there for sales 
particularly 
Magnet 
ball 


vCal 


new 


iccording to Leon 


l'ruesdell, vice president and 


director of sales for the company. 

Lots of Hi-Fi, High-fidelity in 
struments and radios took a high 
percentage of the available space, 
even though they were competing 
I'V line, Mov 
ing to the high end, Zenith showed 
ot 


combina 


with the 60-model 


a special “decorator collection” 


high fidelity units, and 


tions in special finishes and colors 


Vhese, as well as more than a dozen 
other TV receivers, featured Space 
tuning. For high-end 


Zenith offered the 


Trans-Oceanic portabl 


Command 
fans radios, 


over-$200 


ih 


Can You Sell Color TV... 


. with an all-out promotional effort? 


spent a lot of money in Milwaukee to find out. 


RCA 


Sales 


jumped 800 percent, but dealers still have reservations 


RCA closed the books on it 
highly publicized Milwaukee color 
test last month but it may be 
months before the real results ar 
ipparent 

lor the record, RCA and its local 
distributor, ‘Taylor Flectric, con 
ider the ituration marketing 
drive highly successful. Sale Th 
the area rose from 12 to 106 set 
per week during the test and RCA 
iys the lessons it learned here will 
be promptly put to use in an “in 
terim’” summer campaign and in 
in all-out effort this fall 

Some Objections. Dealers in the 


irea, however, aren’t quite as unani 


mous in their appra.oal of the cam 
paign hey have some objection 
which include 


(1) the test was poorly timed 

(2) dealers who had been doing 
i good job on color suffered be 
dealer in 
sets, 
times at prices considerably below 


cause almost every other 
town began pushing some 
what had prevailed before the cam- 
paign 

(3) the home demonstration plan 
vas too expensive and many deal- 
ers reported poor results in con 
verting demos into sale 

(4) offer of “up to what you 
paid” for black and white 
duced profit margin on color dras 
tically 


There was little outright opposi 


sets re 


tion to the program (all but a hand 
ful of dealers signed up for it) but 
relatively little real dealer 
Ihe average reaction 
that if RCA chose to 
pend upwards of $100,000 in their 


there wa 
enthusiasm 


ecmed to be 


market (a figure which RCA will 
not confirm), they were bound to 
benefit from increased sale In al 
most every case this was the re 


ult But the objection li ted ibove 


dampened = de iler enthusiasm to 
ome extent 

Phe Defense Replies, bor each 
of these objections, however, RCA 
had a pretty good answer, In o1 
der, they are 

(1) As far as timing wa on 
cerned, RCA admits that Mar no 
month in which to sell color set 
But the company needed the ex 
perience to plan for the fall and 
the poor timing offset to some ey 
tent one highly favorable condition 
the heavy olor programming 


Milwaukee 
object that fev other 


cnjoys If opponent 


communities 


offer as much programming, RCA 
can retort that few other cam 
paigns have been waged in the off 
season in such i basically conserva 
tive town as Milwaukee 


(2) It seems likely RCA will not 
attempt to use as many dealers in 
successive Campaigns. It seems ap 
parent that some RCA officials now 
asked 


“why do you need so many door 


agree with one dealer who 
ways to sell color?” There was one 
benefit from using so many stores, 
Dealers had been 
elling color the test had 
been handicapped by the negative 
by other 


second group 


however who 


be for 


retailers 
took 


sales 


done 
this 


and 


selling 
Once on 
this 
negative selling quieted down and 
had to 
overcome 

(3) RCA admits that the 
sales ¥ 
that over-all two out of three demo 
One ie 


color made a few 


dealers one less obstacle 


rate of 


conversions to iried but sa 


on learned 
was that 


ipsolute 


were conve rted 


in the campaign, howevei 
demo wasn't 
One of the 
ful dealer: n't use demos at 


ind RCA off@ials think that 
demos do lit®e but po tpomn i] 


the home 


necessity 


in 
ft succes 
ill 


oitic 


mio 


doc: 


MORE> 


* PAGE 


7 &¢ 
27 














* 

They are convinced that man pe # four people haven't seen ole 
ple ire ready to bu olor and that mider desirable condition DP hie 
uch le ould losed mo ccond is that neither RCA nor 
qui k] f the dealer didn’t suggest my other firm has overcome deal 
i home trial indifference to and fear of colo 

(4) ‘lhe trade-in offer was the One RCA man who spent the er 
ni) promotional ATVITLICK which tire test period in Milwaukee told 
hinted even remotely at a_ price KenecrrRicAL MERCHANDISING that 
onsideration, All other promotion he felt sales training and dealer 
ma sivertising retrained from educations were the keys to succe 
promising low prices or discount ful merchandising of color 
RCA officials think the ability t RCA executive think th 
make mone on a trade-in deal proved one other thing during thi 
ini vith the deal Department test that color 7M right now 
tore most re taunt to go priced for large-volume ile In 
long. A number of peopl VCTE upport of this the point out that 

nvill | that the hould kecp only 30 percent of il vere mad 


thre black-and-white as a second on the $495 leader model SPEED QUEEN ATLANTIC CO. exhibit is shopped by a pair of girls. Speed Queen 


ail The inbecien eumemne: , officials were satisfied with attendance, ‘rather encouraged” by reactions. Others 
Ili i Cathipal 
, ' re t so ha 
The Lessons RCA  ofhcial vill run im selected market T ——— dienes 
think the Milwauke Cxpenence vill be patterned ifter but will not 
onufirmed two trend hich have dupli ite the Milwaukee test. ‘Vhs = 
hown up Ith i Hit ne of ther fall f Hipalpn vill be ill ill out LESS INTEREST, FEWER EXHIBITS ° . ° 
tincie Ihe first is that three out flort in every market 


The Canadian Dollar... 


can buy more in the United States; Cana- 
dians know it and are expected in this country in increas- 


ing numbers. This spells opportunity for housewares men 











\ | i f Canadian i the | rstitut Ten | } 
tourists will in’ all) probability be percent of all their travel expense 
heading for the United States th Obviousi then, Canadian on 
titebtbicl | ' li conic ot them Coll ides they purchase extreme] 
tituts i Opportunity for dealer nportant parts of then trip 
i simall Ippliance id houseware Phi car, Canadian nding 
Lhe dolla iden Canadian i pected te ich new level Pp 
likely to yon a buying spree that iu of th «chang vnceht to 
vill include an trical good Canadien sonia in ne eee AIR CONDITIONING advantages were pointed up by the use of an old-fashioned 
treadle fan, in the Fedders floor space. Fedders played heavily on the company’s 
th mb Cal iway on their du ! rossing the bord longer holida millionth sale, displayed a “comfort museum 
hen thr return hows for the a we Canadian, and mor 
Phe rush may be » big and TL to s] nd for such purpose 
stained, in fact, that Canadian (the average Canadian incom AT COLISEUM 1957 HOME SHOW 
overnment ofheial ire reported up con iderab i Sie e 
to be worred that th tepped-up Dealer ilong the b ler and an 
Duyan pre Vv | too big and reas frequented by Canadian t 
hurt (Coanadian ts would d vell to ftamuliat 
\lready th ush t the U.S themiselve vith Canadian custom 
ppears to be i nudging by high egulation buying habit ma 
vay trath incl the pswitl ils travelling trend Some im the | » 
wticeable by plan mad rail \! ctuil trade ar orted| ilread 
th pre cil il thi qj kened havniny Ta rt ne nnpagn an 
HOTMCTITUNE a th | det ma Clanadun new MIpc! 
iw iat ih i | f Som nits t 1 
th travelin rciti nicl th Coustom ilat i p 
wel lecla | il th | TL TL 1O0 th of ods f 
ton pt f I tofu than 48 h 
(Coanadiun 1 ! n 45-hou ist on I month 
i | t thi | . Ih ood niust f th 
ty ft | in 1 on val rousen | md t 
| ran han Nila rtuble matu 
four month OMparin { » (Canad 
In 1956 Last Canadian is cftecti Kivertisin 
brought hom ilineost million Canadian KHOW vhat tl 
th | ! 1 | | cl | la i \ th ic li th 
merchandise t all sort Canadian differential wall tt t Can 
AUTOMOBILE AIR CONDITIONERS received some attention in the Vornado booth 
rment others reveal that uy Exploitin t wil This year’s show was smaller than in 1956 by an entire floor, with scores of 
ist year's purcha Canadian them exhibitors missing 
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NAED “SWAPS IDEAS” 


Close to 3,000 attend 49th annual conclave in 


Washington; appliance manufacturer booths are not a 


major factor; industry’s distributors cry blues 


Close to 3000 electrical distribu 
ors and their electrical manufactu 
g ittended the four-day 
19th annual convention of the Na 


tional Assn. of Electrical Distribu 


t 


ing guest 


tors in Washington recently. ‘Thos 
manufacturers who had booths in 
th onvention xhibit area and 
ho represented the electrical appli 
mce imdustt were few and _ far 
between Those distributors who 
ealt la in appliance pent a 
reat deal of time be tiling busi 
nN miditions among themselve 
Lhe NAED as a whole, howe 
t the convention “the best 
yet | utive director Arthur W 
H op nm til report to the mem 
hip at the final, closed session 
m Ma Es r ported { have 
that the member king 
th ht man NAED com 
modity and neral niimattes the 
ofthe ind board of governor had 


i ‘‘wondertul job in building 


NAED to new he ight 


Lio per conceded th dangers of 
distribution bi 


expedi fcc,” how 
his he defined a 


mecaninyg 


that many wholesale distributor 
t th major effort only 

ir th ivenu that are 

pr ial advantage 

| hat in ld whether 


ot, to fur 


th itice an order from vou—Mr 


| th upp th 
| 
t 1ofa in 
th im t v3 qu 
; " had « tated if 
I t | Vicanwh 
t ! ! 
nanufactu t ip 
/ th } | } , 
r 
i 
I t hirst nvin 
ind then ) 
| if thi 
; { t th 
+] 
New President. G \ / 
Englewood Elect 
{ ; 
it 
-. 
| Su 
( | ( 
1 M. ‘ i 
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land Electric Supply Co., Minng 
Albiez as vice 
president, Central Region. Georg 
W. Provost Jr. of Doubleday-Hill 
l.lectric Co., Pittsburgh, and J. P 
Hanblen of Southern Electric Sup 
ply Co 


vice presidents of the eastern and 


ipolis, succeeds 


Houston, were re-elected 
outhern regions respectively 
l'rancis KE. Stern of Stern & Co 
Inc., Hartford, Conn., and Fred H 
Kiseman Jr., of Revere Electri 
Supply Co., Chicago, were elected 
members-at-large of the board of 
governor: Phe new board of gov 
ernors for the coming year includes 
‘Nicholas V. Papani, The Granite 
City Electric Supply Co., 
Mass.; R. A. Whitford, ReQua 
llectrical Supply Co., Rochester 
N. Y.; T. W. Lauer, Rumsey Ele 
tric Co., Philadelphia; John W 
Shealy, Shealy Electrical Whol 
salers, Inc., Greenville, S. C.; J. J 
Perry, The Electric Supply Co 
Atlanta, Ga.; Emile 'l’. Glaser, ‘The 
l’. D. Lawrence Electric Co., Cin 
imnati, Ohio; Charl L.. John 
on, Charleston Electrical Suppl 
Co., Charleston, W. Va.: Russell 
Beckerman, Standard Eleetri Sup 
ly Co... Milwauke Wi Clvcd 
LiaNhe General Iclectn Suppl 
Co., Detroit; Joc Stumon .- 
Simmons & Co., Chicago; ( | 
Butler Jr., Butler electric Co., In 
st. Louis, Mo.; V. FF. Cole 
lulectric Supply Co., | wo, N. DPD 


Quincy 


id ‘1. ¢ lreadway jr., ‘Tread 

Ilect ( Little Rock, Ark 
Ihe 19 Niet Award 

thy nost mitsta 1 ndividu 
itibution of mer » th 


ist-pl if j ! i 4) t 
| president of the ! tt Elect 
Supply ¢ lesale electn 
tributors of St. Louis, Mo 
live forn T f NAKED 
t d ) nted t 
101 ife Hp 1 th 
tion. Ih Robert J. | 
( len. form ith ¢] ( 
| t Supp ( R Y 
(")t ( S | { " { 
GGravb Ilect ( | ) 
I M A. D. Hamm i, f 
th, ¢ Atianta. ¢ 
K I Vhicl form t 
( Buff y ind A. | 
1957 








LESTER E. BARRETT, third from left, listens to NAED proceedings after receiving 
the 1957 McGraw Award. Barrett, a past-president of the association, is flanked 
by NAED executive director, Arthur W. Hooper, extremf left; W. C. Wallis, chat 
man of the electric heating committee, second from# left; Ted Cox, managing 
director of the Americun Home Lighting Institute, secafid from right; and William 
T. Stuart, editor of Electrical Construction & Maintendice, far right 





C. 0. GREEK, second from left, manager of Hoover Co.'s special products division 
and Walter A. Munz, Hoover's general sales manager, center, talk with H. D 
Sommer of Sommer Electric Co., Canton, Ohio, in the display area of the NAED 


Convention. At extreme left is W. F. Papp, also of Sommer Electric 





NEMA EXHIBIT sparks the interest of H. E 


Dickson, left, Leidy Electric Co 
Explaining things is R. K. Ermatinger of NEMA‘s electr 
The display described various NEMA promotions 


Phillipsburg, N. J 


housewares section 








finest name in t 










The Mutechler dealer ha everything 


in his favor when it comes to creating 
outstanding kitchen .. new home 
or re } 


1} re Its from thorough training 


athe plant, adequate ile nd promotio 


help and a product that lead t 
new es elopine nt branchine 


in = e territori rite lor 


mplete information 


MUTSCHLER BRO 
Dept. 7137, WN 


Something for Everyone! 


[V4 
A 


Sy 


¥ 29 


v 


he kitchen since 1893 





THERES 








THE MOST COMPLETE LINE OF QUALITY GUARANTEED 


BARBER PRODUCTS for the HOME! 


MORE CLIPPERS 


all tyle for all types of hair 


Single-Cut, Multi-Cut, Standard and Giant models 


Popular price 


MORE BARBER KITS 


featuring any type of clipper 


and any combination of accessories. Includes free in- 


truction booklet 


MORE ACCESSORIES vibrator dryers, knife-shear 


harpener con 


everythin for | 


MORE SALES 


! 
more volume ' 
more profit! ; 
Writk for cata- 4 
log heet ad 1 
vertising mat i 
and quantity ! 
price (Get ol ' 
the Wahl “sales- ! 

| 
i 


waron now 


[ee 
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ib hear 


attachment comb 
tter family grooming 


Please send full particulars and prices on the Wohl 


home barber line 


Name 


Store 


Address 


City State 





PPSNGy a SE SE Swear wee 


Wahi Clipper Corp. Dept EM.7 Sterling, Illinois # 
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I 
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Profits Ebb 


NARDA Survey shows modern-day low in dealer 
profit margins, combined with a rise in costs. With net 


operating profit ratio at 1.2 percent, 28 percent show loss 


An all-time low in profits and 
an all-time high in costs make up 
the dismal picture painted by the 
National Appliance & Radio-T'V 
Dealers Assn llth annual Cost 
»f-Doing-Busine Survey 

Referring to this 1956 edition 
of thi irvey, NARDA president 
Ken Stucky commented that “thes« 


finding how a serious threat to 
the continuance of many needed 
dealers in th industry as wel 


i most of the marginal yr 
Ihe survey shows that the net 


operating profit ratio dropped t 


1.2 percent of net sales in 195¢ 
from 3.4 in 19 thus reaching 
the lowest level in the 1 l-yea 
history of the NARDA survey 
It was reported that 28 percent 
of all dealer inswering for 1956 
howed net loss his is a new 
hy rh 

Total cost of good Nd 


mount d to ¢ 


7 percent of total 
iles in 1956, up from 1955’s 65.7 

‘he survey also reveals that total 
yperating cost in 1956 reached 
1.1 percent of net sales, including 
taxes; in 1955, total operating cost 
was 30.9; in 1954, the record of 


Year-end inventories are reported 
up 17.1 percent in dollar value 


over the year tarting figure. In 


~ 


ventoru were turned only 4.2 
times in 1956, compared to 5.5 
times in 1955 

Dealers reporting in the survey 
registered a dollar sales increase 
of 3.8 percent over 1955, ipproxi 
mately the same rise as shown 
by all U.S. dealers in this industry 

The dryer was the only product 





to show a pronounced rise in its 
share of total sales for 1956, ri ing 


from 4.4 in 1955 to percent 


in 1956 
Stuck iw more than a set of 
tatistics in the results of the su 
‘ ‘Every retailer must sec 
thi 


1 mandate to sharply re 
mie of the practice he ha per 
mitted to penetrate his busine 
he ud 

Stucky uggested that 
imount I 


elling done by national adv 


tising, the dealer must handle only 
merchandise which provides him 
with a sufficient margin to cover 
hi yperating expenses ind allow 
him a reasonable prot 
retailers study all other sour 

of revenue available to select those 
vhich will supplement normal re 
tail proceed uch as finance in 
come from credit sales, profit 
from. the rvice de partment ind 


version of trade-ins to revenue 

managerial diligence be exer 
ised against unca!led-for drainage 
m profit checking economy in 
hipping, refusing faulty merchan 
dise from factories unless repair 
compensation is offered, accepting 
md utilizin ooperative adverti 
ing fund 

merchants need to modernize 
busine practice improve their 
productivity, and increase business 
ind executive efhiciency 
Stucky recommended that dealers 
register for the NARDA Institute 
of Management as a good source 
of assistance. Institute HQ is at 
1141 Merchandise Mart, Chicago 
54, Ill 


Progress and Publicity 


RETMA members hear of increasing electronics 
production and sales at their convention; NARDA’s 


Bernsohn suggests coordinated publicity for TV Week 


National Television Week came 
under discussion at the 33rd annual 
convention of the Radio-Electron- 
ics- Television Manufacturers Assn 
in Chicago recently. ‘The National 
Appliance & Radio-TV Dealers 
Assn.’s managing director A. W 
Bernsohn contended that the week 


would be more successful if a pro 


fessional publicist could be hired 
to direct and coordinate publicity 
efforts. The proposal involved ex 
penditure of approximately $15 
000 

RETMA executive vice presi 
dent James D. Secrest, as a result of 
the discussion sparked by Bern 
investigating the 


sohn propo | 
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possibility of raising the money. 

Meanwhile, the dates of National 
Television Week have been moved 
up to September 8-14, two weeks 
prior to the originally-planned pe- 
riod. The change was made in or- 
der that extensive new fall mer- 


chandise promotion programs by 


manufacturers and dealers could co- 
incide with the week 


cates 


The new 
follow Labor 
Day, a time when new model tele 


immediately 


n receivers appear on show 
room floors and advertising and 
promotion campaigns reach their 
h 1 point 

Nationa lelevision Week will 
igain Dé pon ored by RI I'MA, 
NARDA, the National Assn. of 
Ra ®* ‘Television Broadcasters, 


the ‘Television Bureau of Ad 
i 


Portable Volume. ‘Thos 


ittend 


, 
1 onvention also learned 


ittainment of volume produc 
portable ‘I'V sets and tran 
marked the 


et busines 


radio portabl 

ht of the during 

t yea At least this was the 

of Robert S. Bell, presi 

tf Packard-Bell 

( p. Bells 
) million T'V portables were pro 


] lectroni ) 
iid that approximately 


ed and that transistor radio port 
yles manufactured in the 1956-57 
year numbered 1.25 million 
RETMA marketing data policy 
Frank W 
Mansfield reported that a new rec 


imuttec hairman 


n dollar value of sales ha 
established by 


\anufacturers during the fiscal year 


195¢ Mansfield said that the 


dollar value of sales by the man 


electronics 


ers is estimated to be nearly 


5.7 billion vs. $5.5 billion during 
1955-56.” 

Association president Dr. W. R 
(;. Baker, in his annual report, 


iid that the past year has been 
of continuing growth of the 


ectronics industry, and though 


yur industry is currently produc 
lectronic equipment and parts 
ie rate of better than $6 bil- 


ma year 


¢ 
1 
} 
I 


higher than ever before 

the ceiling is not in sight.” 
Foreign Gains. Ray C. Ellis, 
chairman of the RETMA interna 
tional department, stated that, de- 
pite strong competition in foreign 
electronics markets, the success of 
the electronics industry in the ex- 
t field in this country last year 


Ellis indi 


downward 


was “quite remarkable.’ 
ited that a 
vhi h ha 


few years” 


trend 
prevailed for the past 
has been reversed 
Those attending the convention 
ilso heard that 34 manufacturers of 
tronic equipment encountered 
financial difficulties last year. Max 
F. Balcom of Sylvania wa 
t 1957 RETMA 


iwarded 


“Medal of 





Cooperative, But... 


. . . not willing to abandon their distributors in 
the matter of parts distribution—this is the attitude of the 
manufacturer (G-E) at Parts Jobbers Convention 


Policies toward independent job 
bers were highlighted during the 
annual convention of the Appliance 
Parts Jobbers Assn. in Miami 
Beach, Fla., recently, 

John H. Miller, manager of Gen 
eral Electric Co.’s appliance and 
television receiver service, assured 
the delegates that G-E. 


full cooperation in working out ar 


would give 


rangements for independents to ob 
tain parts and product information 
through G-l Miller 
defended the policy 
igainst any 


distributor 

company 
tem of parts distribu 
tion which would parallel the di 


tribution now handled by exclusive 
G-E. distributor 

G-E. distributor it me LOO 
points in the country are doing “‘a 


od conscientious job’ of distri 
bution in support of the company’s 
marketing program of home laun 
dry equipment, Miller said 

I tell the distributors they have 
iull responsibility for consumers 


Miller said 


“That means, among other things, 


vetting good service,” 


that they must stock slow moving 
parts as a responsibility to the con 
If we set up a paralleling 

tem of distribution, they 
dodge part of this 


ind would lose 


ume! 
could 
responsibility 
part of their en 
thusiasm.” 

“You independent parts jobber 
would reach the independent serv 
ice men I don’t question that 
However, what we have to do is to 
balance that fact against a possible 
breakdown in our distribution sys 
tem.” 

Miller’s state 
accepted with 
little debate, although delegates ex 
pressed the comment that “‘it 
wasn't what we hoped to hear.’ 
The only extensive comment came 
from Sanford Mandell of Cleve 
land, who said, “I think 
evaluation could be 
made of dual distribution. I don’t 
agree that it would hurt at the local 
level—your distributors could not 


Disappointing. 
ment of policy was 


more 
study and 


be hurt by parts competition.” 

James T. McMurphy 
sales manager for the accessory di 
traced the 
history of his firm and told of re 
cent developments which included 


general 


vision of Philco Corp., 


scquisition of Crosley-Bendix. The 
division which he heads was set up 
is a unit separate from the service 
division of Philco as a merchandis 


ing division. This was all part of 





HOWARD F. PARKER, right, Washing 
Machine Parts Co., Los Angeles, new 
president of APJA, talks with James 1 
McMurphy, general sales manager of 
Philco’s accessory division. McMurphy 
was a guest speaker 





JOHN H. MILLER, left, manager of ap 
pliances and television receiver service 
for General Electric, is greeted by 
APJA president John K. David of In 
dianapolis. Milles was a guest speaker 


a program to develop an “‘all-year 
program for distributors.” 

“It is quite evident that this 
group is one we want on the Philco 
Bendix team,”” McMurphy said 

“We are not now or ever will 
be in a position to sign a group 
icross the board~—in the event that 
they want us—because we have lo 
cal situations which require differ 
ent types of handling. But we want 
to do business with as many of 
you as possible on a mutually profit 
able basis.” 

Major Reports. A major com 
mittee report, submitted by Ray 
Jones of Denver, heading a study 
of the appliance service trade, gave 
evidence of increased interest in 
training schools and clinics for ap 
pliance servicemen 

At least 1] manufacturers have 
igreed to participate in clinic pro 
ind 44 members of APJA 


have or will 


gram 
ponsor clinics in their 
ection he reported 


On vocational training through 


public or private schools, Jones 
stressed the importance of estab 
lishing a need for a training pro 
gram. He suggested that jobbers 
enlist the support of distributors, 
factory manufacturers’ 


agents, major appliance dealers and 


branches, 


servicemen, electric institutes, utili 
ties, and dealer organization: 

In commenting on Jones’ report, 
G-E’s Miller said his company’s 
led to the belief that 
trade schools are not aware of th 


experience 
need for training men in appliance 
scrvice 


John K 


who presided at the five-day session, 


David of Indianapolis, 


Was succeeded as 

APJA by Howard I 
Angeles Other new 
Kenneth Adler 


president, and Lawrence I 


president of 

Parker, Los 

ofheers are 
Detroit, first vier 
Sund 
berg, Chicago, second vice presi 
dent Wesley L. May, Portland 
Ore is secretary-treasurer 

New members of the 
directors are Leonard Brown, Knox 
ville, Tenn.; Sanford Mandell, 
Cleveland, Ohio; and Richard Col 
lins, Pittsburgh, Pa 


board of 


Texas Tempest 


l'exas air conditioning claims are 
before the on 


Dallas Better Busi 


simmering down 
laught of the 
ness Bureau 
Lone Star 
appeared that 


lor a time in the 
State however, if 
dealers were convinced that na 
tional Btu-ratings on room units 
Due to the 


prevalent in 


did not ipply to Texas 
hot, humid climate 

of the 
idvertising higher Btu ratings than 


many part state, they were 
were justified by Btu tests properly 
conducted under ARI Standard 
110-56 

A rash of such claims and coun 
ter-claims appeared in ‘Texas news- 
manufacturer after 
another hit toward the 13,000-Btu 
figure in their claims for 1 h.p 


papers (one 


units 

Friedrich, a San Antonio manu 
facturer, claimed 12,050 Btus for 
its unit made in ‘Texas and gold 
primarily in the 
states 


south central 
Carrier pushed its ‘Texan’ 
unit at 13,000 Btus. York went 
over 12,000 Btus Phileo hit 
12,280. And so it went 

The Dallas Better Business Bu 
reau went to work on the matter 


in May, 


tended by 22 representatives 


sponsored a meeting at 
of 18 
companies, began admonishing ad 
vertisers having extravagant claim 
As a result, the ads have been a 
little less 


informed 


spectacular recently, but 
sources say that dealer 
claims to customers haven't toned 


down much 
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Bath seales 
are fast 
| hietoigine 
a big 


item in’ 


appliance 


stores 


name in 


bath scales 


is 
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PROMOTION 








AT LUNCH to judge entries in the Post contest for merchandising ideas in connec 
tion with LBE’s “kitchen rating” ad are, left to right, BBD&O account executive 
Paul Smith (LBE); Ralf Shockey, president of Ralf Shockey Associates; Robert Shellen 
berg of tne Post; Laurence Wray, editor of Electrical Merchandising; and L. B 
Dunning of LBE 


Kitchen Rating’ 


Electric helpers in the kitchen get u play through 
a joint Saturday Evening Post-Live Better Electrically 


contest designed to spark local-level promotions 


\ | Bette llectr il] noted that 1 1 area vier 
Saturday | Ciiill Pe f | notion inited f ’ ott isible th 
hia iclded 1 Compo ite model pro imnnin mid i t ug ted 
ram for th ipplian e indust t ilmost as eftect for the n 
ipital Ze m the LBI unpaign dividual retail 
I hie program built aroune I heme Ih | kitchen 
kitchen itt iin hould be itured 1 every 

bhi t f h i vith th un 

ikd b ipital n the L&I nsistent tion 
ipa b th | ! i i 
hen th i i te leration om min be 
nanuhactt en md utilit t otential in’ building 

t Kill ! I hon it uston prospect li 
\ 1) 1 b tt | f th } { ts ¢ tr elf help 
leas deemed | t | 1 panel t kitchen and rate 1 hom 
pricier ! ! r four itegoru 

| i i (lariton t mn the | klist (the cat 
Zurch Common ilth | ) i ust mderful en 
ml HH ’ it { i ib| ia nd iwh 
| | ictt ( inh Ch j t 
Jud ( ted ent \\ h tl them md th 
if i ’ und a ttled, a nera uthne which 
let lann um. th " i ht | i ld includ 
migin ! t th i 1p ti l a t ma 
nitted ts th he displa 
ihead idapt t t hicat trath notivation tt 
t Rol i mn ind foll 
STi en Ma I ipplia TT 


wd hare wonls mk iandising f he LBI liow Do \ 
lhe Saturday L-vening Post Kitchen Rat mn thy 


fhe unanu ipproa how t ne Scal id im the Ma 1] issue 
! \ f th Post \ it itained th 
| th tcn r ha 1 1 l 1 
| 
' fy it | if Te icW I 
f i nen ia i tisin i f-mailer t ul 
| t ' It felt + vat hoy } 1] i! } util 
t / } } ] 
nit t in) lah t t ntest ent Diank, a DiowW 
ly i nit hen f iIndow if < 
1 th iv ft fit eprints f 1 Store reckin 
most from th n t ifin 
JULY, 
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SPARTUS 
for more sales 


SPARTUS 
for more profit: 


SPARTUS 


the nationally advertised line of 


ELECTRIC 
WALL CLOCKS 


THE JOHNNY CLOCK No. 516 


Here is the newest 
and cleverest idea in 
an electric clock 

The only electric 
ock made just tor 
the bathroom 

A Striking Conver 
sation Piece for use 

your bathroom 

rumpus room or den 

An ideal house 
warming gift 

This is @ precisio 
built electric clock 
mother-of-pearl 


white, pink, charcoo 





green and blue it 
has a new hide away 
cord that adjusts to 
any length desired 


THE SPARTUS POM-POM No. 517 


A gleaming clock 
of unique desig 
with a moder 
motif. In lustrous 
coppertone’ with 
contrasting black 
face. 7 1 





THE SPARTUS FRY-KLOK No. 12i-FK 


ina strous true coppertons 
f b th thir d ensiona 


Sed numerals and biock 


YE OLDE-TIMER No. 515 


A charming electric wall 
clock featurirg the authe 
tie pocket watch 
of years gone by. | 
finish, vacuum plot 
ed cose ond sin 
viated windi 
stem comb 

create an antic 
effect yer it | 
the modern touc! 
Your choice 
gleaming gold or 
sparkling chrome 
74 wide 9/2 
high 


(@)° Sportus Electric Clocks are self-start 


ing. 110-120 Volt, 60 cycle, AC only 





® Spartus Electric Clocks retail from 
$2.98 to $19.50 


co————- — = 
i 


NATIONAL HOUSEWARES EXHIBIT 


3 BOOTH 1231. .. svorronium 


— 4 


THE SPARTUS LINE IS ADVERTISED IN 


TW .ook Gi 


and leading newspapers from coast to coast 










HEROLD PRODUCTS CO., INC. 
2110 W. WALNUT S$T., CHICAGO 12, ILL. 





MERCHANDISING 


Bradt Retires 


“osc” Saturation Rises 


| 


LMADIMINOUSIN mMIcCcemecd 


‘ Most major appliances record gains in News- 


f the ad with either ril 


colorful electrical cord 


papers’ Consolidated Consumer Analysis; median family 





ELECTRICAL 


h-trafhe areas, and having out 
ilesmen go from door-to-door 


hecking the list on the chart with 


vives and leaving a nominal 

ft for their cooperation 
In ises where the local utilit 
erat uggestion included 


ming a nicew papel 


th participation of 


Callipalgi 


dealers, run 


voking and freezing 


ring essay contests for stu 


t etting up area-wide i 
ntest upplying Kiteh 
datin hecklists on the prem 
th monthly bill ettin 
running dealer test 
| t t window d ’ 
it ti it 
I f ) through th 
f th nt nation obtain 
{ the hecked list vas highl 
if ad P I { lid il ' 
i ld ed minder A On 
nost nportant 











FEDDERS’ ANNUAL AIRLIFT is 


the subject of this conversation between Salvatore 
siordano, Fecders-Quigan chairman and pres‘dent, left; Sir Raynor Arthur, governor 
of the Bahamas, center, and Stafford L. Sands, right, chairman of the Nassau 
development board. This year, beginning Sept. 15, Fedders will transport 700 
persons per week for ten weeks to Nassau, Bahamas, for expense-paid “working 
Fedders began these dealer trips in 1950 with 60 persons on a Bermuda 
cruise, has worked up to this year’s airlift of 7,000 


f 


vacations.” 
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ting the actual item with ‘ . . 
ots the sheik fa inate incomes rise, too, in 23-market survey 
tior 1S¢ if the basic LBI 
‘ 1] ( ] itchen rat 
ghee , po a hen ra \ good look at market saturation Refrigerators—the most itu 
t j ro 1e + 
; ; a ‘ from electric utili offered by the 12th annual New rated appliance—remained about 
highly recommended n : 
my r veeaenee | paper Consolidated Consum« level. They are at 95.6 percent 
{ ( 1 rating t 
RItCHC) an. - Analysis, which was released 1 ituration as compared to 1956 
ttached t ch apt ; " . 
, _— = appl ently he study covers 2 mal 98.5 and 1955's 9S 
t 1 } t le 
i " iting ! ould ket CTO the untrs Home food treezc { hed | 
hed in the store, manu a 
= l “se nu Son () C000) family pa ; 1 ent ituration f m last eat 
‘ } le ) . , ' 
id H id : di P nite mn the urvec' thi Veul Vilil | md LYS | 
r trat I 0 ild i 1 
' cis the addition of two new market [hic urvey also revealed that 
Denver, Colo., and Wichita, Kan median family imcom rose 
( City-wide and individ 
= Median owner hip of gas cool follow 510,000 and over, 5.3 p ROY A. BRADT wil! retire as vice presi 
=, ; ‘ ¢ ( - l 
ite u t y ranges fell to percent th ent in 19 up from ¢ percent dent in charge of marketing of the May 
1} ild take the form of a con ear from 195¢ 6.6. Thev ta | n 1956: $7.000-$9.999_ 17.4 tag Co. on September |. Bradt has served 
t hich tome! turn - ( . Maytag for 41 years. Bradt started with 
in 19 cent, up from 14.3 percent O00 
ke ids to the store ; . Maytag in 1916 in the company’s ma 
‘ ; a f Conversely, clect hI rOst »O,777, 9U.9 percent, up from chine shops. He and Mrs. Bradt plan.to 
€ drawn at the BOSE ¢ t 20.2 percent in 19S from last per nt Thi catesco S4.000 move to California. He will serve out his 
t l ontests « 11 ind 19 ) 34.999 fel] t 19 it " term as a member of the firm's board 
Lé nt ( 
i vant i ) ector: 
n I i next i Wringer washer dropped to 0.3 percent of director 
ver hed 
= ittached to check vercent this year from 195¢ ) A 
1 contest based n tl ' . — 
; ; ind 1955 + while automat 
kitchen rating at a } | 
. vashers climbed to 50 percent di 
t vith point idded f from last vear 43.1 and + Honest Cre it ona 
Vi i { ( i mid) rif ti 
haced i cial ‘ ci , 
satis rhe New York State Legislatuwe — Scheduled Meetings 
I col nt had imuitiate od . 
a itestant had init Dryer mtinued ml has voted protection for consume 
th n nbor ind rene dur — 
' tbors and friend se reaching 19 from 1 )5¢ 14.6 redit custome! Beginning next 
T)¢ a — ' 
iB — heck] In 1955, they were recorded at October, every installment seller INDEPENDENT HOUSEWARES 
’ is many checklists 1 + percent must inform the buver of the dif EXHIBIT 
t is possible mall reward ; — : P 
re tr light bulb | Dishwasher Meo CoMtInUEE {0 ference between the ultimate credi Hotels Chelsea & Ritz Carlton 
Cees oe iin a foothold. ‘They were listed cost to the buyer and the cash and Ritz Carlton Convention Hall 
.BE. booklet, etc., might be used it 5.8 percent this year in contrast price Atlantic City, N. J 
ed uld incluc D , 
~ ted prize : nclude aj to last year’s 4 ) percent and 19 Ceilings have been set for credit July 7-11 
trips md wiring job +9 charge lor balances of OO and 
Contest drawings could be drama ( : NATIONAL HOUSEWARE & HOME 
Velevision sets hit 92.5 percent less, for instance, a $10 maximum 
' 1 by mixing the entric n an APPLIANCE MFRS. EXHIBITS 
; 5 ; ituration, up from last year’s 8+ et for each $100. For each $100 
tric dryer ind the previous year S 1 over $500, the char drops to $8 Auditorium 
some ex um ple ; Of off-premise Atlantic City 
motions are to arrange for build duty G12 
" ‘ 
to display kitchens featuring h 
ne le Malia ce lal 7,000 This Year NAT. ASSN. OF MUSIC MERCHANTS 
KITCI é Zz 5 1 od 
mit together with ad r print Music Merchants Show 
t irrange display of the items in Palmer House 


Chicago, Ill 
July 15-18 


LOS ANGELES SUMMER FURNITURE 
MARKET 


Los Angeles Furniture Mart 
July 15-19 


WESTERN SUMMER RADIO-TELEVI- 
SION & APPLIANCE MARKET and 
WEST COAST HARDWARES SHOW 


Western Merchandise Mart 
San Francisco, Calif 


July 22-26 


RADIO-TV-ELECTRONIC SERVICE 
INDUSTRY CONVENTION 


Sheraton Hotel 
Chicago, Ill 
August 16-18 


WESTERN ELECTRONIC SHOW &@ 
CONVENTION 


Cow Palace 
San Francisco, Calif 


August 20-23 
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NEW POSITIONS 








DAN R. NIGHSWANDER 


Norge Div., Borg-Wamert Corp 


Dan R. Nighswander has been 
ippointed national manager of 
home laundry equipment ile 
George L. Beyers has been named 
district manager for the states of 
Georgia, Alabama and ‘lennessee 


ind R. K. Burbidge takes over with 
a like title in the southern ( ilifor- 
nia, Arizona sale district. 


Whirlpool Corp.—William P. Mac 
kle, Donald W. McAlpine and 
Mark Stites have been named to 
district managerial appointments. 
Mackle has been assigned a district 


covering sections of Massachusetts, 
Maine, Rhode Island, Connecticut 
and New York Mc Alpine will 
manage a district covering portions 


of Ohio and Michigan, and Stites, 
Kan j Mi our, ( olorado lowa, 
Nebraska and South Dakota 





LARRY C. FELDER 


Coroaire Heater Corp.—Larry ( 
| I i i yp inted vice 
pI it f sal Felder 
was f } i na f G-E’s 
l'extolite d 
Easy Div., Murray Corp of America 
D A. Sjolseth ha been named 
western egiona ile manager 
Harry G. Duma the new San 
Franci zone manager 


Eureka Williams Corp.—J. B. Zum 
walt, formerly sal 

New England region, has been 
named iles manager for the At 
lanta district. Newly appointed a 
New England regional manage 
Frank Grune 


manager for the 


ELECTRICAL 


CLAIRE G. ELY 


Maytag Company—Claire G. Ely 
has been elected vice pre ident in 
charge of marketing, effective Sep 
tember |. Ely, general sales man 
iger for the past three years su 


eeds the retiring Roy A. Bradt 


Lux Clock Co.—Caleb kK. Hurst 
has been named district sales man 
iger for the west coast 


oan 


et 
= 
= 





ROGER H. BOLIN 


Westinghouse Electric Corp. 

Roger H. Bolin has been appointed 
director of advertising. Bolin was 
formerly manager of general adver 
tising. Recent regional appointes 


include O. W. Mean 


t 


Chicago di 
ict manager; I’. G. Roehrig, Mil 
waukee district manager, and T, V. 
Wake, Indianapolis district man 


ive! 


Ben-Hur Mfg. Co.—Howard M 
Kissner has been named district 
manager for ‘Texas and New Mexic: 
ind Alfred Houlistan to a like tith 
for Kansas, western Missouri, Ne 
braska and lowa 


Hoover Co.—R. ‘I’. Meyer has been 


inted eastern regional sale: 


] 
manager for pecial product div 


1O1] 


Manage! 


White Products Corp.—D. B. Jon 


} 


] 
nas been ippointed fi 


d sales man 


IVC! 


Raw On has 
been named district manager for 
Great Lake sales 


Lewyt Corp.—Alex 


the company’ 
territory 
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Distributors Named 


Calcinator Corp.—Cobi 
Sales Co., Chicago, II] 


Midwest 


Columbia Phonographs—Intrasouth 
Distributing Co., Shreveport, La.; 
Craig Corp., Seattle, Wash.; Gray 
bar Electric Co., Grand Rapids, 
Mich.; Commercial Electric Co., 
loledo, Ohio 


Easy Div., Murray ( orp.—Inde 
pendent Distributors, Inc., Grand 
Rapids, Mich 


Hoffman Radio Div., 
Corp.—Barton 
Wichita, Kans 


Hoffman 
Distributors Inc 


’ 


Hotpoint Co.—Gravbat 
Co | rit Pa 


i lectric 


Gibson Refrigerator Co,—Cloud 
Bothers, South Bend, Ind. Web 
ter Corp., Norfolk, Va., Megowen 


& Co., Detroit, Mich 


Motorola—National Sales  Co., 
Rochester, N 4 


Perfection Industries—F’ urnace Sup 
ply Co., Birmingham, Ala.; Noland 
Co., Augusta, Ga. DD. N. Latus 
Co., Helena, Mont.; Ohio Valley 
Hardware Co., Evansville, Ind 

Lincoln Supply Co., Syracuse, 
N. Y.; Chillicothe Hardware Co., 
Chillicothe, Ohio; Endicott Co., 
Philadelphia, Pa.; J. George Fischer 
and Sons, Saginaw, Mich. 


Philco Corp.—Graybar Electric Co.,, 
Grand Rapids, Mich 


Quicfrez, Inc.—Bybee and Allen, 
Cove City, Ky.; Southern Indiana 
Wholesalers, Inc., Evansville, Ind 
Moore Fischer Distributing Co 
Charleston, S. ¢ 


Remington Air Conditioning Div. 

( W Atlanta, Ga., 
John J. Wood Co., New Orleans 
La 


Leaner Co., 


Waste King Corp. — Falkenstine 
Corp., Washington, D. C.; Kitchen 
Distributors Ine Albany, N. Y.; 
Kitchen Line Distributor Ini 

Milwaukee. Wis« Redeker Bros. 
Inc., Rochester, N. Y.; Harvey Sey 


bold Co., Cincinnati, Ohio 


York Corp.-Providence Electric 
Co., In Providence, R, | Ajax 
Philadelphia In Philadelphia, Pa 


Youngstown Kitchens—I. T. Dona 
Rochester, N. Y.; Cun 
Distributing, Inc., El 
Independent Distribu 
Grand Rapid Mich 


hue, In 
nin sham 
Pa 0 I Xd 
tors, Inc 
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Supplement Products Services 
For More Sales - More Profits 








HAND 
TRUCKS ae 


— 
For safe and easy han- we 
¥ 
dling of Ranges, Refrig 
erators, Freezers, Wash 
ers, Air Conditioners, ’ 
Pianos, Television sets, 
Venders, etc. Experience \ oh, 
in manufacturing equip NO. 102 2 
ment for heavy case 


BALANCE TRUCK 
moving since 1901, ‘ 
t NO 
SELF-LIFTING ee re 


h;ONE MAN 


PIANO TRUCK CO. “FROCK 


47) N Main St 





Findlay, Ohie 


SEARCHLIGHT 
SECTION 


Classified Advertising 


EMPLOYMENT . BUSINESS 
EQUIPMENT useo or RESALE 
RATES 
DISPLAYED = [ndivicual ope . 
for prominemt display of advertisements 
vertiaing rate te $14.85 per inoh for all ad 
of Equipment & Business Opportunitic sl 
ing on other than a contract be 


EMPLOYMENT OPPORTUNITIES ¢ 
inch subjeot to agenoy commission 
AN ADVERTISING INCI la moa 1 
tieally on @ column —4 columna—45 
UNDISPLAY2D $2.10 «@ line, minimum 
To figure advance payment, count 5 average © 
as @ line 
DISCOUNT of 10 if full paymer 
advance for 4 consecutive insertion 


POSITION WANTHD undispla 


rate is one-half of alk rate, payable 
nox NUMBERS 4 an line 
August Iaaue July 12th 








MERCHANDISING 
MANAGER 


$40,000 


You may explore in complete con 
fidence this exceptional opportun 
ity in our company to direct all of 





our advertising, sales promotion 
packaging, planning and = pro 
gramming activities for our sey 
eral consumer product lines 


Our company has a prestige name 
and in our industry we are known 
as a well-managed, profitable or 
ganization with preferred brands, 
enviable customer relations and a 
top-flight national sales organiza 
tion. Annual sales exceed $60,000, 
000. 


Successful experience as Manager 
of Merchandising, Advertising or 
Sales Promotion, or as Product 
Manager in home appliances, 
foods, proprietary drugs or other 
consumer products would be ex 
cellent. Age preference—-to 50 
years. 


Your confidential reply should in 
clude age, present connections 
and home telephone number 


P-5444 1) ut M 




















NEW ° FREE * NEW 


VACUUM CLEANER 


1957 CATALOG 


” fas CLEANERS AND PARTS 
my Eder Vacuum Cleaner Co 


Read 19544 Livernois Dept 25) 
Detroit 4, Mich 
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EDITORIAL 








LAURENCE WRAY 


Editor 


Fitty Years Young 


le fifty years that have passed since ine 


rRICAL MERCHANDISING first saw the light 
i ] ] 
have been incredible one It seems almost 
} ; + sit } thi ley 
mie hat hye itomopil thi Lirphan 
' 
thy telephone radio. tel ion, the phonograph 
| | 
| helt | onditioning, refrigeration and 
I ( 1) clectron! radar nuciear fission ali ha 
1 cl wvered and introduced thie ompara 
tive hort span ol le than one man's lifetime 
It is though man, once freed from the con 
ran f an industrial revolution based on steam 
UEP OT ( | 0 centur ot pro! NOt 
] ] 
nto half of a single centur 
Vast new industrie ome unthought of befor 


he turn of the entury, have been created—the 


{1 powel industry, the telephone ind tel 
iph industri thr phonogs iph racio-television 
rust the electronics industry, the air condi 

Honig industry and the electrical appliance in 
hist In addition there are the great distributing 
nadustri called into being by thi ry product 
these inaustries have created 


Wi innot 
it pclustrie 


mcern ourselves here with othe: 


which have also mushroomed in 


th past five or six decack thr hemical, auto 

Hotive lation petroleum ind metal working 
vclust rn tut the electrical industry alone ha 
mwned half a dozen other giant enterprise 


has INE ats in eption in 190 this magazine ha 
C4 lecicated to one industry—the distnbut 


thre ipphan e-radio-television bu 


We have reported ind described every new 


in ewer model tf established device 

n ome on the market; we have kept 

il tatist of the busine tor the past 5 
i ‘ have reported ind described successful 
netho t moving merchandise from the manu 
fact through the distributo ind the dealer 
! t misum We have pI moted and en 
i rust } cinent ( ’ Op i 

} { 1) } tf th " } ta da | tio 


he elimination of substandard or dangerous appli 


mice thie promotion of nev ipphance I 
tandard the need for 


We have reportes 


out, the meeting 


home WITTY 


adequate 


ervice, et year in and yea 
of important industry group 

the old SED and NELA; EEI and NEMA; the 
NAED and NARDA. We have criticized unfait 


or harmful industry practices and, conversely, have 
inven recognition to constructive one 

We may not have always been right, but we 
know that we have earned the increasing respect 
of the industry for frank, unbiased, realistic report 


ing of the industry's progre Modestly, we may 
lay claim to having made no small contribution 
over the years to furthering the industry's growth 
through the dissemination of tried merchandising 
methods for moving good We are proud OF Oui 
loyal and devoted body of readers; we are equally 
proud of the fact that many manufacturers have 
consistent records of advertising with us over the 


ycar©rs 


j ND now it is time 


. depre 


ion-ridden thirties, ali we could hope 
for was a kind of forlorn status quo—a sharing of 
the poverty 
have taken a bold prophet to envision our sale 
volume increasing six fold in a single decade. Not 
could we inticipat that a host of new device 
would be introduced which alone would trebl 
traditional pre-war busine 

Yet the 
permitted to blind us io the potentials of the 


ruture Lhe 


dy Phdthil 


istigmatism of earlier years should not 


ngenuity of our engineer the 


growth ot our population ind economy 


pel on i] 


Hier h indi lly 


thre burgconin of oul 
the revolution in ma 


hould all 


technique 
pel yust aS vigorous a erowth n th 
ears ahead as in the years past 

And) binecrrical 


iclp that growth and to gro ilong with it 
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to look ahead In the 


And before World War II, it would * 


| 


INCOM Wid 


MERCHANDISING expe t to 








MERCHANDISING 




















History maker. This pleasant, mild-mannered gentleman is J. Ross Moore. 
He parlayed a childhood recollection of North Dakota winter washdays into 
one of the most fabulous successes in the appliance industry—he invented 
the automatic clothes dryer. All it took was the idea to begin with, a lifetime 
of unbelievably hard work and a bullheaded refusal to quit. His recent re- 
tirement slowed the tempo of a long and productive association with Hamil- 
ton—but the head-start he gave us is felt here every day. Accomplishment is 


rn 


the measure of a man, and Ross (who towers 5’ 5" tall) is a very big man. 
>] 





STRONGEST EXCLUSIVE LAUNDRY LINE GOING! 








HAMILTON MANUFACTUR NG COMPANY + TWO RIVERS WISCONSIN 





AUTOMATIC WASHERS + AUTOMATIC CLOTHES ORVERS-: 


KELVINATOR FRADE WINDS 


Blowing 60 more days of 


sustained selling excitement your way with the 


KELVINATOR 


TRADE-0-RAMA 


PROMOTION 


4 
~~» FOODARAMA & | 


PROVEN THE GREATEST TRAFFIC BUILDING, SALES MAKING, TOP-OF-THE-LINE MODEL EVER DEVELOPED IN THE APPLIANCE INDUSTRY 


A Dealer-Tested 





and proved volume Promotion 
specifically designed 


to substantially increase 
desirable Top-of- 





the-Line 
sales during the peak 


summer selling season 
3 
SEE YOUR KELVINATOR 
DISTRICT » ANAGER NO W 


“ *, American Motors Means 


“fear 


a. MMM 
Ketwvirzator MEANs Business 


2 2 


GOOD BUSINESS FOR YOU! 





